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KFC was established in 1930 and has branches spread across more than 140 countries worldwide. It is one of the most recognisable brands in the quick-service restaurant sector, being part of Yum! Brands' global portfolio. With the increasing competition in the fast-food industry due to international expansion, companies like KFC have to adapt their marketing policies to different cultural, economic, and regulatory market settings without losing their global brand image (Kfc, 2026). This report critically looks into the international marketing mix of KFC in two major markets, the United States, which is its home and most mature market and the second country, which is China, which is its biggest and best international market.
This report is aimed at comparing and contrasting the macro-environmental factors that affect KFC in the two countries in terms of the PESTEL framework, but focusing more on the social and cultural factors in terms of consumer behaviour. It also examines its segmentation, targeting and positioning strategy as well as how the company is adapting to the extended marketing mix (7Ps) in each of the markets. The report also assesses the growth strategy of KFC in China, analyses ethical aspects of its marketing, and gives recommendations to enhance its future international marketing strategy in the ever-growing, competitive marketplace in a culturally diverse world market.

[bookmark: _Toc222838436]Comparative Macro-Environment Analysis
Political Factors
The U.S. is characterised by a democratic and regulatory environment which is strong in franchising and private business. But KFC will have to adhere to stringent food safety standards imposed by other agencies like the Food and Drug Administration (FDA), and also different state labour standards, minimum wages and taxation regulations (Dukut, 2024). The business operations and perception are also affected by the political discussions that revolve around health, regulation of fast food, and labour rights.
Conversely, China has a one-party political system that is more government-interested in business. The foreign firms are subject to regulatory scrutiny, licensing, and demands of effective local collaborations. KFC was able to work with the local government and adjust to the policies supporting foreign investment in the 1980s and 1990s, which is why KFC later thrived in China (Li, 2024). The Chinese government is, however, even more controlling in relation to food safety, supply chains and digital platforms. This implies that KFC has to have close ties with the government and adhere to strict national standards. At the level of politics, China, however, takes more localisation and institutional conformity than the comparatively market-driven US setting.
Economic Factors
The United States is a developed and highly competitive fast-food market. The consumer spending is high, though the industry has a lot of competitors like McDonald's, Wendy's, and Chick-fil-A (Kumolu-Johnson, 2024). The increasing labour prices, inflation and pressures in the supply chain have caused some companies like KFC to concentrate on operational effectiveness, pricing on value and offers (). The economy is very stable and helps in maintaining constant demand, but there are limited opportunities for growth because the market is saturated.
China, on the other hand, has been witnessing a fast rate of economic growth and urbanisation in the last three decades. An increase in the middle-class population, an increase in disposable incomes, and a surge in the growth of urban centres have established a great demand for cheap Western meals. KFC has enjoyed the advantage of making an early entry and growing into Tier 2, 3 and 4 cities where western fast-food competition was initially weak (Li, 2024). Despite the minor dip in economic growth in recent years, China is still able to provide big growth prospects in comparison with the established US market. As a result, KFC's strategy in China is growth and market penetration, unlike in the US, where the emphasis is on market share and competitiveness.
Social and Cultural Factors
The most important aspect that affects the marketing mix of KFC is the social and cultural differences between the two countries. The US is defined by individualism, convenience-oriented consumption and hectic lifestyles. Consumers tend to favour fast one or two meals, takeaway and drive-through products and services (Dukut, 2024). But US consumers are also becoming healthier, and are increasingly demanding products that are less calorie-dense, or more disclosure in terms of nutritional content. Such trends have necessitated KFC to launch grilled chicken, salads and calorie labelling in the US market.
China, however, is collectivist in nature, whereby eating can be considered a social or family affair. Eating out is connected with group activities, and consumers often share food. KFC has also pushed through these cultural orientations by providing family-style meals and rice-based preparations, and local flavours, including spicy chicken and regional delicacies (Du, 2022). In comparison to the US, where KFC is commonly regarded as a cheap and unpriced fast-food chain, in China, it is at times regarded as a contemporary Western brand, with attributes of both quality and prestige, especially among young people and families.
There is also a considerable difference in breakfast habits. The breakfast meal in China is a major meal bought outside the house, and thus KFC has launched some Chinese breakfast meals like the congee and soy milk. Breakfast does not constitute part of the identity of KFC in the US. These cultural variations indicate that more localisation is necessary in China than the rather standard US product offering.
Technological Factors
The technology in the two countries influences the communication of consumers to fast-food brands. KFC has incorporated mobile applications and delivery arrangements with platforms like DoorDash and Uber Eats in the United States. Yet, the use of digital changes according to the demographics and location.
The Chinese market is among the highly digitalised consumer markets in the world. Each day, mobile payments, QR codes and super-apps like WeChat and Alipay prevail. KFC has instilled itself in the very bones of these platforms, with mobile ordering, digital loyalty programmes and promotions via apps (Rosette, 2024). KFC can engage in data-driven marketing and personalised promotions in larger proportions than in the US since the Chinese market is highly digital, and tasks such as marketing efforts can be accomplished. Such a technological setting supports innovation and interaction with customers.
Legal Factors
There are even differences in legal environments. The United States has a good legal system that guards its intellectual property and consumer rights; however, businesses risk litigation over labour relations, health or food product claims. There should be adherence to laws governing franchising and employment laws (Durkin et al., 2021).
Enforcement of regulations has been on the increase in China, especially on food safety, since there have been occurrences of national scandals. KFC has already encountered reputational risks, which are associated with supplier problems and has become more cautious about the quality and transparency (Johny and Gurtu, 2022). There is increased protection, but a close guard on intellectual property. Compliance with the law in China tends to attempt to manoeuvre through the changes in the laws and keep close ties with the authorities.
Environmental Factors
In both markets, environmental issues are on the rise. The consumers and regulators in the United States are mounting more pressure on the fast-food companies to curtail plastic consumption, become more sustainable and source ingredients in a responsible manner (Durkin et al., 2021). To deal with these issues, KFC has developed recyclable packaging with sustainability programmes.
Sustainability in the environment is also becoming a priority in China, wherein the government is promoting waste minimisation and environmentally friendly operations. Consumer pressure in most cases, however, is not as intense as in the US. KFC will still need to relate to national sustainability and will need to alter the practice of packaging and supply chain in that manner (Johny and Gurtu, 2022).
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The key to the success of KFC in its operation in culturally and economically diverse markets lies in segmentation, targeting and positioning (STP). Although KFC has a coherent global brand, the STP strategies differ widely between the United States and China to accommodate consumer behaviour differences with respect to the level of income and cultural expectations.
Segmentation
KFC uses both demographic and behavioural variables as the key market segmentation variables in the United States. Some of the established segments are middle-income families, young people and convenience-minded consumers who are willing to find fast and cheap foods to eat. Psychographic segmentation is also considered since KFC targets those customers who attach importance to comfort food, familiarity and indulgence. The US fast-food market is extremely saturated, though, and consumers have numerous options, which is why KFC needs to pay attention to value-oriented segments and special offers to remain competitive. Health-conscious customers are a rising trend in the US, and the conventional fried food available at KFC makes it less competitive in that regard compared to those that focus on healthy eating (McCrory et al., 2019).
China is more dynamic in terms of segmentation because the nation is rapidly achieving economic growth, and the population is large. KFC is aimed at the urban middle-class families, young professionals, students and children. Particularly, behavioural segmentation is significant, and Chinese customers usually eat out with friends and adjust western fast food to social activity. It is also vital when it comes to geographic segmentation; KFC has moved past big cities to Tier 2, 3 and 4 cities, providing different pricing and menus based on income (Yao, 2021). On the psychographic front, the younger consumer is lured into Western brands, which can be identified as modern and inspirational and hence KFC as a day-to-day and lifestyle venue.
Targeting
KFC in the United States uses a comparatively mass-market targeting strategy. It strives to appeal to a wide range of customers by providing low-priced cuisine, family buckets and discounts. But the competition has been high, and KFC has not been able to make much differentiation from other fast-food franchise chains. It targets mostly, thus focusing on the brand loyalty amongst the current consumers and on the customers that are highly price devoted.
KFC has a more differentiated approach to targeting in China. It aims at serving families who want cosy operational environments, youthful customers eager to find cool online services, and children using family-focused promotions (Wang, 2022). The small cities that are still experiencing the novelty and aspirational range of Western fast food are also targets of KFC. With store-format customisation, menus and prices to various city levels and classes, KFC is more advanced in targeting China than it is in the US.
Positioning
KFC is very different in the way it is situated in the two markets. KFC in the United States is established as a conservative and value-based fast-food company with its cultural roots in fried chicken. The brand focuses on convenience, affordability, and familiarity with common use of nostalgic and humorous advertisements to strengthen its identity (Jenkins, 2021). But it is in direct competition with many other fast-food chains that provide the same products.
KFC's positioning in China is a new, west-based innovative brand that incorporates the global sense with the local interest. It is seen as healthier, modernised, and even high-end as compared to the local fast-food options. The brand emphasises innovativeness in the menu, digital activities and family-friendly restaurants. This positioning is in line with the Chinese consumer's desire to see Western lifestyle symbols and retain cultural familiarity with local menu foods (Wang, 2022).
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The success of KFC in the international market is very much determined by the performance of its extended marketing mix (7Ps) to adjust to new macro-environmental and cultural settings. Although KFC exhibits differing levels of standardisation and adaptation in the United States and China, it preserves a globally recognisable brand image.
Product
KFC in the United States has concentrated its product approach on its basic business product, which is fried chicken, chicken sandwiches, wraps and family buckets. The menu is not excessively diversified, considering that it is a traditional American fast-food chain. Even though there are limited-time promotions and flavour changes every now and then, product innovation is average (Uddin, 2020). The rise in health awareness has led to the introduction of grilled menu items and nutrition labels, but the primary item is fried chicken.
The product strategy of KFC in China, in contrast, is very localised. In addition to fried chicken, the menu also has rice bowls, congee, egg tarts, spicy local flavours and seasonal dishes suitable for local festivals. Breakfast sales are very essential, especially in China, where people often buy breakfast meals at restaurants (Wu, 2022). This massive adjustment is an appreciation of collectivist eating patterns and the taste localised. China is a vivid illustration of the so-called globalisation, where the international brand identity and the strong philosophical cultural adaptation go hand in hand.
Price
In America, KFC uses competitive pricing in a fast-food market which is oversaturated. Price promotion schemes, promotion deals and value meals are the key to winning the affections of price-sensitive customers. Pricing changes have been affected by the inflationary pressures and the costs of labour, which have played a critical role in competitiveness.
The strategies of pricing in China are more tiered. Although still cheaper than Western dining options, KFC can implement slightly higher pricing in the urban centres because of its good brand image. In the smaller cities, the prices are adapted to the incomes in the city. Family offers and discount digital vouchers are very common (Wu, 2022). The differentiated pricing strategy is based on the Chinese differentiated economic environment and purchasing power.
Place
The distribution strategies are also very different. KFC restaurants are typically found in suburban locations, high streets and crossroads, and heavily use drive-through services in the United States. Franchising controls the expansion model, and convenience is the key consideration of the location.
KFC restaurants are usually found in busy shopping malls, trade and transport centres in China. The restaurant is meant to be social, with more board tables than the usual US restaurants. The growth into Tier 2, Tier 3 and Tier 4 cities has been a fundamental growth strategy as it has helped in penetrating the market further (Dempsey et al., 2021). Distribution in China also centres on delivery services combined with local online platforms, indicating high e-commerce and mobile ordering rates.
Promotion
Some of the most noticeable differences are seen through promotional strategies. KFC often uses the conventional advertising avenues, including television, social media and celebrity endorsements, in the United States (Albarq, 2023). One of the many campaigns normally focuses on humour, nostalgia and brand heritage. The marketing communications often focus on value offers and time-bound offers.
Promotion is very interactive in China. KFC takes advantage of social media, mobile applications, key opinion leaders (KOLs) and gamification of marketing campaigns. The connection to the digital payment systems allows for conducting targeted promotions and personal offers. Campaigns tend to coincide with any local cultural festival and youth trends supporting the KFC modern and innovative positioning. The promotional strategy in China is more culturally adaptive and technologically integrated than the one used in the US.
People
The challenge of labour shortage and increases in wage expectations in the United States has presented challenges in operations (Frohm, 2020). Customer service aims at speedy and efficient product delivery, especially in the drive-through setting. The turnover of the staff may influence the consistency of the service.
Training of employees, as well as presentation of services, is given strategic emphasis in China in order to preserve the high-quality brand image. The service to customers is simply perceived as being more responsive, which supports KFC, encouraging customers to view the restaurant as a contemporary, family-friendly place (Dempsey et al., 2021). As well, local staffing helps to increase cultural awareness and acquaintance with consumers.
Process
Speed and efficiency are the main priorities of operational processes in the United States, made easier in such ways as drive-through optimisation and simplified ordering systems. Digital ordering by use of apps and kiosks has grown, but it is still an addition to the conventional service models.
Process innovation in China is more computerised. The customer experience is streamlined with the help of mobile ordering, QR-code payments and built-in loyalty programmes (Galavotti, 2023). The smooth, digitally integrated system elevates the convenience and customer-driven marketing. Consequently, China is more integrated into the use of technology in its operations than the US.
Physical Evidence
Brand perception is portrayed through physical signs. The KFC outlets in the United States have become standardised and functional in the US, which empowers its description as a traditional fast-food chain. The interior design tends to focus on efficiency as opposed to experiential dining.
Stores in China are often contemporary, large, and pleasant to look at, which is created in such a way that it encourages people to eat in. The latest designs and computer interfaces add to the innovative and aspirational image of KFC. This is in line with its positioning as something other than a fast-food supplier.
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The directional development strategy of KFC in China is a growth-oriented strategy that is long-term in nature, but that is characterised by market penetration, market development and product development. Based on the Matrix created by Ansoff to serve as a guideline, the growth of KFC in China can be regarded as a complex mix of approaches that have allowed the brand to establish itself as one of the most successful Western fast-food chains in China.
KFC first set foot in China in 1987, and followed a market development strategy by launching the product concept that it had in an unfamiliar geographic location. KFC, however, early adapted a localisation strategy contrary to most Western brands that were mainly dependent on standardisation (Alon and Kruesi, 2020). Instead of directly duplicating the menu in the US, the company had customised its products in accordance with Chinese preferences and eating patterns. This change is associated with the product evolution in the Chinese market, with KFC constantly launching rice-based dishes, congee, local flavours and seasonal offerings per the local market demands.
The KFC refined its market penetration strategy as the Chinese economy grew and the urbanisation pace accelerated. It aggressively extended the networks of stores in Tier 1 cities (Beijing and Shanghai) further to Tier 2, Tier 3 and Tier 4 areas, destroying first-mover advantages in areas with little Western penetration (Alon and Kruesi, 2020). This geographical dispersion enhanced brand awareness and enabled KFC to tap the new middle-class consumer base. The lack of competition pressure in low-level urban centres was also an expansion strategy to avoid direct competition, as the metropolitan regions were already saturated.
The other important aspect of KFC's direction strategy in China is digital transformation. Introducing mobile ordering, QR payments, and loyalty programmes based on apps helped KFC to increase its customer engagement and efficiency. This is such a sign of strategic renewal and innovation in an economy that already exists, which strengthens a competitive advantage (GENG et al, 2022). This has enabled the company to retain its customers as well as utilise data-driven marketing by leveraging the developed digital ecosystem in China.
In addition, KFC has made an investment in supply chain localisation, whereby solid relationships have been established with local suppliers to facilitate quality control and maintenance of regulations. The company exchanged strategic adaptation to the environmental risks through reinforcement of monitoring systems and transparency in response to past food safety issues (GENG et al, 2022).
In general, the KFC directional development strategy in China is an indicator of combining the strategies of market penetration, product adaptation and geographic expansion. Compared to its rather developed and defensive approach in the United States, China is a proactive unit of growth for the brand. The continued focus on localisation, digital innovation and growth into the emerging cities places KFC in a position to keep the industry in China at the top of the rapid pace of service restaurants.


[bookmark: _Toc222838440]Ethical Issues Evaluation 
The KFC activities in China have raised a number of ethical issues, especially regarding food safety, health of the people, supply chain and corporate responsibility. Being one of the largest Western fast-food chains in China, KFC has to endure increased scrutiny from regulators, consumers and media, which is why ethical governance is at the core of its long-term sustainability.
Food safety has been one of the greatest ethical issues. In 2012, KFC China was hit by a supplier scandal, which alleged that poultry suppliers used an extreme amount of antibiotics and growth hormones. The problem did not arise in the direct operations of KFC, but in its supply chain, which is why the incident had a devastating impact on consumer trust and sales performance (Han and Zhai, 2022). This brought up some ethical issues concerning due diligence, supplier monitoring and corporate accountability. KFC, in turn, intensified quality control measures, improved transparency and added control on national suppliers. 
An ethical issue is also concerned with public health. China has been facing an increasing obesity rate and increased awareness of diet-related diseases. KFC is a fast-food brand that produces fried and high-calorie foods, which have been criticised as playing a role in unhealthy eating habits, especially in children and young consumers (Han and Zhai, 2022). Promotional approaches aimed at families and children can be considered as ethically sensitive in the setting where nutrition education has not yet been taught. Despite KFC having more healthy products and offering smaller portions, the products being offered are still of an indulgent character.
There is also the issue of labour practises and employee welfare, which raises ethical concerns. Though KFC offers job opportunities both in the urban and low-end cities, there are concerns about the level of wages, the working conditions and career advancement in the fast-food industry. Cost efficiency and decent treatment of employees are aspects that need to be balanced to make ethical management (Cooke et al., 2019).
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Expand Healthier Menu Options
KFC needs to expand its healthier brands to address the rising health consciousness of Chinese customers. The increasing awareness regarding obesity and diet-related diseases implies that urban upper-middle-income consumers are becoming more aware of their food preferences. Bringing in grilled chicken, substituting with plants, offering lower-sodium options, and more transparent nutritional labelling would help KFC move to a better ethical stance and appeal to the health-aware groups (Lo et al., 2020). The transformations are to be used as supplements, but not substitutes for current fried chicken products, to avoid losing the current clientele. The balanced menu policy would enable KFC to be competitive and to also show social responsibility.
Strengthen Digital Ecosystem Integration
The digital environment in China is very advanced, and this is a great opportunity for KFC. The company ought to keep on investing in mobile ordering, artificial intelligence and data-driven marketing. Customer engagement and retention can be advanced by enhancing the functionality of the app, implementing a loyalty programme and reinforcing partnerships with digital features like mobile payment systems. Individual promotion and advertising, depending on the data of the consumer, can also enhance efficiency and sales. The digital innovation leadership will also be crucial since the competitors are quick to embrace the same technologies.
Deepen Localisation While Maintaining Global Identity
KFC in China has been successful because of its effective localisation strategy. The company must also keep on changing menu products to suit regional preferences and cultural celebrations in order to ensure that it remains relevant in the various provinces. It should, however, make sure that localisation does not water down the international brand name (Lo et al., 2020). Global signature products combined with local tastes would maintain originality and attract local tastes. Such standardisation versus adaptation will assist in maintaining long-term brand equity.
Improve Supply Chain Transparency and Sustainability
Historical food safety scandals describe the essence of strong supply chain management. KFC might need to create better awareness on the suppliers' monitoring, quality control and traceability systems to provide uniformity. Increased disclosure regarding sourcing and production operations will restore trust on the side of the consumers and will suit new regulatory standards of expectation (Zhang, 2024). Moreover, sustainable packaging and environmentally friendly sourcing will help in both the government agenda and consumer demands in China.
Tailor Expansion in Lower-Tier Cities
The other significant growth opportunity is expansion to Tier 2, 3 and 4 cities. But customer purchasing power and tastes differ in different regions. KFC ought to fit the pricing, store formats, and promotional strategy to the local conditions. The smaller forms of stores, value-centric menus and specific marketing strategies can enhance accessibility without compromising profitability. Thoughtful regional growth will provide sustainable growth.
Enhance Corporate Social Responsibility Initiatives
KFC needs to reinforce corporate social responsibility in China. The brand reputation and relationship with stakeholders would be enhanced through community engagement, environmental sustainability programmes/nutrition education campaigns. Linking CSR projects to the interests and requirements of the government will favour long-term credibility and the organisations leading the market (Zhang, 2024).
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Gibbs Reflective Cycle (1988) is a popular model of organisation-based reflection, useful when one is required to learn through experience and enhance his/her practise in the future. It allows one to reflect and think critically as it will lead someone through what occurred, the manner in which one felt, what was good or bad, what one was able to learn and what they would do in future (Adeani et al., 2020). This reflection is based on the cycle of researching and preparing the international marketing report comparing KFC in the United States and China, which is subject to Gibbs's.
Description
This assessment was done to critically examine the international marketing mix in two countries of KFC and examine how culture, economic and environmental differences affect the marketing strategy. To accomplish this task, I chose KFC as my initial choice due to the fact that it enjoys high presence in both the United States and China, as well as provides a highly suitable example of global adaptation. After that, I collected data on academic journals, textbooks, reports of companies, and reliable internet sources. The analysis was organised through such frameworks as PESTEL, STP and the extended marketing mix (7Ps) (Sadri and Aprianingsih, 2025). Similar to this case, I compared macro-environmental factors, consumer behaviour and marketing strategies in the two countries, focusing more on the localisation strategy of KFC in China. Having reviewed the analytical part of the assignment, I managed to come up with recommendations and analyse the ethical concerns before composing this reflective account.
Feelings
I was quite confident about the choice of a famous international brand at the start of the assignment, but rather unsure of how I would be able to compare two such distinct markets critically. China and the United States are very different in terms of culture, political systems and consumer behaviour and, therefore, initially, I could not help but write more about the differences instead of writing about them critically. As the study continued, I became more convinced of applying marketing models to arrange comparisons. The subject matter attracted me since KFC has portrayed an excellent example of how cultural knowledge can influence the marketing strategy in China. I was, however, also challenged in searching for good, reliable, and current data in China, and also in ensuring that my writing was analysis-based and not description-based.
Evaluation
Even so, the entire research process succeeded in enabling me to learn how global marketing tactics need to contrast within markets. The application of an IT tool like PESTEL and STP enabled me to bring all the data into a clearer structure and determine some of the main distinctions between the two nations (Kiviranta, 2024). A good element was that I was able to connect theory and real-world examples, especially in analysing the localisation strategy of KFC in China. This has assisted me in developing a better insight into how culture can affect the development of products, promotion and positioning.
However, the challenges were also present. Some areas were at first too descriptive, particularly when describing macro-environmental forces. These sections needed to be reviewed by me to contain more critical comparison and theoretical use. One more difficulty was time management because it took more time to find reliable and academic sources than anticipated. 
Analysis
This task has demonstrated the relevance of cross-cultural sensitivity and flexibility in global marketing. The analysis of the United States and China showed that a universal world strategy is not as effective as the local one in many cases. Other theories, like the Hofstede cultural dimensions and concept of glocalisation, enabled the understanding of why KFC's approach to strategy in China is very different to the one in the United States. Indicatively, collectivist-oriented Chinese culture has impacted the menu appearance and experience in terms of dining, whereas individualistic-oriented American culture has focused on the convenience and speed of joining a table. When considering the research process, it was also possible to reflect on how academic frameworks can be useful in terms of thinking critically by offering systematic approaches to the interpretation of complex market environments (Vazire and Nosek, 2023).
Conclusion
By undertaking this assignment, I was able to gain a better insight into the way in which the macro-environmental conditions and cultural diversities influence international marketing decisions. I enhanced my skills in the application of theoretical concepts in practical business situations and in comparing business strategies across markets. It was also important to me that critical analysis cannot be just described but also written. Although the research process was not easy at some point, it helped me improve my academics, writing, research and analytical skills.
Action Plan
Next time, I will start the research process faster in order to provide more time to read critically and analyse the source. In my analysis, I will be more concerned with the incorporation of theory into the analysis, instead of incorporating it into the analysis after writing sections. I will also keep on exercising comparative analysis to reinforce my capacity to compare market differences (Vazire and Nosek, 2023). Created models, like the Gibbs Reflective Cycle, have helped me see my strengths and weaknesses as well as improve further, and I will utilise this method of reflection in future academic and occupational assignments.
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In conclusion, this report has critically discussed the international marketing strategies of KFC in the United States and China by illustrating how marketing decisions in the international markets are influenced by the macro-environmental and cultural differences. The comparative PESTEL analysis revealed that the United States is a mature and highly competitive fast-food market, but China has considerable growth potential that is triggered by the fast urbanisation and digital innovation, attached with the collectivist cultural values. Such variations necessitate the need for KFC to integrate different strategic policies in every market.
The segmentation, targeting and positioning analysis showed that KFC operates a comparatively generalised, value-based strategy in the United States, but on the Chinese market, KFC operates using a more differentiated and localised strategy. Similarly, the analysis of the extended marketing mix has pointed to mass adaptation of products in China and digitalising and experience branding in China as compared to the more efficiency-based approach in the US. Altogether, the company of KFC in China demonstrates the necessity to balance the global brand consistency with local responsiveness. The company should ensure that cultural sensitivity, digital innovation and ethical supply chain are still a priority to be competitive. 
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