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[bookmark: _Toc227883281]Introduction 
International marketing refers to the marketing and sale of goods or services within and beyond national boundaries to fit into the culture, economy, political and legal contexts. It focuses on the global consistency and local responsiveness balanced (Kotler, 2014). The report focuses on the international marketing operations of KFC in the United Kingdom, which is a developed market and South Africa, which is an emerging economy. The report examines the external environment of KFC applying PESTEL method, its directional growth strategy and the comparison of its STP strategy and marketing mix 7Ps in the two markets. The report will further apply Hofstede’s Cultural Dimensions Theory, along with segmentation, targeting and positioning, the marketing mix, growth strategies, ethical analysis, and a reflective evaluation based on Gibbs Reflective Cycle.

[bookmark: _Toc227883282]Brand and Country Overview
Kentucky Fried Chicken (KFC) has been a leading global company in the fast-food industry that is based on chicken, with more than 34,000 outlets in about 150 locations globally as of 2024 (KFC, 2024). The brand has been in business since its founder, Colonel Harland Sanders, initially founded the company that continues to dominate with a secret recipe of eleven herbs and a firm franchise-based business model (Ayling, 2025). The first Kentucky Fried Chicken franchise opens near Salt Lake City, Utah in 1952. The mission of KFC is to deliver high-quality, great-tasting food while ensuring customer satisfaction and consistent service worldwide. Its vision is to become the most loved and fastest-growing chicken restaurant brand across global markets through innovation and strong customer engagement.
[image: The KFC Comeback kicks off with a Free Bucket on Us. Choose between a free eight-piece bucket of chicken or tenders with a $15+ online purchase on the KFC App.]
[bookmark: _Toc227863312][bookmark: _Toc227883294]Figure 1: Kentucky Fried Chicken; Source: (KFC, 2025)
[bookmark: _Toc227883283]Comparative Analysis of the Macroenvironment (PESTEL Analysis)
PESTEL analysis is the strategy that is employed to analyse, considering Political, Economic, Social, Technological, Environmental, and Legal forces that have impact on business environment (Citilci and Akbalik, 2019). 


Political Factor 
United Kingdom:
The United Kingdom has a political situation that defines the operational and marketing strategies of KFC because of the strict regulation of the food industry which is quite favourable for this industry. The government is also very active in the food industry because of measures such as the Sugar Tax and constant discussions of food data transparency (Burki, 2016) forces such companies as KFC to keep their supply chains very responsible. These laws enhance responsibility and community well-being. This is a favourable environment to KFC, in terms of stability and consumer trust, but unfavourable in terms of increased compliance costs and restrictions on operations.
South Africa:
In South Africa, the political context is characterised by a multi-party democracy in which the priority of the government is the socio-economic change and redressing of historical inequalities indicates a challenging atmosphere (Phakathi et al., 2025). Key drivers of policy, including Broad-Based Black Economic Empowerment (B-BBEE), are at the core, in which foreign organisations like KFC have to show their concern with local ownership, management diversity, and enterprise development (Musabayana, 2022). Although these policies have been favourable in enhancing local partnerships and brand legitimacy, political instability, energy crises, and social unrest are not favourable as they interrupt operations and augment business risk.
Economic Factor 
United Kingdom
The United Kingdom is a high-income, mature economy that has high consumer purchasing power, and is experiencing economic pressure at the moment. GDP growth of the UK is projected to be approximately 0.8%-1.2 in 2025-2026, which implies a slow economic growth with inflation, despite deceleration, being approximately 3.0% in early 2026 (Trading Economics, 2025). Simultaneously, interest rates are not too low (approximately, 5.0%), which raises the cost of borrowing money to businesses and consumers. In the case of KFC, these conditions pose a mixed economic environment. On the one hand, the high level of disposable income and the well-developed culture of fast-food is positive, which contributes to the stable demand and the high-quality products.
The increase in operational costs, especially energy, labour (because of the National Living Wage) and raw materials and increased price sensitivity in the cost-of-living crisis is unfavourable as they decrease profit margins and necessitate value-based pricing strategies.
[image: ]
[bookmark: _Toc227863313][bookmark: _Toc227883295]Figure 2: UK Inflation Rate (Trading Economics, 2025)
South Africa
South Africa on the other hand is an emerging market that has great growth potential but has very large structural challenges. It is projected that the GDP growth of the country is about 1.5%-2.0 which is a moderate growth but the country has a high unemployment rate (above 30) and inflation rates of about 5%-6 which is persistent (Kararach, 2024). Also, income inequality is among the highest in the world, which also has a direct impact on consumer spending patterns.
In the case of KFC this has a twofold economic effect. The rising urban middle-class and the rising demand of affordable fast-food is favourable, and offers good expansion opportunities with high level of sales, especially in urban and peri-urban locations. The South African economic environment is favourable as well as unfavourable with a high growth potential but necessitating strict cost containment and affordability-oriented approaches.
[bookmark: _Hlk227851609]Socio-cultural Factor
Consumer Behaviour
The United Kingdom has a low-context, individualistic culture with direct and personalised decision making that is reflected in its consumer behaviour (Croucher et al., 2012). The Hofstede comparison reveals a high Individualism score (76) which means that consumers like to consume independently; via solo ordering, delivery applications, and customised meals. 
South Africa on the other hand exhibits a highly collectivist culture with a low Individualism score of 23. This implies that food consumption is very social and family-centered and can be characterized by a sharing of food. This is very favourable to the bucket meals and group value meals offered by KFC (Zafar, 2023).
Cultural Forces and Hofstede’s Cultural Dimensions Theory
The Hofstede model allows to make a clear comparison of the cultural differences between the UK and South Africa in relation to six dimensions:
[image: ]
[bookmark: _Toc227863314][bookmark: _Toc227883296]Figure 3: Country Comparison of South Africa and United Kingdom (The Culture Factor Group, 2025)
1. Power Distance: UK has a score of 35, which means that it has low tolerance to hierarchy whereas South Africa has a score of 49 meaning that it is moderately tolerant to hierarchy. These augers well with the UK operations since employees and customers desire equality and transparency (Matisonn, 2025). In South Africa, moderate hierarchy is helpful to organised franchise business operations but can restrict flexibility.
2. Individualism: The UK has a score of 76 that indicates high individualism and this is good in the context of personalised marketing and digital ordering. South Africa has a low score (23) that depicts collectivism, which is positive in promoting groups, but not in promoting individuals with different marketing approaches.
3. Masculinity (Achievement Orientation): Both the UK (66) and South Africa (63) score relatively high on this, which means that they are competitive and achievement-oriented societies. This is good in both markets since it facilitates promotional campaigns in terms of status, value and achievement-based branding.
4. Uncertainty Avoidance: South Africa has a score of 49 and the UK has a score of 35 so that, South Africans would be a bit more cautious in the face of uncertainty. This is not good as far as quick product innovation in South Africa is concerned but good in the UK where people are more willing to experiment with new menus.
5. Long-Term Orientation: With a score of 60, the UK is more future oriented and that is positive when it comes to brand loyalty and sustainability strategies. The score of South Africa is 18 and it indicates short-term orientation, which is not favourable in long-term customer retention strategies but favourable in short-term promotions that are driven by value (Bruin, 2017).
6. Indulgence: The UK (69) and South Africa (63) are both highly indulgent, i.e. consumers enjoy leisure, treats and dining out. This is to the advantage of KFC in both markets since it has a direct effect on the consumption demand of fast-food.
Advantages of Hofstede Model:
The Hofstede model is beneficial here since it will enable KFC to strategically position its marketing strategies in the UK market that is highly individualistic and the South African market that is communal. It offers a distinct roadmap by which KFC should base their idea of why solo eating (functional) works in the UK but brand resonance (communal) requires sharing buckets in South Africa.
Disadvantages of Hofstede Model:
One of the drawbacks of applying this model as it is relevant to this situation is that the model might be oversimplify the complex social cues and mixed ethnicity populations present in South Africa by classifying one with a generalised cultural score. This may result in ignoring the localised subtlety in the consumer behaviour which is not covered by the overall dimensions of the theory.
[image: STRATEGY IN SESSION - KFC'S ADD HOPE]
[bookmark: _Toc227863315][bookmark: _Toc227883297]Figure 4: KFC “Add Hope” Campaign (KFC, 2024)
Technological Factor 
United Kingdom
The technological forces within the United Kingdom are oriented towards a frictionless commerce and personalization on the basis of data (Rayner, 2020). This creates a favourable technological environment for KFC as UK is a digital pioneer, and self-service kiosks, highly developed mobile applications, and complex third-party delivery systems are highly penetrative. The high level of digital infrastructure of the UK such as mobile applications, kiosks, and delivery of products is very beneficial in efficiency, customer personalization, and convenience. However, high investment costs in technology can be slightly unfavourable.
South Africa
In South Africa, technological emphasis is on digitalization inclusivity to narrow the gap in digital divide (Duh and Struwig, 2015). Although there has been a rise in using high-end kiosks and digital drive-thrus in various wealthy urban hubs, the chain also uses open-access technology to communicate with consumers such as WhatsApp-based ordering indicating a moderately favourable situation for KFC (Duh and Struwig, 2015). The increasing levels of digitalisation in South Africa, such as mobile and WhatsApp-based ordering, are moderately positive and enhance access. Nevertheless, the digital gap and the lack of infrastructure are not favourable, and it limits complete technological incorporation.
Environmental Factor
United Kingdom
Strict government objectives of Net Zero and powerful consumer demands to banish plastic packages influence the environmental factor in the United Kingdom (GOV.UK, 2025). The laws like the Plastic Packaging Tax compel the brand to develop materials that are more circular supply chain models and compostable create some operational pressure for KFC (GOV.UK, 2025). Net Zero targets and plastic taxes are not favourable as they raise the operational costs but are favourable because they boost sustainability reputation and long-term brand value.
South Africa
The South African context is more associated with environmental factors in relation to the supply chain resilience and management of the local resources is challenges (Darkoh, 2009). The consequences of heatwaves on poultry farming, and scarcity of water are among the biggest concerns due to their connection to climate Darkoh, 2009). The environmental issues such as water shortage and climate effects on poultry supply are unfavourable. Nevertheless, local sourcing practices are positive, as it promotes sustainability and lowers logistics expenses.
Legal Factor 
United Kingdom
The legal regulations of the United Kingdom are extremely restrictive on selling high-fat, salt, and sugar (HFSS) products (Hilton et al., 2023). New laws, including a 9 pm TV advertisement watershed and a complete prohibition of pay-for-play online advertising on less healthy foods that can be identified, are major difficulties in the promotion plan of the brand KFC (Hilton et al., 2023). The unfavourable laws on HFSS food advertising and labour restrict marketing freedom and raise the costs. Nevertheless, good legal protection is good since it guarantees healthy competition.
South Africa
The legal environment in South Africa is characterised by the transformation laws and labour laws which create compliance requirements for KFC. A business that is large enough is required to comply with the Employment Equity Act and B-BBEE codes that affect all aspects of the hiring process and procurement (Musabayana, 2022). Legal frameworks like B-BBEE and labour laws are not favourable because of the complexity of compliance. But, consumer protection laws improve transparency and trust and are therefore favourable towards long term brand positioning (Barnard and Scott, 2015).
[bookmark: _Toc227883284]Comparative Analysis of STP and International Marketing Mix (7Ps) of KFC in the UK and South Africa
[bookmark: _Toc227883285]Comparison of Brand’s STP strategies
This segment of the paper highlights the year-round comparative study of the Segmentation, Targeting, and Positioning (STP) strategies used by KFC in both the United Kingdom and South Africa. 
[image: ]
[bookmark: _Toc227863316][bookmark: _Toc227883298]Figure 5: STP Marketing Model (Symson, 2024)

Segmentation Analysis
United Kingdom
Demographically, the brand divides the population on the basis of age and income with a big concentration in the young adults between 18 and 34 years and family. Behaviorally, the customers are segmented based on an increase in income, and patterns of urbanism attract KFC to introduce superior product versions with value products (Uddin, 2020). The UK market is psychographically divided according to lifestyle and values (Weinstein, 2023). One of the main segments is that of time-starved city workers who value convenience and speed of service due to geographic segmentation. 
South Africa
Demographically, the brand segments according to the fast-growing black middle-class demographics and a significantly large population of the youth, especially Generation Y (Duh and Struwig, 2015). The segments are psychographically characterised (social aspiration and communal values). Behaviorally, the consumers of South Africa are divided into people who treat fast food as a reward or as a high-status communal activity (as opposed to the more individualistic UK market). At the geographic level, KFC divides into urban, peri-urban, and township nodes, and adjusts the store format to different economic levels (Myburgh and Kruger, 2024).
Targeting Strategy
United Kingdom
The United Kingdom has a targeting strategy that is concerned with the high frequency consumption among the main segments (Brailsford, 2003). KFC appeals to young professionals and students by spending heavily on digital platforms, mobile applications, loyalty programmes, and collaboration with third-party delivery companies, such as Deliveroo and Uber Eats (Torrese, 2021). 
South Africa
The targeting strategy in South Africa is also significantly inclusive and communal. The brand is aimed at the mass market, targeting an affordable luxury. Families become a prime focus, and marketing activities will focus on the idea of bonding using buckets that are termed as family buckets, which are the centre point to group gatherings (HART, 2021).
Positioning Strategy
United Kingdom
The theme of "Modern Convenience and Culinary Quality” is the core of positioning KFC in the United Kingdom (Shokri et al., 2014). The brand presents itself as a modern trendsetter that is open with regard to its sourcing of food and is devoted to digital progress. It can achieve this through emphasising the quality of its "Finger Lickin' Good" and the speed and frictionless service, which allows it to stand out among the premium burger chains and the cheap independent chicken stores. 
South Africa
The positioning in the South African market is quite different, as it is more predisposed to the "Aspirational Inclusivity and Communal Connection” (Duh and Struwig, 2015). It presents the brand as not only the provider of food, but also as a cultural icon, aware and appreciative of the South African lifestyle. It takes a high-end yet affordable place in the mind of the consumer, which is linked to celebration, reward, and social engagement (Sheidu, 2025). 
[image: ]
[bookmark: _Toc227863317][bookmark: _Toc227883299]Figure 6: Perceptual Map of KFC in African Market (Self-Made)
Similarities and differences of STP
Similarities:
There are similarities and distinct differences in the STP strategies of KFC in the United Kingdom and South Africa. KFC employs multi-segment marketing in both markets where it aims at the youth, families and urban consumers and positions itself as a globally recognised and fast-food brand on convenience and value (Shokri et al., 2014). In both countries, digital platforms and delivery services also play a significant role, which is linked to the emphasis on accessibility and convenience to customers.
Differences:
Segmentation in the UK is more individual and lifestyle-oriented and highly focused on convenience, health-consciousness, and digital consumption, which means that the positioning is focused on the idea of modern convenience and quality (Shokri et al., 2014). South Africa, in contrast, has a more collectivist and value based STP strategy, with a focus on affordability, community bonding and cultural inclusiveness, and positioning built around the theme of communal connection and aspirational accessibility.
[bookmark: _Toc227883286]Comparison of International Marketing Mix (7Ps) Strategies
The global marketing mix shows how KFC distinguishes its marketing efforts in both developed and emerging economies to respond to the variations in consumer behaviour, economic, and cultural backgrounds.
[image: The 7 Ps of Marketing Mix | SkillsYouNeed]
[bookmark: _Toc227863318][bookmark: _Toc227883300]Figure 7: 7 Ps of Marketing Mix (Symson, 2024)
Product Strategy 
UK Product Strategy: The KFC product strategy in the United Kingdom demonstrates a high level of adjustment to the ethically motivated and health-conscious consumption trends (Uddin, 2020). The brand has increased the depth (diversity in a category) and breadth (diversity of categories) of its menu through adding plant-based options to its traditional fried chicken products. The most notable one is the introduction of the Vegan Burger that uses a Quorn fillet, seasoned with the company spices that will add depth to the product within the burger category and expand the menu overall to incorporate non-meat products (KFC, 2024).
[image: KFC Vegan Menu: What Plant-Based Food Options Are Available?]
[bookmark: _Toc227863319][bookmark: _Toc227883301]Figure 8: KFC Vegan Menu (Foreman, 2023)
South Africa Product Strategy: In South Africa, KFC has a product strategy that is based on cultural relevancy and affordability where communal food habits are emphasized. Buckets, individual meals and value packs are the width of the menu, whereas the vast number of possible portion sizes (e.g., 9-piece to 21-piece buckets) and flavors is the depth of the menu. One of the strengths is localisation as some of their products like the Streetwise meals have incorporated Pap (traditional maize porridge) rather than fries as part of the local diet. Additional services such as the Dunked Crunch Burger (R35.90) and the Meal buddy packs (R57.90).

[image: ]
[bookmark: _Toc227863320][bookmark: _Toc227883302]Figure 9: KFC Buckets Menu in South Africa (South, 2025)
Price Strategy 
Pricing in the UK: Price is the amount a person, company, or government charges for a good or service (Czinkota, 2011). The menu information indicates that pricing strategy and positioning based on value in terms of currency of the two markets differ markedly. KFC has adopted a cost-based pricing model in the United Kingdom, in which a standard portion of a Burger, like the Buffalo Tower Burger Meal or Zinger Supercharger Tower Burger Meal, has a one-price model of 9.99 pounds (KFC, 2025).
[image: ]
[bookmark: _Toc227863321][bookmark: _Toc227883303]Figure 10: KFC Burger Menu in UK (KFC, 2025)
Pricing in the South Africa: Conversely, the South African menu reflects a competition-based pricing and demand-based pricing (value-based), in order to remain affordable and accessible to the mass market in a very price-sensitive emerging economy (ODIYO, 2025). Single product prices, such as the Colonel Burger and Zinger Burger, cost R51.90 (around 2.20 in the early days of 2026), as opposed to the 6.49 (around R150) in the UK market on the same standalone burgers (KFC, 2025). 
[image: ]
[bookmark: _Toc227863322][bookmark: _Toc227883304]Figure 11: KFC Burger Menu in South Africa (KFC, 2025)
Place Strategy 
Place Strategy in the UK: KFC in the United Kingdom has been based in high-density urban areas, retail centres, and is largely dependent on delivery applications like Just Eat, Deliveroo, and Uber Eats (Torrese, 2021). The place strategy includes digital ordering and omnichannel distribution, which responds to the needs of consumers toward convenience and the use of technologies to consume goods.
[image: KFC to acquire 218 restaurants UK and Ireland from EG Group]
[bookmark: _Toc227863323][bookmark: _Toc227883305]Figure 12: KFC Store in the UK (Umesh Ellichipuram, 2023)
Place Strategy in the South Africa: The KFC place strategy in South Africa focuses on high-level of accessibility or drive through to outlets, franchise shops and expansion of retail nodes (urban, peri-urban, and township locations). Drive through services is also needed specifically because of commutations and consumption via cars. 
[image: KFC, The Wedge, Rivonia, Johannesburg, South Africa - Eva-Last USA]
[bookmark: _Toc227863324][bookmark: _Toc227883306]Figure 13: KFC Store in South Africa (Peter V, 2024)
Promotion Strategy 
Promotion in the UK: Promotion is a highly regulated element of the marketing mix in many countries (Keegan, 2013). Promotional techniques applied in the United Kingdom usually resort to the use of humour, social commentary, and digital storytelling to capture the attention of the consumers (Ashley and Tuten, 2015). In the United Kingdom, KFC uses specific promotional tools such as social media advertising (Instagram, TikTok), influencer collaborations, and humorous TV/digital campaigns like the “FCK” apology campaign, combining humour and brand storytelling to engage younger audiences.
[image: KFC's “FCK” Apology Campaign: Turning a Crisis Into an Opportunity]
[bookmark: _Toc227863325][bookmark: _Toc227883307]Figure 14: KFC’s “FCK” Apology Campaign (Hassan, 2025)
Promotion in the South Africa: In South Africa, the idea of promotional communication focuses on inclusivity, group, and aspirational lives (Masito, 2025). In South Africa, KFC uses promotional tools such as television advertisements, celebrity endorsements (e.g., local influencers), and culturally driven storytelling campaigns like “Add Hope,” which emphasise community, sharing, and social impact.
People Strategy 
People Management in the UK: Within the United Kingdom, KFC has a workforce of about 36000 people in 1000 communities (KFC, 2025). The plan is based on the model of People and Culture that can empower the Team KFC by technology-driven training on digital kiosks and delivery business.
People Management in the South Africa: KFC operates with an approximate workforce of 40,000 employees in South Africa with emphasis on the efficiency of its services in high volume settings (KFC, 2025). Its Streetwise Academy awards accredited qualifications and leadership training to the local employees and Women on the Move programme promotes gender diversity.
Process Strategy 
Process Strategy in the UK: KFC in the United Kingdom has implemented very standardised and digitally integrated processes with self-service kiosks, mobile ordering, and automated kitchens to enhance speed and efficiency and customer complaint can be done via structured processes through KFC UK app and form in the websites, and in-store feedback systems with quick response features.
Process Strategy in South Africa: KFC in South Africa integrates both global systems of operations and localised forms of operation to handle large customer volumes and drive-throughs, and customer complaints are handled using both online and store personnel to cater to the diverse personal technology accessibility levels (ODIYO, 2025).
Physical Evidence 
Physical Evidence in the UK: The KFC stores have been modernised with store designs, screens, and global branding in the United Kingdom to support the contemporary and technology-led brand image.
[image: ]
[bookmark: _Toc227863326][bookmark: _Toc227883308]Figure 15: KFC UK Website (KFC, 2023)
Physical Evidence in the South Africa: Examples of the physical evidence in South Africa are standardised branding accompanied by locally modified store designs to fit large groups and large footfalls (Minnaar, 2025). 
[image: ]
[bookmark: _Toc227863327][bookmark: _Toc227883309]Figure 16: KFC Website in South Africa (KFC South Africa, 2025)
Similarities and differences of Marketing Mix
Similarities: KFC marketing mixes in both the UK and South Africa have some similarities and differences influenced by the market conditions. KFC has a high brand consistency in both countries achieved by its core products, standardised processes and global branding that provide a consistent customer experience (Minnaar, 2025). Also, the two markets apply localisation in products and advertisement methods to match the cultural richness and consumer attitude.
Differences: There are however major differences among the 7ps. The strategy in the UK is more premium and digitally inclined and pricing is higher, there are health-oriented products such as vegan products and more sophisticated digital operations such as mobile ordering and complaints through apps. South Africa, conversely, focuses on affordability, communal consumption and accessibility, which is manifested in price-sensitive pricing, bigger sharing meals and physical stores that are more prevalent. 
[bookmark: _Toc227883287]Directional Development Strategy in South Africa
Definition of Directional Development Strategy
A directional development strategy is defined as the strategic path an organisation is taking in order to realise growth usually classified into existing or new product as well as market (Minnaar, 2025). In the case of KFC, this is the middle ground between globalisation and localization that leads to the competitiveness of the firm within the quick-service restaurant (QSR) market.
Application of the Ansoff Matrix in the UK and South African Markets
Ansoff Matrix is used to assess the growth of KFC in mature and emerging economies. In South Africa, KFC uses a high-growth strategy by dominating the marketplaces where it has more than 1,050 outlets the largest presence of fast-food in the state. The UK, on the other hand, is a developed market having a presence of more than 1,000 restaurants with the strategy targeted at consolidation and technological innovation (Sheidu, 2025).
[image: Understanding the Four Quadrants of the Ansoff Matrix]
[bookmark: _Toc227863328][bookmark: _Toc227883310]Figure 17: Ansoff Matrix (The Strategy Institute, 2024)
Market Penetration Strategy
Continuous development of stores and franchising are also part of KFC's strategic development in South Africa. According to Minnaar (2025), the brand has surpassed 1,200 stores in recent years, becoming the largest fast-food enterprise in the country, and there are plans going on to expand the density of restaurants throughout the rest of the country. 

Product Development Strategy
The product development at KFC does with differentiation of menus to fit local tastes. This is observed in South Africa when family-sharing buckets take over and instil consumer loyalty and cultural orientation. The UK is marked by the lack of radical innovation and incremental updating of infrastructure, in order to still be within the list of relevant in a stable, yet overwhelmed market.
Strategic Evaluation
The performance shows that KFC is very successful, as it has approximately a quarter of the South African market, and is in competition with international companies, such as McDonald’s. Although South Africa has highly dynamic and expansionary growth based on franchising and localization, the UK strategy is effective in ensuring brand awareness remains high due to consolidation and breakthroughs in digital fronts. 
[bookmark: _Toc227883288]Ethical Evaluation
Ethics Regulation in the United Kingdom
The marketing mix of KFC also has ethical issues with regard to the United Kingdom that relate to the regulation of public health and responsible advertising. One primary ethical concern is connected with the marketing of fast food that contains a significant number of calories to younger audiences using digital media and information technology, and leads to the increase in obesity rates among children (Arnold, 2009).
Ethics Supervision in South Africa
In South Africa, the issues of ethical concerns are more closely linked to the socioeconomic inequality and vulnerability in consumers (Zafar, 2023). The pricing tactics that KFC uses that is based on offering value like cheap meal deal offers, questions the efforts by the company to promote excess consumption by the low-income population who might focus on the affordability of their food, rather than on nutrition. 
[bookmark: _Toc227883289]Unethical Practices for Both Countiries
United Kingdom: KFC in the United Kingdom has been accused of conducting unethical business practices in regard to digital marketing of high calorie fast foods to children and the young people in an aggressive manner. Unhealthy eating habits can be promoted using targeted social media promotions, gamified promotions, and influencer endorsements among vulnerable populations who might lack nutritional knowledge. 
South Africa: KFC has been challenged in South Africa with issues of exploiting the social economic vulnerability by heavily promoting low-cost, high-calorie meals offers. The value-based pricing and regular promotional deals can push the low-income consumers to consume more but without consideration of nutrition (ODIYO, 2025). 
[bookmark: _Toc227883290]Recommendation  
United Kingdom
· KFC should expand its healthy product range further (e.g., low-calorie meals, grilled options) to address increasing health consciousness and comply with HFSS regulations.
· To better its customer experience, loyalty, and tailored promotions, the company must work to increase AI-based personalisation in its mobile app and digital platforms.
· KFC should also invest in environmentally friendly packaging and carbon emission reduction programs in order to comply with stringent environmental standards and build its brand image among the environmentally conscious customers.
South Africa
· To ensure ethical issues regarding poor dietary practices among the low-income communities, KFC should incorporate more nutritionally balanced and affordable meals.
· The company should increase the digital access (e.g., WhatsApp ordering, mobile payment systems) to be able to reach the underserved and rural population.
· KFC must to intensify its local sourcing and community development programmes (e.g. helping local farmers and employment programmes) to increase brand trust and provide compliance with the socio-economic development objectives.


[bookmark: _Toc227883291]Conclusion 
The international marketing strategy used by KFC proves that although globalisation of the core products preserves the brand equity, it is the localization that determines success in various economic environments. According to the research, the KFC digital strategy that lacks friction and health-conscious product pivots prove to be extremely successful on the saturated UK market, the customers of which are more concerned with convenience and transparency. On the other hand, the communal branding, penetration pricing based on values and so-called aspirational branding has given the company a dominant market share of 40% in the emerging economy in South Africa.


[bookmark: _Toc227883292]Reflective Part 
This reflective report applies the Gibbs Reflective Cycle (1989) in order to reflect on my experience in conducting and preparing the international marketing report on KFC in UK and South Africa.
[image: ]
[bookmark: _Toc227863329][bookmark: _Toc227883311]Figure 18: Gibbs Reflective Cycle (Mccalam, 2026)
1. Description
All through this module, I was expected to critically compare the marketing strategies of a well-established brand in a developed economy and the marketing strategies of the same in an emerging economy. I have selected KFC as my area of focus, the way KFC tries to strike a balance between globalising and localising. I did a thorough PESTEL analysis, STP strategies scrutiny, and 7Ps marketing mix analysis of the UK and South African market. The specific questions that I researched were directional growth strategies based on the Matrix created by Ansoff and ethical issues considered in terms of Cultural Relativism and the Justice Approach. This has forced me to research as far as possible across both academic and industry literature on energy crisis in South Africa and regulations of HFSS (High Fat, Salt and Sugar) advertising in UK.
2. Emotions
In the first place, I had the feeling of systemic knowledge on the subject of the global brands but as I dug farther into the data on South Africa, I was confronted by the intricacy of the socio-economic change and past injustices. I was especially worried about the ethical issues that were identified during the course, including such as targeting the lower-income group in new markets. But, as I started putting the information into a synthesis situation, I became more assured in my ability to employ such cognitive and intellectual skills, particularly, as I located how KFC applies such technological solutions as WhatsApp ordering to close the digital divide.
3. Evaluation
The greatest benefit attained during this learning process was the possibility to connect the theory with the international marketing practise. The use of frameworks like PESTEL, STP, the 7Ps, Matrix of Ansoff, Culture Relativism and Justice Approach helped me to leave the descriptive comparison behind and be more critical in my interpretation. Indicatively, the use of Cultural Relativism enabled me to see why KFC has prioritised the importance of communal food consumption and community buckets in South Africa is not just but a pricing strategy but a positioning strategy guided by the culture of collectivism. This augmented my analytical belief in theory as a diagnostic tool as opposed to it being an academic mandate.
I also realised that I tended to place strong emphasis on economic and cultural variable and less emphasis on the operational implication of infrastructure constraints as was the case with South Africa energy crisis.
4. Analysis
This module has helped to a great extent in improving my personal knowledge and understanding of how global brands work at the leading edge of their field. My new knowledge is that International Marketing is not a one-fit-all technique. The comparison of the wellness culture in the UK and the aspirational branding in South Africa revealed the significance of the cultural differences and similarities as being critical. Moreover, the Ethical Marketing session was a milestone in my life. I have learned that transparency, trustworthiness, and responsibility are as critical as profitability and also, I understood that any earning this breach of a moral principle can be deemed unethical. Specifically, my discussion of the Justice Approach demonstrated to me that distributive justice is frequently put on trial where a brand reverses its welfare promises in one market with similar promises in another market.
5. Action Plan
The module has contributed greatly to my professional perspective by preparing me with the outwardly skills of employing in a postgraduate level job and with the capacity to deliver complex arguments in an authoritative manner. Going forward, I will strive to be independent when conducting marketing research that is based on ethical and viable models. To further enhance my study, I intend to constantly make use of the PESTEL analysis to determine any climate risks that may affect supply chain before proposing an entry to the market. 
5. Conclusion
I have inferred that global marketing needs an out of the box thinking in knowledge application and good judgement using incomplete information. I also noted that I had originally underestimated the role of such legal regulations as the 9pm watershed in the promotional strategies in the UK. Had I had to do it again, I would dedicate more time to researching the concept of a back-end infrastructure in the new markets earlier in the process since the energy crisis in South Africa was a significant source of the so-called external driver behind the technological adjustment in KFC.
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