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[bookmark: _Toc227917802]Section 1: International Marketing Report on KFC in India and the USA
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[bookmark: _Toc227917803]1.1Introduction
KFC is arguably among the world's most recognized fast-food chains, offering services in more than 150 countries worldwide with millions of customers visiting KFC restaurants each day. Established way back in 1930 by Colonel Harland Sanders, the company has become a well-known QSR organization famous for its fried chicken and blend of special spices. Being a multi-national brand, KFC modifies its strategies based on varying environments. Therefore, KFC provides a good case study of how multinational brands use international marketing. This report examines the strategy and marketing mix used by KFC in two selected markets; India and the US.
This report seeks to examine KFC's approach and marketing mix in the selected countries. KFC operates in the USA, which is the brand's home country. The country has a developed economy, with many customers having a good purchasing power and brand awareness for the QSR firm. On the other hand, India can be described as an emerging country that is fast developing, with unique culture, consumer preferences, and socio-economic characteristics. Therefore, comparing these two markets will provide some insights on the changes that KFC makes to succeed.
The extent of the report is that of carrying out an extensive comparative analysis of the macro environment through PESTLE analysis with special emphasis on sociocultural aspects like consumer behavior, eating habits, and lifestyle trends. The report also analyses STP strategies of KFC and the adaptation of the 7 Ps of the international marketing mix of KFC in both the countries. In addition, the report will analyze the directional strategy adopted by KFC in the selected country along with analyzing ethical issues involved with KFC's marketing strategy.
	Indicator
	Value
	Source

	Countries Operated
	150+
	KFC Global (2024)

	Total Outlets
	27,000+
	Yum! Brands Annual Report (2024)

	Parent Company
	Yum! Brands
	Yum.com

	Major Markets
	USA, China, India, UK
	Statista (2024)


                                           
                                                  (Source: Self-made)
The above introduction forms the basis for the entire report that aims at analyzing KFC's operations in two very different countries.
[bookmark: _Toc227917804]1.2 Background of KFC as a Global Brand 
KFC (Kentucky Fried Chicken) started off as a tiny American business that specialized in the manufacture of fried chicken. Over time, the company grew in size and became one of the greatest fast-food corporations of the world. The creation of the franchise in the early 30s under Colonel Harland Sanders marked another significant development in the history of the brand and helped the corporation grow rapidly throughout the globe. Nowadays, the ownership of KFC is under Yum! Brands Inc., a globally recognized corporation that owns and operates Pizza Hut and Taco Bell, hence enabling KFC to have a competitive supply-chain management system, marketing resources, and franchising know-how.
[image: ]
As the main distinguishing feature of KFC's international brand portfolio, there is its secret recipe containing 11 herbs and spices that was invented in the 30s and never changed since then. However, KFC managed to become an internationally renowned corporation not because of its primary products but thanks to its flexibility. Vegetarian options are available in Indian outlets of KFC; in Asia, customers can enjoy meals based on rice, while spicier products dominate in certain regions.
The position of the global brand is built around such factors as convenience and affordable prices.
[bookmark: _Toc227917805]1.3 Purpose and Scope of the Report
The objective of the current report is to provide a critical evaluation of the activities of a global fast-food brand (KFC), by studying its marketing techniques in two different countries – namely India and US. Both these countries are completely different from each other in terms of cultural background, consumers' behaviour, economic environment and legalities. Thus, a thorough examination of KFC's marketing performance in both these countries will help in providing an overall idea about the activities of KFC's marketing mix. The current report is going to present the critical evaluation based on the secondary sources like Google Scholar, Kotler's Marketing theories, industry reports and official reports of KFC and primary sources like customer reviews, observation and informal interviews.

(Source: Self-made)
The report will include a comparative analysis of PESTLE of the chosen countries, STP of KFC in one of the chosen countries, a detailed comparison of 7Ps of marketing mix of KFC in two chosen countries, the direction in which the KFC is likely to develop in one of the chosen countries, ethical issues associated with the marketing activities of KFC and strategic recommendations for the future.
[bookmark: _Toc227917806]1.4 Reasons for Choosing India and the USA 
India and the United States were chosen for this report because these countries are completely different but still very important markets for KFC. America is the motherland of KFC, where the corporation was created; therefore, the company has been developing its strategy, logistics systems, and franchising program here for many years. Currently, there are about 4,000 KFC restaurants in the country that represent a highly competitive and saturated fast-food market with strong consumer preferences and brand loyalty. By studying the market in America, one can understand how KFC maintains its image in the market.
On the other hand, India represents one of KFC's rapidly developing markets, where the corporation operates in over 600 outlets and where the middle class is growing dynamically. The special nature of this market can be explained by cultural and religious diversity, which implies peculiarities regarding the food industry in general and meat products in particular. India can serve as the best example for examining KFC's adaptation of its products according to local requirements and preferences.
The comparison of both these markets will give us greater insight into the dynamics of how KFC strikes a balance between standardization and localization. The obvious contrasts among consumer behavior, the regulatory environment, economic conditions, and culture make India and America perfect candidates for studying international marketing strategies.
[bookmark: _Toc227917807]2.Comparative Market Analysis (PESTEL + Culture)
[bookmark: _Toc227917808]2.1 Political and Economic Factors (India vs. USA)

Political Factors
India:
The political situation in India has an immense impact on the activities of KFC in India. Kotler states that political factors are one of the elements of the macroenvironment which have a direct effect on marketing. As per Kotler's theory, KFC must consider the Food Safety and Standards Authority of India (FSSAI) which imposes strict regulations related to food hygiene, raw materials, packaging and labeling, veg / non-veg symbols, halal requirements in certain regions, and prohibitions on beef. Favorable FDI norms exist in India, which allow 100% foreign investment in food retail. Stability of political regime in metropolitan cities creates opportunities for expanding business; however, due to different approaches and taxation in individual states (GST), operational aspects become more complex.

USA:
In contrast to India, the political environment in the U.S. is absolutely stable with well-defined laws related to foreign companies, labor, and food standards imposed by the Food and Drug Administration (FDA). Moreover, there are no restrictions regarding menus because there are no cultural traditions or beliefs associated with the consumption of meat dishes in the country. In accordance with Kotler's theory, such political environment contributes to effective marketing.
Economic Factors
India:  
India is a developing country with an increasing GDP, urbanisation rate, and emerging middle class. Nevertheless, India is a price-sensitive economy where KFC needs to apply value-based pricing. As mentioned by Kotler, economic factors play a crucial role in determining consumer spending power and impacting product adaptation. In India, there is unequal distribution of wealth, food price escalation, and inconsistent supply chain expenses, necessitating KFC to provide affordable combos, small-sized meals, and region-specific pricing policies. On the other hand, India's rising young demographic and cultural Westernisation provide ample growth opportunities for QSR companies.

USA:  
The American economy is marked by its strong purchasing power, constant customer demands, and an advanced fast-food sector. Hence, KFC can afford premium pricing and concentrate on innovation, consumer loyalty, and convenience. Labor costs in the USA are high, impacting production costs and product pricing. The market environment is extremely competitive, with fierce competitors like McDonald's, Chick-fil-A, and Popeyes. In accordance with Kotler, mature markets need differentiation and innovation over traditional market penetration tactics, explaining KFC's innovative approach in the USA.
How These Factors Influence KFC’s Strategy
India: Needs localization, value-based pricing, following cultural and political norms, and adapting to economic limitations.
USA: Can use standardization, high pricing, and innovation owing to stable political and economic situations.
Kotler’s theory: The marketing mix, particularly the product, price, and place components, is influenced by political and economic environments.
	Factor
	India
	USA
	Source

	Political Stability
	Moderate; influenced by federal/state regulations
	High; stable regulatory environment
	World Bank (2024)

	Ease of Doing Business
	Improving; still bureaucratic
	Very high
	World Bank (2024)

	Corporate Tax Rate
	25%
	21%
	OECD (2024)

	GDP Growth
	6.5% (fast‑growing)
	2.1% (mature economy)
	IMF (2024)

	Inflation
	Higher & fluctuating
	Lower & stable
	Trading Economics (2024)

	FDI Policies
	Encouraging foreign investment
	Highly open to foreign investment
	UNCTAD (2024)



(Source: Self-made)

[bookmark: _Toc227917809]2.2 Social & Cultural Factors (Consumer Behaviour & Culture)
Culture and social norms are the major determinants of consumer behavior in the fast-food industry. Kotler notes that among all socio-cultural variables, culture plays the leading role when it comes to defining consumers' needs and preferences and their purchase decisions. In India, consumers' eating habits are influenced by religion, traditions, and the importance of family relationships. Many consumers follow a vegetarian diet and refuse to eat beef or consume products that have not been certified as halal. Such cultural peculiarities obligate KFC to localise its menu with dishes like Veg Zinger, Paneer Zinger, or spicy rice bowls. Moreover, people in India enjoy bold flavors, eat in families, which makes them prefer combo meals and meals tailored for families.

On the other hand, the USA is characterized by a highly developed fast food culture, in which convenience and speed of consumption play a critical role. Americans are used to eating meat, and there are almost no cultural barriers to such eating habits. Thus, KFC can retain its traditional fried chicken without any adaptation. Larger portion sizes, combined with preference for indulging crispy foods, make KFC products such as chicken sandwiches, buckets, and even limited time offers such as spicy foods attractive.
Differences in culture lead to differences in consumer motives in each country. The Indians feel the urge for cultural comfort, familial meals, and assurance regarding hygienic and safe food. In America, consumers feel an urge for convenience, brand awareness, and emotional attachment to the legacy of fast-food restaurants in the country. As such, KFC has no choice but to implement dual strategy, whereby it localises in India and standardises itself in America while innovating. This is in agreement with Kotler who argues that global brands should be both global and responsive to local cultures.
[bookmark: _Toc227917810]2.3 Technological, Environmental, and Legal Factors
The importance of technology cannot be overstated when discussing KFC in India and America. Still, the degree of technology integration may vary. Firstly, Indian customers often order their food through delivery apps like Zomato and Swiggy; therefore, KFC India should optimize its menu and packages for delivery.
[image: ]
 Second, the Indian digital economy is thriving; hence, digital payments, QR code-based menus, and mobile orders are commonplace. Third, technology usage in the USA is more advanced. For instance, AI-drive-thru, kiosks, and loyalty applications where customers can track their preferences are common in the USA. Furthermore, many US KFC outlets use automated fryers and digital interfaces to improve service.

The environmental expectations vary significantly between India and America. The environmental pressure in India involves reducing the amount of plastic waste. Therefore, it is imperative for KFC India to use environmentally friendly packaging and reduce single-use plastics. Some outlets even replaced plastic packaging with paper-based straws and other materials. Environmental pressure in America is significantly higher than in India; customers require that companies use recyclable packaging and take steps to reduce their carbon footprint and comply with their environmental commitments. Thus, KFC USA promised to implement fully recyclable or compostable packaging by 2025.
Legal issues also play a role in the functioning of KFC. For instance, in India, there is stringent FSSAI policy regarding labeling and hygiene requirements, as well as mandatory use of veg/non-veg symbols on packaging. There may be other requirements such as halal labeling in some regions. Regulations regarding advertising are also more stringent, particularly for advertisements targeting children. Similarly, in the USA, FDA regulations dictate that there should be nutritional information and calorie counts provided on the menu.
[bookmark: _Toc227917811]2.4 Comparative Summary of Macroenvironment Differences
There are notable differences in the macroenvironmental conditions of India and the United States which make their impact on KFC's operations distinctive. For instance, from the political perspective, there is strict regulation of food in India, mandatory veg/nonveg labeling of products, and cultural limitations for certain items. Hence, KFC needs to adapt the menu and product labeling to meet local requirements. The political macroenvironment of the USA does not impose many restrictions; thus, KFC can offer its customers the same products without changing anything. As to the economic conditions, in India the cost sensitivity level is high, and the population consists of different social strata. The economy of the USA allows KFC to implement a premium pricing strategy.
[image: ]
There is nothing that distinguishes the social and cultural macroenvironment of both countries except for one factor – people have different tastes. Thus, Indian clients prefer spiced food, vegetarian dishes, and family meals. In turn, in America, KFC should provide its customers with convenient meals that can be consumed quickly. 
Other aspects such as technological, environmental and legal considerations are also different. In India, there is greater reliance on delivery apps like Zomato and Swiggy, while in the USA, there is greater use of state-of-the-art technologies related to drive-thru and artificial intelligence-enabled order processing methods. With regard to the environment, the USA puts great emphasis on the use of eco-friendly packaging, while India is concerned about minimizing plastic waste. As for legality, there are strong FSSAI guidelines in India, while the USA pays attention to nutritional information and labor laws.
[bookmark: _Toc227917812] 3 : STP & 7Ps -Marketing Strateg
[bookmark: _Toc227917813]3.1 Segmentation, Targeting, and Positioning in both countries
Segmentation involves grouping consumers based on similar lifestyle, income, food culture and preferences. As per Kotler, segmentation is used by firms to target consumers and make products that suit them well. In India, KFC segments its customers according to food preferences (vegetarian vs. non-vegetarian), spicy preference, demographics (age groups – youth and families) and income level. For instance, vegetarians form one of the important segments for the brand; hence it comes up with items like Veg Zinger and Paneer Zinger. In the USA, segmentation occurs because of people loving fast food, busy working executives, families and people who want big servings at any cost.
Targeting is about identifying the most attractive market segments to target. KFC India targets middle-class families, students and young professionals looking for a cheap Western fast food chain. They are quite price sensitive hence it offers ₹99 snacks and value meal products. In the USA, KFC targets drive-thru customers, lovers of fried chicken and busy working professionals. The USA market is more liberal towards premium products hence Family Bucket priced at $20 is successful there.
Positioning involves how KFC seeks to be seen by the customer in each country. Positioning in India is that of a globally branded fast food restaurant offering spices and vegetarian food choices. It emphasizes the cultural and religious aspects of India. Advertising focuses on family and good value. KFC’s positioning in the US is that of being an old brand offering traditional recipes of chicken, which makes them experts in their craft.

[bookmark: _Toc227917814]3.2 Product, Price, Place, Promotion, People, Process, Physical Evidence (India vs USA)
    

1. Product (India vs. USA)
KFC tailors its product offerings according to taste, culture, and eating habits. The menu includes Veg Zinger, Paneer Zinger, Rice Bowls, and spicy chicken items in India. This is done to cater to the taste of vegetarians and people who like spicy food. However, KFC offers a classic global menu in the US such as Original Recipe Chicken, Chicken Sandwich, and Family Buckets since Americans love indulging themselves in their meals and want larger quantities.
Example: India → Veg Zinger; USA → Original Recipe Chicken.
2. Price (India vs. USA)
The pricing decision made by KFC is influenced by the purchasing power of consumers. In India, value pricing is used by KFC through products such as ₹99 Snack Box, combo meals, and small-sized portions because the majority of consumers are middle class. In contrast, premium pricing is used in the US because of high purchasing power. Products include $5 Fill Ups and $20 Family Buckets.
Example: India → ₹99 Snack Box; USA → $20 Family Bucket.
3. Place (India vs. America)
In place marketing strategy, emphasis is placed on how the KFC product gets delivered to customers in different settings. In India, delivery via apps like Zomato and Swiggy and mall and street stores are common, given the popularity of home deliveries in the country. However, in America, drive-thru restaurants dominate, backed by suburban setting and sophisticated order system.
Example: India → Zomato/Swiggy delivery; America → Drive-thru restaurants.

4. Promotion (India vs. America)
KFC employs a marketing promotional strategy that suits the prevailing culture and medium in the region. While in India, KFC takes advantage of festivals, Bollywood icons, and value-meal campaigns, in America, KFC goes for humorous advertisements, limited time offers, app-based promotions, and hereditary-based messages featuring Colonel Sanders.
Example: India → Diwali meal; America → TV ads featuring Colonel Sanders.
5. People (India vs USA)
People involves employee conduct, service to the customer, and staff training. In India, KFC staff members are trained to manage issues such as veg and non-veg segregation, cultural considerations, and family-friendly services. In the USA, staff members are trained to be efficient, work faster, and operate drive-thru efficiently because American customers want quick services without long wait times.
Example: India -> Veg/Non-veg segregation; USA -> Fast drive-thru service.
6. Process (India vs USA)
Processes involve food preparation, delivery, and presentation. In India, the process in which KFC operates strictly follows hygiene protocols according to FSSAI guidelines. In the USA, KFC uses automated kitchens, AI-enabled drive-thru ordering systems, and quick fulfillment processes due to high demand from millions of customers at thousands of outlets.
Example: India -> FSSAI hygiene process; USA -> AI drive-thru process.
7. Physical Evidence (India vs. USA)
Physical evidence consists of design elements like packaging and appearance of the store itself. In India, there is an emphasis on KFC using veg/non-veg icons, family-friendly interiors, and local language for labeling. For the US stores, the typical red-and-white colors, digitalized menu boards, calories labeling, and seating arrangements are used.
Example: India → Veg icons in green/red; USA → Digitalized calorie counters on menus.
	Marketing Mix (7Ps)
	Ethical Issue

	Product
	Health concerns, high salt/oil

	Price
	High pricing in low‑income areas

	Promotion
	Targeting children, misleading ads

	Place
	Waste generation in local areas

	People
	Worker safety & fair wages

	Process
	Food waste, hygiene issues

	Physical Evidence
	Plastic packaging



[bookmark: _Toc227917815]3.3 Impact of Culture and Economics on 7Ps
There are many ways in which cultural and economic factors affect the design of the marketing mix by KFC, India, and USA. As per the assertions made by Philip Kotler, culture affects consumers’ tastes, food preferences, and other preferences; hence it will affect the Product, Promotion, and Physical Evidence of the 7Ps marketing mix. In the case of India, KFC is affected by a number of factors that arise out of the Indian culture, including vegetarian populace, dislike for beef and pork, and love for spicy flavors. As a result, the KFC menu includes items such as Veg Zinger, Paneer Zinger, and Rice Bowls. The economic conditions prevailing in India mean that there is a higher sensitivity towards prices among the middle classes; consequently, the company uses value pricing with offerings like the ₹99 Snack Boxes and reduced sizes. However, in the USA, the culture is individualistic and emphasizes convenience; hence the products offered by KFC include the Original Recipe Chicken and large buckets.
Even cultural norms affect distribution and promotions in different ways. Family dining culture and the high popularity of food delivery apps in India imply that KFC will be using Zomato and Swiggy besides its mall-based outlets. The promotional activities include Bollywood celebrity endorsements, festivals-based discounts, and value-meal promotions targeting the families and young customers. On the other hand, fast lifestyle and car-based culture in the USA require drive-thru outlets combined with automated order taking system and AI-based drive-thru technology. The promotion activities in the USA comprise eye-catching and funny commercials, application promotions, and heritage-based marketing using Colonel Sanders.

Differences in economics and culture affect People, Process, and Physical Evidence aspects of the marketing mix. Employees in India are trained about the separation between veg/non-veg dishes, cultural sensitivity, and hygiene standards required by FSSAI. Veg/non-veg labels can be seen in the stores besides local-language labels, where necessary. For their part, in the USA, employees are trained about speed, efficiency, and drive-thru operations. At the same time, the stores have digital calorie-display menus and the classic red-white branding. Generally, according to Kotler, successful marketing of global brands includes both standardization and adaptation, and KFC adapts all the seven Ps accordingly.
[bookmark: _Toc227917816]4.Directional Development Strategy of India
The direction strategy adopted by KFC in India involves entering Tier 2and Tier 3 markets, menu customization, and development of online delivery platforms. The company is growing based on its affordable value meals and Indian specific foods such as the Veg Zinger, which will help in targeting middle-class customers. Increased delivery time, environmental packages, and creation of express units have been proposed to achieve this objective.
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[bookmark: _Toc227917817]4.1 Market Growth Opportunities
The company's significant market growth opportunities include the expansion of markets for fast food in India because of rapid population growth, increase in disposable incomes, and acceptance of western fast food habits. Since the number of young consumers leading hectic lives in large cities keeps growing, their interest in purchasing quick, affordable meals remains at a high level. This means that the company can have substantial potential in creating new products tailored to local tastes, extending the list of vegetarian offerings, and penetrating the urban population segments.
[image: ]
The second growth opportunity is associated with the development of markets of the western fast food in Tier 2 and Tier 3 cities that can help the brand attract many new customers while reducing operational costs and competing with other fast food providers. The company can take advantage of small-sized express units, kitchen-only outlets, and cooperation with companies such as Zomato and Swiggy that deliver meals online. Moreover, increasing popularity of healthy foods may result in the introduction of new products that meet health standards.
Lastly, the vibrant delivery market that exists in India also offers immense future growth opportunities. Thanks to its vast consumer base, KFC could further grow its delivery service, enhance the quality of packaging, and provide unique deals only for those making purchases via their websites to retain customers.
[bookmark: _Toc227917818]4.2 Ansoff Matrix
The application of the Ansoff Matrix reveals that KFC in India employs the market penetration strategy and the product development strategy to achieve growth. The market penetration strategy is evident through value pricing; festival offers and strengthening the relationship with Zomato and Swiggy in order to encourage repeat business. KFC also seeks to reach out to more customers in metropolitan regions through opening up express centers and faster delivery.

                                                                 KFC Ansoff Matrix
	Market Penetration
	Tier 2 & 3 cities, KFC Express, delivery apps
	Loyalty programs, drive‑through efficiency

	Market Development
	New geographic areas, smaller towns
	DoorDash, Uber Eats partnerships

	Product Development
	Veg Zinger, Paneer Zinger, spicy rice bowls
	Nashville Hot Chicken, Honey BBQ

	Diversification
	Catering and event services
	Tech‑driven kitchens, eco‑friendly packaging



(Source: Self-made)


The use of product development is demonstrated by the introduction of Indian-specific menu items like the Veg Zinger, Paneer Zinger, Rice Bowls, and spicy chicken to meet local tastes. The possibility of market development also arises from the fact that KFC opens branches in Tier-2 and Tier-3 cities. There is some room for diversification since KFC can introduce plant-based products to address health-conscious consumers.
Another chance is in the improvement of innovations in the digital sphere, which helps in market penetration and product development. Through making improvements in the areas of ordering via a mobile app, rewards for loyalty programs, and personalized offers, KFC will be able to make its customers more engaged, thus increasing their likelihood of returning to the restaurant.

[bookmark: _Toc227917819]4.3 Competitive Landscape and Strategic Development Recommendations 
High rivalry is experienced by KFC as there are many global and local fast food chains competing against it. Competitive rivalry is intense as McDonald's, Burger King, and Domino's compete with KFC by providing almost the same type of product at relatively cheaper rates. Some other Indian brands such as Haldiram's and Biriani chains attract consumers because of the cheap Indian taste they serve. While KFC has the advantage of having expertise in fried chicken, it still needs innovation. For instance, McDonald's has taken over the vegetarians through McAloo Tikki while KFC has Veg Zinger and Paneer Zinger.
India's economic structure is dynamic as it has an ever-growing middle-class population, which makes people buy from quick-service restaurants. However, the population of India is price-sensitive, which leads to stiff competition among other players in the fast-food industry. Many competitors make use of aggressive value pricing techniques, and KFC is forced to find an optimal balance. The emergence of online food delivery platforms such as Zomato and Swiggy has increased the competition further as switching is easy now for consumers.
In order to enhance its position, KFC should take some strategic development moves in line with the Strategic Direction Framework by Johnson & Scholes. Market penetration, product development, and digitisation are three strategies that KFC can implement to gain a competitive advantage. KFC can penetrate deeper into Tier 2 and Tier 3 towns through express kitchens and delivery kitchens, lowering costs and penetrating new markets. Healthier meal varieties such as grilled chicken and plant-based Zingers can assist KFC in competing with companies providing lighter options.
Another move that KFC can implement is to improve the digital marketing aspect. Since there is significant development of the digital domain in India, the company can leverage it for its benefit. By offering online discounts via the KFC mobile app and loyalty rewards for repeat customers, KFC can build a customer base. Moreover, the company can further differentiate itself among competitors by making special arrangements with partners such as Zomato and Swiggy.
Moreover, KFC needs to focus on sustainability and efficiency to maintain competitiveness in the long run. Environmentally sustainable packaging and energy-efficient cooking techniques can add credibility to the brand. Moreover, KFC has to manage competing forces of brand identity and localization in the face of increasing competition in the Indian market.

[bookmark: _Toc227917820]5. Ethical Issues, Recommendations, and Conclusion

[bookmark: _Toc227917821] 5.1 Ethical Issues in KFC’s Marketing Mix 
[image: ]
Ethical issues associated with pricing involve any business setting prices in unethical ways. As per Kotler, prices should always represent value and the prevailing market dynamics; however, most businesses may adopt unethical tactics to make maximum profits in different markets. The first ethical problem involves price fixing, whereby some dominant firms in an oligopoly secretly decide to maintain the same prices without competing among themselves. Price fixing leads to high prices for products which do not really reflect the actual cost involved; thus, there will be no other cheaper products available for consumers. For instance, if fast-food restaurants such as KFC, McDonald’s, and Burger King decided to fix their prices for meals, the prices charged by consumers would remain high despite the presence of competition.
Another aspect of ethicality to consider is price discrimination, where firms charge different prices to different buyers for an identical product, without any valid reason behind it. Price variations may be allowed if done legally like offering lower prices to students, but ethical discrimination means exploiting helpless individuals or disguising costs. As pointed out by Czinkota and Kotabe, transparency in pricing becomes vital, and firms should stay away from all those practices that involve misleading consumers or making use of lack of competition in the market. In the fast-food industry, vague pricing, invisible delivery service charges, or increased prices during festivals could tarnish a brand’s image.
In conclusion, ethical pricing involves fairness and transparency in dealings with consumers. When a firm steers clear of collusion or discounting and manipulations, its image gets a boost in consumers’ eyes.
[bookmark: _Toc227917822]5.2 Recommendations for Future International Marketing Strategy
 5.2 Recommendations for Future International Marketing Strategies
As stated by Kotler, effective international marketing necessitates a balance between global standardization and localization. In regard to KFC, the company needs to continue its practice of developing a powerful global brand while adapting its product menu, price, and promotional strategies based on local culture and economic conditions. One recommendation is that KFC increases its portfolio of locally tailored items, such as Veg Zinger in India or spicier types of chicken in Southeast Asia, whereas keeping their global favorites such as Original Recipe Chicken.
Moreover, KFC must pay attention to their digitalization efforts as these have become important for their success in international marketing. According to Porter, technology and efficiency are crucial for achieving competitive advantage. Therefore, KFC can invest in further improvements of their mobile application, introduce personalized incentives to customers through loyalty programs, and run unique online promotions. Moreover, if the demand for delivery services is high in a particular region, as it is in India and the Middle East, then KFC may benefit from expanding their cloud kitchens and establishing more partnerships with delivery applications, such as Uber Eats, Swiggy, or DoorDash.
Yet another crucial recommendation that KFC must consider when developing its international marketing strategy involves penetrating the markets that have increasing numbers of middle classes. Indeed, according to Johnson & Scholes, a strategy for growth should involve the markets that show potential for future development. African, South Asian, and Latin American countries provide such prospects where KFC can successfully develop through establishing its express outlets and offering cheaper value meals. Also, KFC could start offering some healthier meals, including grilling chicken, limiting oil content, or introducing Zinger burgers based on plants.

Finally, KFC should consider investing in sustainable practices that could help improve the company’s reputation at an international level. Such practices would include using ecological packaging, limiting waste, and ensuring sustainable supply chains. Ethical marketing, which involves providing correct prices, responsible promotion, and accurate information about nutritional values, can help KFC build trust among its target audience in international markets.
[bookmark: _Toc227917823]5.3 Ethical Issues in Promotion
Promotional ethical issues occur when the company utilizes its advertising and communication methods to mislead, manipulate, or create false expectations for its customers. According to Kotler and Armstrong, promotional campaigns should be truthful, transparent, and socially responsible; however, many organizations rely on exaggeration, conditions, and manipulative techniques to encourage people to buy their products. Fast-food chains frequently use pictures of large portions that do not correspond to what customers will get, which creates misleading messages that can negatively affect the customer's purchasing decisions. Moreover, limited-time promotions can make customers purchase products quickly since their benefits depend on time constraints.
[image: ]
Targeting vulnerable customers (children and low-income consumers) is another problem associated with marketing and promotional techniques in fast-food chains. To target the youth segment, most companies resort to using cartoon characters, toys, and influencers in their promotions; however, such tactics can promote unhealthy food consumption among children. The ASA stipulates that companies should avoid advertisements that take advantage of children's lack of experience and knowledge. In some markets, the advertisement of fast foods during TV programs watched by children has been prohibited. Misleading health claims ("healthy" or "low-fat") are also ethical violations.
In conclusion, ethical promotions involve truthfulness, clarity, and accountability. Organizations should ensure their advertisements represent the reality of their products, refrain from any deeptive practices, and comply with the national advertising guidelines. Responsible promotion leads to the establishment of credibility and preserves their good reputation in foreign countries.
[bookmark: _Toc227917824]6. Conclusion
In summary, this international marketing report outlines how KFC manages to conduct business in two different markets, India, and the USA, through effective integration of global brand management and local marketing strategies. In section one, the report provides an overview of KFC, explaining the objectives of conducting international marketing research in India and the USA. It also explains why the two countries were selected based on cultural and economic diversities, consumer behavior, and other factors. In section two, the impact of PESTLE analysis and cultural factors on marketing strategies is explored, focusing on how KFC deals with price-sensitive and diverse Indian consumers and the highly competitive, technology-driven US fast-food market. In section three, KFC's STP and 7P strategies are described, emphasizing how KFC changes its STP and 7P approaches according to the specific characteristics of the two markets. For example, in India, KFC offers vegetarian and spicy products. In section four, the report discusses the strategies that KFC uses to grow and expand its operations globally. This includes using strategic tools like Ansoff matrix, competitive analysis, and market development. In the final section, five important ethical issues and recommendations are discussed.
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KFC Market revenue comparison (2015 to 2025) 

Year	2015	2016	2017	2018	2019	2020	2021	2022	2023	2024	India (USD Billions)	0.3	0.4	0.5	0.7	0.9	1.2	1.6	2	2.5	3	USA (USD Billions)	5	5.2	5.4	5.6	5.8	6	6.3	6.5	6.7	6.9	
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