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[bookmark: _Toc227530065][bookmark: _Toc227565947]1. INTRODUCTION
[bookmark: _Toc227530066][bookmark: _Toc227565948]In the growing globalization, multinational enterprises have to work in heterogeneous foreign markets in a culturally sensitive and strategic manner (Doole and Lowe, 2012). This report focuses on KFC (Kentucky Fried Chicken), a world-renowned QSR brand with more than 27,000 outlets in 150+ countries (KFC, 2023) and the ways in which a brand deeply rooted in American culture can be penetrated and localized in radically different consumer cultures. The comparison is between KFC marketing approaches in the United States (home market) and the United Kingdom (host market) countries which have linguistic and cultural similarities but different consumer behavior, regulation, economic situation and competitive forces (especially post-Brexit) (Dhingra et al., 2017). PESTEL (Johnson et al., 2017), Hofstede Cultural Dimensions (1980), STP (Kotler and Armstrong, 2021), 7Ps marketing mix (Booms and Bitner, 1981), the Growth Matrix of Ansoff (1957), and the virtue ethics of Murphy (1999) are used in the report, and finally It is analyzed through the prism of glocalization (Hollensen, 2020; Brontis, Thrassou and Lamprianou, 2009).
2. COMPANY BACKGROUND
Colonel Harland Sanders founded KFC in 1952 in Corbin, Kentucky, USA, and has made one of the most successful QSR franchises in history (Schlosser, 2001). Purchased by PepsiCo in 1986 and split off into Yum! In 1997, KFC, which is now under the parent company Brand Inc. manages global operations in conjunction with Pizza Hut and Taco Bell. Brands, 2024). KFC mission is focused on the best experience in the world of chicken restaurant (KFC, 2023), with its core values of hospitality, authentic and heritage summarized in the brand ambassador Colonel Sanders. KFC was founded in Preston, Lancashire in 1965 (KFC UK, 2023). Having 900+ restaurants and approximately 27,000 employees in the UK, the country is one of the most developed markets of KFC with a high level of competition and more health-conscious customers (Mintel, 2022; Fernie and Sparks, 2019).
[image: ]
Figure 1: Fried Chicken Brand UK Timeline (Source: Adapted from Reenen, 2017)
2.1 Mission Statement
The mission of KFC is to deliver the best restaurant experience in the world of chicken, and such a seemingly simple statement is in fact a metaphorical coded message at the strategic level that expresses three operationally non-negotiable imperatives (KFC, 2023; Yum!). Brands, 2024). First, product excellence: the Original Recipe of 11 herbs and spices, used by the Colonel is the most defended KFC asset, and it would never be localized in any market - a strategic choice that grounds the mission to culinary authenticity and prevents the brand dilution that other internationally franchised QSR chains face (Schlosser, 2001; Hollensen, 2020). Second, hospitality as a strategic differentiator: KFC explicitly positions the brand as not only a food service provider, but as a restaurant experience, which directly applies to the physical environment design, employee training with the help of the Colonel Academy, and service process standards that go beyond transactional efficiency (Pine and Gilmore, 2011; Booms and Bitner, 1981). Third, culturally scalable heritage: the Colonel Sanders brand figure is the only one among the QSR competitors that grounds the whole brand identity around one, globally identifiable founder who embodies the values of hard work, quality, and Southern hospitality and can be transferred to the USA, UK, and all other 150+ markets KFC is operating in (KFC, 2023; Kotler and Armstrong, 2 More importantly, the mission of KFC does not dictate standardization, but rather requires the best experience in any market, which implicitly requires the localization that can be observed in the network of the halal-certified KFC in the UK, the menus with calories displayed, the packaging with sustainability claims (KFC UK, 2023; Hollensen, 2020). It is on this basis that the mission offers the normative base of KFC glocalization strategy: quality standards globally with responsive local delivery mechanisms.
2.2 Vision Statement
The vision of KFC, realized with the help of Yum! The strategic framework of the brands is to create the world most loved, trusted, and fastest-growing restaurant brands (Yum!). Brands, 2024). In the case of KFC, this vision works on three dimensions which are interrelated. KFC has a vision of being the leading global QSR brand in the fried chicken segment not just in the number of restaurants, but also in the level of customer loyalty, maturity of digital engagement, and profitability of franchise operators (Yum!). Brands, 2024; Kotler and Armstrong, 2021). As the second-largest restaurant worldwide measured by the number of outlets, KFC already has 27,000+ restaurants in 150+ countries with system sales of about USD 31 billion, yet the vision requires that size to be accompanied by brand affinity and customer loyalty (KFC, 2023). KFC has a shifting vision which, ethically, includes responsible growth: with the Yum! Brands Recipe, KFC aims to use 100 per cent reusable, recyclable, or compostable packaging by 2025, net zero emissions by 2050, and quantifiable improvement of human rights throughout its global supply chain - goals that acknowledge that brand trust cannot be established over the long term without ethical operational behavior (Yum! Brands, 2024; Murphy, 1999). This ethical vision in the UK, in particular, is reflected in the gradual growth of halal-certified restaurants, the openness of sustainability communication, and the continuous re-evaluation of zero-hours employment practices, all of which reflects KFC vision of being a trusted member of the community, not a purely transactional commercial actor (KFC UK, 2023; Crane and Matten, 2016). Digitally, the vision of KFC is to become a technology-leading QSR: implementing AI in kitchen control, personalized loyalty using the 20M+ active users of the KFC app, and the smooth integration of the omnichannel delivery experience: the digital experience of the customer is as KFC as its Original Recipe. Brands, 2024; Chaffey and Ellis-Chadwick, 2022.
[bookmark: _Toc227530067][bookmark: _Toc227565949]3. The Macro Environment
[bookmark: _Toc227530068][bookmark: _Toc227565950]3.1 Definition
Macro environment refers to bigger societal factors that influence the organizational opportunities and threats, such as demographic, economic, natural, technological, political, and cultural forces (Kotler and Armstrong, 2021). According to Johnson et al. (2017), it can be described as external factors which are best depicted with the help of the PESTEL model: Political, Economic, Social, Technological, Environmental, and Legal dimensions (Armstrong et al., 2020; Doole and Lowe, 2012).
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Figure 2: PESTEL Framework Applied to KFC (Source: Adapted from Johnson et al., 2017)

[bookmark: _Toc227530069][bookmark: _Toc227565951]4. POLITICAL FORCES
[bookmark: _Toc227530070][bookmark: _Toc227565952]4.1 Political Forces United States (Home Country).
[bookmark: _Toc227530071][bookmark: _Toc227565953]The US federal corporate tax rate of 21 percent and variations on a state level have a direct impact on the ability of Inditex to reinvest, which means that the state-specific pricing models have to be implemented throughout the franchise system of KFC (IRS, 2024; Tax Foundation, 2024). Shifts in policy on minimum wages, trade tariffs, and healthcare needs are the disruptions of the stable democratic system in the USA that influence the labor costs (Nestle, 2019). The regulatory pressure of federal and state-level public health discussions on obesity and ultra-processed foods urges KFC to redesign products and improve menu disclosure (CDC, 2024). Full sovereignty allows the US to decide the import tariffs and food safety measures alone.
4.2 Political Forces- United Kingdom (Host Country)
[bookmark: _Toc227530072][bookmark: _Toc227565954]The recent UK corporation tax rise to 25 percent in 2023 magnified the tax payments of KFC in the UK, and 20 percent VAT on food services has a direct effect on the pricing of the menu (HMRC, 2024). The political turmoil and government transitions that have taken place after Brexit have posed regulatory risks to multinational operators (Dhingra et al., 2017; Spring ford, 2023). More importantly, HFSS (High Fat, Salt and Sugar) advertising prohibitions inhibit the ability of KFC to promote certain products in the broadcast and online media (HM Government, 2021). Post-Brexit sovereignty has regained regulatory autonomy at the cost of fricting the supply chain, raising the cost of imports, and decreasing the accessibility of EU labor into the hospitality sector (Dhingra et al., 2017).
5. ECONOMIC FORCES

5.1 Economic Forces-United States. 
[bookmark: _Toc227530073][bookmark: _Toc227565955]The fact that the USA is the largest economy in the world in terms of nominal GDP supports a huge consumer base that has a high purchasing power (World Bank, 2024). Inflation after the pandemic has dramatically raised the prices of food, energy, and labor, which has narrowed the profit margins of QSRs - KFC tackled it by making strategic price changes and value packages (IMF, 2024). The structural resilience of the US economy implies that QSR brands are usually positively affected by the consumer trade-down behavior in times of recession (Kotler and Keller, 2016). Yum! Brands reported that there was continued sales growth of the KFC global system with the US market playing a significant role (Yum!). Brands, 2024).
5.2 Economic Forces- United Kingdom.
[bookmark: _Toc227530074][bookmark: _Toc227565956]The slow GDP increase in the UK is due to post-Brexit accommodation and living cost factors, and consumers are more price-sensitive than in the USA (World Bank, 2024; ONS, 2024). In 20222023 acute UK inflation increased ingredient, energy, and wage costs at the 900+ UK restaurants of KFC, necessitating increased reliance on app-based targeted promotions and meal deals (ONS, 2024). KFC UK enjoys the resilience of the QSR sector in times of economic downturns despite low consumer confidence (Inditex, 2023; Bank of England, 2023).
6. SOCIAL FORCES
[bookmark: _Toc227530075][bookmark: _Toc227565957]6.1 Social Forces — United States
[bookmark: _Toc227530076][bookmark: _Toc227565958]The increase in health and wellness awareness is changing the consumer expectations of the US towards being conscious of calories and ethical production (CDC, 2024). Digital convenient consumerism leads to the need to drive-through, mobile order, and personalized loyalty experiences. The growing Hispanic and multicultural population makes taste preferences more diversified, creating the demand towards bolder flavour profiles (Nestle, 2019; Kim and Ko, 2012).
6.2 Social Forces- United Kingdom.
[bookmark: _Toc227530077][bookmark: _Toc227565959]The UK consumers are healthier than the US because of campaigns about healthy living and media criticizing fast food (HM Government, 2021; Joy et al., 2012). Diverse urban populations have also generated the need to provide faith-sensitive products like halal-certified menus (KFC UK, 2023). The fast development of food delivery services has shifted consumption towards home delivery takeout. Anti-fast fashion trends and the cost-of-living issues limit discretionary spending, whereas CMA regulations of greenwashing make the sustainability claims more subject to criticism (CMA, 2023; Mintel, 2022).
7. CULTURAL FACTORS
[bookmark: _Toc227530078][bookmark: _Toc227565960]7.1 United States (1st Country) Cultural Factors
[bookmark: _Toc227530079][bookmark: _Toc227565961]US has a low score in collectivism (35) and low power distance (40), indicating an individualistic society that does not tolerate hierarchical differences. The value of result-orientation (76) is high, which stresses achievement and success. Innovation is supported by moderate pragmatism (69). The lower uncertainty avoidance (46) means that there is ambiguity and risk-taking tolerance, whereas moderate assertiveness (60) encourages direct communication (Hofstede Insights, 2024; De Mooij, 2019).
7.2 United Kingdom (2nd Country) Cultural Factors
[bookmark: _Toc227530080][bookmark: _Toc227565962]The UK scores are also low in terms of collectivism (40) and power distance (35) to portray an individualistic, egalitarian culture. A slightly reduced result-orientation (60) is a balanced score between performance and relationship-building. Future-oriented thinking is proposed by similar pragmatism (68). The level of uncertainty avoidance (50) is oriented towards predictability and rules. Low power distance and high pragmatism are common to both cultures, with an inclination towards innovation and flexibility, but the US is more aggressive and result-oriented (Hofstede Insights, 2024; Soares, Farhang Mehr and Shoham, 2007).
8. Hofstede’s Cultural Dimensions Model
The model developed by Hofstede allows carrying out the cross-cultural comparison systematically in six dimensions (Hofstede, Hofstede and Minkov, 2010). In the case of KFC: USA (40) and UK (35) are both low in Power Distance and it needs brand communication that is readily available. Both are extremely individualistic (USA 91, UK 89) and personalized digital ordering is culturally congruent. Competitive promotional strategies are endorsed by moderate masculinity (USA 62, UK 66). Low uncertainty avoidance (46 vs UK 35) of the USA means that the UK consumers expect more explicit food labelling. The short-term orientation of the USA (26) correlates with impulsive QSR dining; the higher score of the UK (51) with sustainability interest. They are both high on indulgence (USA 68, UK 69) which underpins positioning based on pleasure (De Mooij and Hofstede, 2011).
[image: ]
Figure 3: Hofstede’s Cultural Dimensions — USA vs UK (Source: Hofstede Insights, 2024)

[bookmark: _Toc227530081][bookmark: _Toc227565963]9. Hofstede’s Model: Advantages and Disadvantages
[bookmark: _Toc227530082][bookmark: _Toc227565964]Benefits: It is a structured, quantitative, cross-cultural comparison allowing systematic strategy adjustment (Hollensen, 2020; Soares, Farhandmehr and Shoham, 2007). Proven and tested over a long history of global business studies. Facilitates the customization of promotional messages, product localization, and prices to the local culture (Magnusson et al., 2008).
Disadvantages: Data on original IBM of one company might not be current in terms of consumer diversity (McSweeney, 2002; Baskerville, 2003). Generalizes countries to being culturally homogeneous, without considering substantial subcultures - especially in a very multicultural USA and UK (Brewer and Venaik, 2012). The dynamic nature of digital consumerism trends may not be reflected in the static model.
10. Technological Forces
[bookmark: _Toc227530083][bookmark: _Toc227565965]10.1 Technological Forces — United States (Home Country) Favorable
[bookmark: _Toc227530084][bookmark: _Toc227565966]The USA is the leader in the field of retail and food technology: KFC USA has tried robot-assisted cooking and automated kiosks (QSR Magazine, 2023). The KFC app provides menu personalization using AI and serves 20M+ active users (Yum!). Brands, 2024). The key elements of promotional strategy focus on Tik Tok, Instagram, and YouTube. Off-premise expansion into DoorDash, Uber Eats, and Grubhub increases off-premise reach. Self-ordering kiosks allow saving on labor expenses and raising the average order value (Pantano and Priporas, 2016).
10.2 Technological Forces — United Kingdom (Host Country) Favorable
[bookmark: _Toc227530085][bookmark: _Toc227565967]Contactless payment, AI operations, and sustainable packaging technology are supported by UK investment. Demand forecasting, stock management, and personalized push notifications are some of the applications of AI that KFC UK applies to reduce food waste (KFC UK, 2023). Alliances with Deliveroo, Uber Eats, and Just Eat are key sources of revenue - the UK delivery sector has increased by 11.5% in 2023 (Statista, 2024). Sophisticated CRM systems monitor purchasing behavior to communicate on a personalized and location-based level (Chaffey and Ellis-Chadwick, 2022; Okonkwo, 2010).
11. Legal Forces
[bookmark: _Toc227530086][bookmark: _Toc227565968]11.1 Legal Forces — United States (Home Country) Favorable
[bookmark: _Toc227530087][bookmark: _Toc227565969]KFC USA is regulated by the Food Safety Modernization Act (FSMA) and OSHA. The federal minimum wage (7.25) is topped by greater state regulations - California will raise the minimum wage to $20 among fast food employees in 2024 (California Legislature, 2023). The trademarks of KFC are safeguarded by a strong US IP law (USPTO). The FTC Franchise Rule provides the transparency of disclosure. The compliance with FCPA regulates the activities on an international level (Transparency International, 2023).
11.2 Legal Forces — United Kingdom (Host Country) Favorable
[bookmark: _Toc227530088][bookmark: _Toc227565970]KFC UK is in accordance with the Food Safety Act 1990, FSA regulations, and Health and Safety at Work Act 1974. In April 2024, the National Living Wage increased to 11.44/hour, which increased wage expenses in 900+ restaurants (UK Government, 2024). The Trademarks Act 1994 provides protection of trademarks. The advertising restrictions of HFSS have limited the capacity of KFC to advertise some of its products to children (HM Government, 2021). Bribery Act 2010 has strict compliance requirements regarding anti-corruption (Mendis, 2020).
12. Environmental Forces
[bookmark: _Toc227530089][bookmark: _Toc227565971]12.1 Environmental Forces — United States (Home Country) Favorable
[bookmark: _Toc227530090][bookmark: _Toc227565972]The federal climate efforts such as the Inflation Reduction Act (2022) have greatly raised environmental awareness. KFC USA is aiming to achieve 100 percent chicken welfare sourcing by 2024 and to switch to recyclable and compostable packaging by 2025 (Yum!). Brands, 2024; Fletcher, 2014).
12.2 Environmental Forces — United Kingdom (Host Country) Favorable
[bookmark: _Toc227530091][bookmark: _Toc227565973]The legal obligation of the UK to achieve Net Zero by 2050 and the Environment Act 2021 put a significant regulatory and reputational strain on the brands of QSRs (HM Government, 2021). The consumers of the UK belong to the most eco-conscious Europeans: 67% of them report that sustainability affects food buying (Mintel, 2022). KFC UK serves coffee that is certified by the Rainforest Alliance, is aiming to use 100% reusable/recyclable/compostable packaging by 2025 and has to pay the UK plastic packaging tax (2022 £200/tonne) (KFC UK, 2023; Henninger et al., 2016).
13. Similarities and Differences Between the USA and UK
[bookmark: _Toc227530092][bookmark: _Toc227565974]13.1 Similarities
[bookmark: _Toc227530093][bookmark: _Toc227565975]Both markets provide attractive technological conditions, well-established legal systems (IP, food safety, anti-corruption), high individualism and low power distance (Hofstede Insights, 2024), and well-developed QSR markets with a strong reputation of KFC brands (McKinsey, 2023).
13.2 Differences
Table 1: Comparative PESTEL (Source: Johnson et al., 2017; Hofstede Insights, 2024)
	Dimension
	USA vs UK — Key Differences

	Political
	USA: 21% corporate tax; no HFSS restrictions. UK: 25% tax; strict HFSS ban; post-Brexit divergence.

	Economic
	USA: Largest economy; inflation easing. UK: Slower growth; higher inflation peak; cost-of-living crisis.

	Social
	USA: Multicultural bold flavors; health consciousness. UK: Stronger ethical consumerism; halal demand; anti-fast-food scrutiny.

	Environmental
	USA: State-led sustainability. UK: Net Zero 2050; Environment Act 2021; plastic packaging tax.

	Cultural
	USA: More individualistic (91), lower uncertainty avoidance (46). UK: Similarly individualistic (89), higher uncertainty avoidance (50).



[bookmark: _Toc227530094][bookmark: _Toc227565976]14. Market Segmentation, Advantages and the STP Approach
[bookmark: _Toc227530095][bookmark: _Toc227565977]14.1 Definition of Market Segmentation
[bookmark: _Toc227530096][bookmark: _Toc227565978]Market segmentation breaks down a homogenous market into homogeneous subgroups that have similar needs and behaviors that will likely react equally to a particular marketing mix (Kotler and Armstrong, 2021, p.204). In the case of KFC, segmentation will enable the company to target various consumer groups based on the USA and UK markets with promotional messages, products, and price points (Hollensen, 2020; Tynan, McKechnie and Chhuon, 2010).
14.2 Advantages of Market Segmentation for KFC
[bookmark: _Toc227530097][bookmark: _Toc227565979]Segmentation can allow: high-value segment with more efficient resources (Baines et al., 2019); more cultural relevance with a range of products like Ramadan meal deals (Mintel, 2022); competitive differentiation with Burger King and Popeyes (Porter, 1985); product localization as evidence-based (UK Vegan Burger) (KFC UK, 2023); and
14.3 The STP Approach to Market Strategy
The STP framework offers KFC a systematic channel between overall market analysis and specific implementation, implemented at both global brand and local market levels (Kotler and Keller, 2016; Hollensen, 2020; Wind and Douglas, 1972).
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Figure 4: The STP Process Model Applied to KFC (Source: Adapted from Kotler and Armstrong, 2021)

[bookmark: _Toc227530098][bookmark: _Toc227565980]15. International Consumer Market Segments
[bookmark: _Toc227530099][bookmark: _Toc227565981]15.1 Demographic Segmentation
[bookmark: _Toc227530100][bookmark: _Toc227565982]Demographic segmentation splits markets based on quantifiable variables that are associated with the frequency and sensitivity to price (Kotler and Armstrong, 2021; Dubois and Laurent, 1993).
15.1.1 Gender
Table 2: Gender Segmentation (Source: Mintel, 2022; KFC UK, 2023)
	USA (Home Country)
	United Kingdom (Host Country)

	Male-skewed core QSR consumers; high-frequency visits among 18–34 males. Growing female segment via app-based healthy meal promotion.
	More gender-balanced QSR consumption. Strong female segment driving demand for plant-based options and family meal deals (KFC UK, 2023).


[bookmark: _Toc227530101][bookmark: _Toc227565983]15.1.2 Age
Table 3: Age Segmentation (Source: US Census Bureau, 2023; ONS, 2023)
	USA (Home Country)
	United Kingdom (Host Country)

	Median age 38.9 (US Census, 2023). Large Gen Z population (65M); KFC targets 16–24 via TikTok/gaming.
	Median age 40.6 (ONS, 2023). Targets 16–35 via social media; 30–50 via family promotions.


[bookmark: _Toc227530102][bookmark: _Toc227565984]15.1.3 Income
Table 4: Income Segmentation (Source: US Census Bureau, 2023; ONS, 2024)
	USA (Home Country)
	United Kingdom (Host Country)

	Avg household income USD 74,580. KFC targets lower-middle income with value meals; $5 Fill Up sustains footfall.
	Avg household income GBP 32,000. Cost-of-living crisis intensifies demand for value bundles and app-exclusive offers (ONS, 2024).


[bookmark: _Toc227530103][bookmark: _Toc227565985]15.1.4 Education
Table 5: Education Segmentation (Source: US Census Bureau, 2023; HESA, 2023)
	USA (Home Country)
	United Kingdom (Host Country)

	46% hold college degree+ (US Census, 2023). Educated consumers more critical of nutrition and animal welfare.
	60% hold higher education (HESA, 2023). Actively seek calorie information, sustainability credentials from QSR brands.


[bookmark: _Toc227530104][bookmark: _Toc227565986]

15.1.5 Ethnicity
Table 6: Ethnicity Segmentation (Source: US Census Bureau, 2023; ONS, 2023; KFC UK, 2023)
	USA (Home Country)
	United Kingdom (Host Country)

	Highly diverse: 18.7% Hispanic, 13.6% Black, 6.1% Asian. Strong brand affinity among African-American consumers with Southern fried chicken heritage.
	14% non-White (ONS, 2023). Significant South Asian, Caribbean, African communities create strong halal demand. KFC UK operates 180+ halal-certified restaurants (~20% of estate).


[bookmark: _Toc227530105][bookmark: _Toc227565987]15.2 Geographic Segmentation
	USA (Home Country)
	United Kingdom (Host Country)

	South (highest penetration — cultural heartland); Midwest (working-class QSR demand); California (sustainability-driven menu adaptation). 4,000+ drive-through locations.
	London (flagship), Birmingham, Manchester, Leeds (multicultural/halal markets). High-street and retail park formats; growing drive-through in out-of-town parks.


Table 7: Geographic Segmentation (Source: KFC, 2023; KFC UK, 2023)
[bookmark: _Toc227530106][bookmark: _Toc227565988]15.3 Psychographic Segmentation
[bookmark: _Toc227530107][bookmark: _Toc227565989]15.3.1 Lifestyle — Activities, Interests, and Opinions (AIO)
Table 8: AIO Segmentation (Source: Mintel, 2022; Euromonitor, 2023)
	Dimension
	USA vs UK Consumer Profile

	Activities
	USA: Drive-through; gaming/sports viewing; mobile app ordering. UK: Home delivery primary mode; lunch break convenience; family weekend dining.

	Interests
	USA: NFL/NBA, gaming, Southern food heritage. UK: Football, takeaway culture, ethical food sourcing.

	Opinions
	USA: More permissive toward fast food indulgence. UK: Brands must demonstrate sustainability; skepticism of greenwashing (Mintel, 2022).


[bookmark: _Toc227530108][bookmark: _Toc227565990]15.3.2 VALS Segmentation Framework
[image: ]
Figure 5: VALS™ Framework Applied to KFC (Source: SBI, 2024)

[bookmark: _Toc227530109][bookmark: _Toc227565991]KFC core segments to consider via VALS: Strivers (core in both markets, as they are attracted by decent prices); Experiencers (young, novelty-seekers, targeted by limited-time offers such as Double Down and Vegan Burger); Makers (USA, as these customers value the authenticity of Southern heritage); Believers (UK, as these customers are a regular returning group limited by price); and Survivors (budget-constrained consumers relying on familiar, affordable brands) (Hawkins and Mothersbaugh, 2016; Truong, McColl and Kitchen, 2009).
15.3.3 Segmenting by Usage and Brand Commitment
[image: ]
Figure 6: Usage and Brand Commitment (Source: Adapted from Fill and Turnbull, 2016)

[bookmark: _Toc227530110][bookmark: _Toc227565992]KFC segments: Heavy Users (loyalty app 20M+ global users; Colonel Sanders stamp offers in the Colonel’s Club UK; transparency campaigns); Non-Users (reached through plant-based expansion and transparency campaigns); Brand Loyal Users (strengthened by Colonel Sanders legacy); Switchers (strengthened through competitive pricing and limited-time products); and Emergent Gen Z consumers (reached through Tik Tok Brands, 2024; KFC UK, 2023; Giovannini, Xu and Thomas, 2015).
16. Targeting
[bookmark: _Toc227530111][bookmark: _Toc227565993]16.1 Definition of Targeting
Market targeting evaluates segment attractiveness and selects segments for tailored marketing propositions (Kotler and Armstrong, 2021, p.215; Hollensen, 2020; Keller, 2013).
[bookmark: _Toc227530112][bookmark: _Toc227565994]16.2 Targeting Strategies
[bookmark: _Toc227530113][bookmark: _Toc227565995]16.2.1 Undifferentiated Marketing (Mass Marketing)
Treating the market as homogeneous — increasingly ineffective in competitive, multicultural markets. KFC does not apply this strategy (Baines et al., 2019).
[bookmark: _Toc227530114][bookmark: _Toc227565996]16.2.2 Differentiated Marketing (Segmented Marketing)
[bookmark: _Toc227530115][bookmark: _Toc227565997]KFC relies mostly on differentiated marketing - adults, families, and children will have different menus; Gen Z and families will have different digital campaigns; and certain segments of the UK will have halal-certified menus (Jobber and Ellis-Chadwick, 2019).
16.2.3 Concentrated Marketing (Niche Marketing)
[bookmark: _Toc227530116][bookmark: _Toc227565998]KFC uses focused marketing on sub-brand level - its special chain of halal restaurants, specifically designed to appeal to Muslim customers, which competitors have been slower to claim (KFC UK, 2023; Kapferer and Bastien, 2012).
16.3 KFC’s Targeting Strategy — Primarily Strategies 2 and 3
Table 9: Targeting Strategy (Source: KFC, 2023; KFC UK, 2023)
	USA — Targeting
	UK — Targeting

	Primary: Young adults 16–34, lower-to-middle income, sports/gaming enthusiasts (Strivers/Experiencers).
	Primary: Young adults and families 16–45, multicultural urban, value-seeking consumers.

	Secondary: Family segment (30–50); African-American consumers as historically aligned demographic.
	Secondary: Muslim consumers via halal restaurants; plant-based/health-conscious consumers via Vegan Burger.

	Differentiated + concentrated on Southern heritage and cultural segments.
	More concentrated halal sub-market + broader differentiated multicultural/family campaigns.


[bookmark: _Toc227530117][bookmark: _Toc227565999]17. Positioning
[bookmark: _Toc227530118][bookmark: _Toc227566000]17.1 Definition of Positioning
[bookmark: _Toc227530119][bookmark: _Toc227566001]Brand positioning establishes a differentiated, appreciated image as compared to the competitors (Kotler and Armstrong, 2021, p.218). In the case of KFC, positioning should convey the legacy and modernity to the different segments (Jobber and Ellis-Chadwick, 2019; Aaker, 1996).
17.2 Fundamental Positioning Themes
[bookmark: _Toc227530120][bookmark: _Toc227566002]17.2.1 Benefit Positioning
[bookmark: _Toc227530121][bookmark: _Toc227566003]KFC has positioned itself globally based on unique taste -Finger Lickin Good conveys taste satisfaction (Schlosser, 2001). In the USA: the Southern traditional heritage. In the UK: uniform taste at reasonable prices and increasing focus on responsible sourcing as a differentiator benefit (KFC UK, 2023; Ko et al., 2019).
17.2.2 User Positioning
[bookmark: _Toc227530122][bookmark: _Toc227566004]USA user persona: an average American- communal, industrious, sport and family-oriented. UK user type: the British practical, value-conscious consumer - not a food snob, and in search of real satisfaction. The FCK apology campaign of KFC UK (2018 chicken crisis) placed the brand in the role of an honest and relatable one (KFC UK, 2023; Baines et al., 2019).
17.2.3 Competitive Positioning
[bookmark: _Toc227530123][bookmark: _Toc227566005]KFC ranks higher than the low-end QSRs in terms of quality and uniqueness of flavour. In the USA: outdoes Popeyes and Chick-fil-A in brand recognition; distinguishes itself through Original Recipe heritage. In the UK: outperforms independent chicken shops (Morley’s, Dixy) in brand quality and food safety; distinguishes through Red Tractor certified sourcing (KFC UK, 2023; Hollensen, 2020).
18. Perceptual Map
[image: ]
Figure 7: Perceptual Map — KFC vs QSR Competitors (Source: Adapted from Kotler and Armstrong, 2021)
[bookmark: _Toc227530124][bookmark: _Toc227566006]KFC is in a middle-end quality of the market, between budget QSRs (Greggs, budget takeaways) and cheaper than higher-end QSRs (Five Guys, Nando’s). KFC is ranked higher than Burger King and Popeyes in the USA, with McDonalds as the major threat. Premium presence acts as upward pressure in the UK on the perception of quality with Red Tractor sourcing, which exerts pressure on the premium presence of Nando. KFC has a strategic gap between the mid-market segment and the premium QSR segment - this might be an opportunity to grow (Hollensen, 2020; Bain and Company, 2023).
19. STP Similarities and Differences — USA vs United Kingdom
[bookmark: _Toc227530125][bookmark: _Toc227566007]19.1 STP Similarities
[bookmark: _Toc227530126][bookmark: _Toc227566008]Both markets are aimed at young adults (1634) and families (3050); have a low price QSR positioning; use KFC App loyalty and social media promotion; use the Colonel Sanders image; and be ranked higher in quality than budget QSRs (KFC, 2023; Hollensen, 2020).
19.2 STP Differences
Table 14: STP Differences (Source: KFC, 2023; KFC UK, 2023; Mintel, 2022)
	Dimension
	USA
	UK

	Cultural Driver
	Southern heritage; indulgent comfort food; sports-lifestyle.
	Values-led consumerism; halal demand; ethical sourcing scrutiny (Mintel, 2022).

	Ethnic Targeting
	African-American cultural affinity; Hispanic consumer campaigns.
	Muslim/halal segment; South Asian and Caribbean food influences (ONS, 2023).

	Positioning
	Authentic Southern fried chicken; Original Recipe uniqueness; nostalgia.
	Responsible sourcing (Red Tractor); value-for-money; irreverent brand voice (KFC UK, 2023).



[bookmark: _Toc227530127][bookmark: _Toc227566009]20. International Marketing Mix (7Ps)
The most detailed framework to consider the international marketing of KFC with the service as the core element of the business is McCarthy (1960) 4Ps which are extended to 7ps by Booms and Bitner (1981) and can be applied to the USA and the UK market (Kotler and Armstrong, 2021; Zeithaml, Bitner and Gremler, 2018).
[image: ]
Figure 8: KFC’s 7Ps Marketing Mix (Source: Adapted from Booms and Bitner, 1981)

[bookmark: _Toc227530128][bookmark: _Toc227566010]21. International Product Mix Management
[bookmark: _Toc227530129][bookmark: _Toc227566011]21.1 Product Line Width — KFC Core Portfolio
Table 15: Product Line Width (Source: KFC, 2023; KFC UK, 2023)
	Category
	Core Products
	USA Emphasis
	UK Emphasis

	Core Chicken
	Original Recipe, Crispy, Grilled
	Bucket meals; Extra Crispy; Southern variety.
	Original Recipe & Crispy; UK Red Tractor certified sourcing.

	Burgers
	Zinger, Tower, Double Down
	Zinger Sandwich; Double Down limited-time.
	Zinger Stack, Fillet Tower; Vegan Burger for plant-based segment.

	Sides
	Coleslaw, Corn, Mashed Potato
	Mac & Cheese, Biscuits (US cultural staple).
	Beans, Coleslaw — adapted to UK meal preferences.

	Value Meals
	Combos, Family Buckets
	$5 Fill Up, Colonel’s Box Meals.
	Tower Meals, Bargain Bucket, £5 deals (ONS, 2024).

	Plant-Based
	Vegan/Vegetarian options
	Beyond Fried Chicken (limited pilot).
	KFC Vegan Burger (permanent UK menu) (KFC UK, 2023).


[bookmark: _Toc227530130][bookmark: _Toc227566012]21.2 Line Extension and Product Adaptation
[bookmark: _Toc227530131][bookmark: _Toc227566013]KFC uses a wide line extension: the Zinger line has grown in different varieties that fit in a wide range of price points. The case of The Vegan Burger (2020) in the UK is an important product development as a reaction to the relatively higher number of ethical consumers in the country (Mintel, 2022). The halal-approved selection in 180+ restaurants in KFC UK expands the reach of the market without modifying the core menu DNA (KFC UK, 2023; Keller, 2013).
22. Price
[bookmark: _Toc227530132][bookmark: _Toc227566014]22.1 Key Pricing Factors — USA vs UK
KFC uses the value-based pricing which is based on the perceived quality in comparison to the competitors (Kotler and Keller, 2016). The prices should take into consideration the variation in labour costs, prices of ingredients, VAT, and inflation dynamics (Hollensen,2020).
[image: ]
Figure 9: KFC Price Comparison (Source: Adapted from KFC, 2023)


Table 16: Pricing Factors (Source: KFC, 2023; ONS, 2024; IRS, 2024)

	Factor
	USA
	UK

	Labor Cost
	Federal $7.25; California $20 from 2024 (California Legislature, 2023).
	NLW £11.44/hour from April 2024; 900+ restaurants affected (UK Government, 2024).

	Tax
	No federal VAT; 21% corporate tax; state sales tax varies.
	20% VAT on hot food; 25% corporation tax from 2023 (HMRC, 2024).

	Inflation
	~8–12% menu increases 2022–23; value bundles retained.
	11.1% peak inflation (2022); £5 value bundles critical (ONS, 2024).

	Strategy
	$5 Fill Up; competitive parity with McDonald’s.
	App-exclusive deals; cost-of-living value positioning essential.


[bookmark: _Toc227530133][bookmark: _Toc227566015][image: ]23. Place (Distribution)
Photo: www.kfc.com
[bookmark: _Toc227530134][bookmark: _Toc227566016][image: ]
Photo: www.kfc.co.uk
23.1 Distribution Channel Comparison — USA vs UK
[image: ]
Figure 10: Distribution Strategy (Source: Adapted from KFC, 2023)


Table 17: Distribution Comparison (Source: KFC, 2023; KFC UK, 2023; Statista, 2024)
	Dimension
	USA
	UK

	Format
	Drive-through dominant: 4,000+ locations (KFC, 2023).
	High-street and retail park formats; drive-through growing (KFC UK, 2023).

	Delivery
	DoorDash, Uber Eats, Grubhub nationwide coverage.
	Deliveroo, Uber Eats, Just Eat; UK delivery grew 11.5% in 2023 (Statista, 2024).

	Count
	~4,000 US restaurants; 95% franchised.
	900+ UK/Ireland; 180+ halal-certified sub-network.

	Digital
	KFC App order-ahead; self-order kiosks in 90%+ locations.
	KFC App; click-and-collect; contactless; AR loyalty via app.

	Innovation
	Ghost kitchen pilots in urban markets.
	Ghost kitchens for delivery-only in high-demand areas.


[bookmark: _Toc227530135][bookmark: _Toc227566017]24. Promotion — Integrated Marketing Communications (IMC)
[bookmark: _Toc227530136][bookmark: _Toc227566018]24.1 IMC Tools Comparison — USA vs UK
[image: ]
Figure 11: IMC Model Applied to KFC (Source: Adapted from Fill and Turnbull, 2016)
Table 18: IMC Tools (Source: KFC, 2023; KFC UK, 2023; Chaffey and Ellis-Chadwick, 2022)
	IMC Tool
	USA
	UK

	Advertising
	NFL sponsorship, Super Bowl ads; ‘Finger Lickin’ Good’ revival (Yum! Brands, 2024).
	HFSS restrictions post-21:00; ‘FCK’ and ‘So Good’ campaigns; earned media focus (KFC UK, 2023).

	Social Media
	TikTok (gaming sponsorships); Instagram; YouTube brand films.
	TikTok/Instagram central; UK influencer partnerships; meme-style content; Twitter/X for crisis comms.

	Loyalty
	KFC Rewards app 20M+ users; gamified challenges; AI-driven recommendations.
	Colonel’s Club stamp rewards; app-exclusive deals during cost-of-living period.

	PR
	Colonel Sanders reinvention; HBCU scholarship programme.
	FCK crisis campaign (global PR case study); Red Tractor sourcing trust-building.

	Sales Promotion
	$5 Fill Up; kiosk-exclusive offers; birthday rewards.
	£5 Meal Deal; BOGOF promotions; Ramadan deals for halal locations (KFC UK, 2023).


[bookmark: _Toc227530137][bookmark: _Toc227566019]25. Process
Process implies a customer experience process starting with the discovery and continuing with after-sale support (Booms and Bitner, 1981; Zeithaml, Bitner and Gremler, 2018). Both markets have KFC App order-ahead, self-order kiosks, and integration of a delivery platform. The USA drive-through model has a multi-lane AI-based ordering, the UK prioritizes the delivery-platform platform, the preparation of halal food in separate halal restaurants, and FSA-hygiene compliance revealed. Both markets have digital feedback and loyalty stamp accumulation (KFC, 2023; KFC UK, 2023).
25.1 Customer Complaint Management — USA vs United Kingdom
[bookmark: _Toc227530138][bookmark: _Toc227566020]The quality of complaint management in the QSR industry directly influences repeat purchase rates, brand sentiment on review sites, and ESG reputation - especially in the case of mass-market operators, whose consumer base is more skewed towards lower-income and whose experience of service failures is more likely to be disproportionately impactful (Zeithaml, Bitner and Gremler, 2018; Euromonitor, 2023 The complaint resolution of KFC in the USA is provided in three main forms: the in-built feedback feature of the KFC App (issues with orders are automatically refunded or coupons sent to the user in case of a mistake), the KFC customer support telephone (1-800-225-5532), and the web-form submission of the brand.com. The consumer protection framework and state-based consumer rights laws established by the FTC regulate the criteria KFC has to address in resolving complaints, with no federal mandatory response time (FTC, 2024). The Consumer Rights Act 2015 in the UK gives a statutory right to damages in cases of low quality food or service, and the complaint process of KFC UK consists of a KFC UK app and web-based contact form, as well as the further complaint escalation to the Food Standards Agency regarding food safety concerns (UK Government, 2023). Interestingly, the reviews on UK Trustpilot and Google Maps are publicly available and have reputational value - the 2019 KFC UK chicken supply crisis showed how the amplification of complaints through social media can trigger a national brand crisis. Both markets are gradually moving to the first-line complaints through AI-powered chatbots, with human escalation in case of a complicated situation. Real-time complaint triage technology and store-level resolution authority enhance customer loyalty by lowering escalation rates and investing to improve customer appeal (Chaffey and Ellis-Chadwick, 2022; KFC UK, 2023).
26. People
[image: ]
Figure: Staffing Comparison (Source: Adapted from KFC, 2023)
[bookmark: _Toc227530139][bookmark: _Toc227566021]KFC has several franchises worldwide serving about 800,000 employees (Yum!). Brands, 2024), with ~150,000 in the USA and ~27,000 in the UK. They are both under the structured training of the Academy of Colonel in food preparation, health and safety and customer service excellence training. Specific training in the UK is mandatory training on food hygiene level 2 and halal food handling in certified areas. USA has state-level wage disparity (California $20 starting 2024) plus approximately 150% turnover rate in a year; UK has NLW of £11.44/hour, plus the issue of zero-hours contracts that compromise staff stability (ACAS, 2022; California Legislature, 2023). The HBCU scholarship programme (USA) and management recruitment diversity (UK) of KFC are indicative of interest in workforce inclusion (KFC, 2023; KFC UK, 2023).
27. Physical Evidence
KFC has a global brand palette of red and white, the Colonel Sanders image, and an open kitchen design (KFC, 2023; Pine and Gilmore, 2011). Recyclable/compostable packaging aims to be accomplished by 2025 (Yum!). Brands, 2024). Adaptations to UK specifics also feature the presence of FSA hygiene rating certificates (regulatory requirement), plastic packaging tax compliant (UK), restaurants with halal-certified equipment with color-coded food segregation, and UK GDPR-compliant app data management (KFC UK, 2023; UK Environment Act, 2021). Both markets have digital menu boards with calorie labels.[image: ]
Figure: KFC Physical Evidence — Global Standards vs UK Adaptations (Source: Adapted from KFC, 2023; KFC UK, 2023; Pine and Gilmore, 2011)
[bookmark: _Toc227530140][bookmark: _Toc227566022]28. 7Ps Marketing Mix — Overall Similarities and Differences
[bookmark: _Toc227530141][bookmark: _Toc227566023]28.1 Key Similarities Across the 7Ps
The core chicken (Original Recipe, Zinger, Family Bucket), value-based pricing, multi-channel distribution, use of Colonel Sanders brand identity, training of Colonel at the Academy and KFC App order-ahead, and red-and-white brand palette are standardized worldwide - as it is the glocalization principle by Hollensen (2020) (Levitt, 1983; Douglas and Wind, 1[image: ]
Figure 14: 7Ps Standardization vs Adaptation (Source: Adapted from Hollensen, 2020)

[bookmark: _Toc227530142][bookmark: _Toc227566024]28.2 Key Differences Across the 7Ps
Table 23: 7Ps Differences (Source: Hollensen, 2020; KFC, 2023; KFC UK, 2023)
	7P
	Change
	USA
	UK

	Product
	MODERATE
	Core + indulgent innovations; no permanent plant-based line.
	Vegan Burger permanent; halal range in 180+ restaurants; UK cultural sides.

	Price
	SIGNIFICANT
	$5 Fill Up; state sales tax variation; lower labor cost base.
	Higher VAT/NLW; £5 deals; app-exclusive discounts critical (ONS, 2024).

	Place
	MODERATE
	Drive-through dominant (4,000+); DoorDash/Grubhub.
	High-street/retail park; Deliveroo/Just Eat; halal sub-network 180+ locations.

	Promotion
	HIGH
	NFL/Super Bowl; no HFSS restrictions; HBCU PR; gaming/esports.
	HFSS restrictions; FCK/So Good campaigns; Ramadan deals (HM Government, 2021).

	People
	MODERATE
	HBCU scholarship; California $20 wage; 150% turnover.
	NLW £11.44; zero-hours controversy; halal-trained staff (ACAS, 2022).

	Process
	MINOR
	Drive-through AI ordering; kiosk-heavy.
	Delivery-platform heavier; halal segregation; FSA hygiene visible.

	Physical
	MINOR
	No mandatory calorie display in all states.
	FSA hygiene rating displayed; UK plastic packaging tax compliance.


[bookmark: _Toc227530143][bookmark: _Toc227566025]29. Directional Development — Ansoff Matrix
[image: ]
Figure 12: Ansoff Matrix — KFC (Source: Adapted from Ansoff, 1957)
Table 24: Ansoff Matrix Application (Source: Ansoff, 1957; KFC, 2023; KFC UK, 2023)
	Strategy
	Definition
	KFC Application

	Market Penetration
	Increase share in existing markets (Ansoff, 1957).
	KFC App loyalty deepening; value meal promotions during UK cost-of-living crisis; drive-through expansion; delivery platform optimization (KFC, 2023).

	Product Development
	New products for existing markets.
	Vegan Burger (UK permanent); Beyond Fried Chicken (USA pilot); Double Down variants; Premium Go Bucket testing (KFC UK, 2023).

	Market Development
	Existing products in new markets.
	UK halal-certified network expansion to underserved cities (Birmingham, Bradford, Leicester); ghost kitchen formats; Scottish/Welsh regional expansion.

	Diversification
	New products in new markets (highest risk).
	KFC retail sauces/seasonings (grocery); gaming/esports branded experiences; premium urban dining pilot London (Yum! Brands, 2024).


[bookmark: _Toc227530144][bookmark: _Toc227566026]30. Ethical and Unethical Marketing Issues
[bookmark: _Toc227530145][bookmark: _Toc227566027]Marketing ethics uses morals to guide marketing choices (Murphy, 1999). The virtue ethics presented by Murphy integrity, fairness, transparency, trust, respect, empathy is the tool of analysis of KFC marketing behavior (Crane and Matten, 2016; Freestone and McGoldrick, 2008).
30.1 Ethical Marketing Practices
Ethical Practice 1: Halal-Certified Restaurant Network. The 180+ halal-certified KFC restaurants in the UK cater to the needs of Muslim customers with specific food preparation standards and transparent certification, which reflects respect and empathy by Murphy and offers an opportunity to penetrate the market better (KFC UK, 2023; Baines et al., 2019; Mintel, 2022).
[bookmark: _Toc227530146][bookmark: _Toc227566028]Ethical Practice 2: Sustainable Packaging and Net Zero. The fact that KFC pledged to use 100% reusable/recyclable/compostable packaging by 2025, 100% Rainforest Alliance coffee (UK), and published its commitments on chicken welfare makes available independently verifiable environmental evidence, operationalizing the integrity and transparency of Murphy (KFC UK, 2023; Yum!). Brands, 2024).
30.2 Unethical Marketing Practices
Unethical Practice 1: HFSS Marketing to Children. Although there are restrictions on advertising in the UK HFSS, KFC reaches younger audiences via its digital platforms using influencer content and gaming integrations, and algorithmically-served YouTube pre-roll, which are against the principles of transparency and fairness in Murphy in that they target consumers with no cognitive ability to engage in critical commercial thinking (HM Government, 2021; Nestle, 2019; Dimbleby,
Unethical Practice 2: Zero-Hours Employment. The high concentration of zero-hours contracts in KFC UK, which would result in systematic wage insecurity, places young and low-income workers in a disproportionate disadvantage- breaking the fairness condition of Murphy. This in-house therapy is contrary to the values communications of the external community and has increasing reputational risks in the context of ESG scrutiny (ACAS, 2022; Deloitte, 2023).[image: ]
Figure 15: Murphy’s Virtue Ethics Applied to KFC (Source: Adapted from Murphy, 1999)

[bookmark: _Toc227530147][bookmark: _Toc227566029]31. Strategic Recommendations for KFC
[bookmark: _Toc227530148][bookmark: _Toc227566030]31.1 Recommendation 1: Accelerate Halal-Certified Network Expansion in UK (Addressing Ethical Inclusivity and Market Development)
31.1.1 USA (Home Country)
In the USA, the structural analogue of halal certification is the establishment of faith-sensitive, ethnically inclusive menu infrastructure that would fully serve KFC large consumer groups of Muslim-Americans and South Asian-Americans, which are concentrated in metropolitan markets, such as the New York tri-state area, Chicago, Houston, and Detroit. To check the 300-500 locations with Muslim population density over 15 in ZIP codes, KFC USA needs to order an independent audit of the 4,000+ restaurants it has in the US, and to pilot halal-certified kitchen practices in these target markets (US Census, 2023; Mintel, 2022). The US pilot operational learning (certification of suppliers, employee training, equipment segregation guidelines, and communication with consumers) would provide the institutional knowledge base and changes in the franchise operations manual required to speed up the UK programme at reduced marginal cost. Yum! Brands must also create a Global Inclusive Menu Standards Committee who must institutionalize the faith-sensitive catering guidelines throughout KFC network so that it becomes a strategic capability, not a market-specific tactical modification (Yum!). Brands, 2024; Hollensen, 2020). This practice realizes the respect virtue as described by Murphy (1999) throughout the organization worldwide, making KFC expansion into halal a moral brand promise, as opposed to a business exploitation tactic of expanding into the markets.
31.1.2 United Kingdom (Host Country)
[bookmark: _Toc227530149][bookmark: _Toc227566031]KFC is advised to increase the number of halal-certified restaurants, especially in the UK, where there are currently 180+ locations, and by 2026, should have at least 300 halal-certified restaurants, with a priority to be made in the local authority areas where the Muslim population has risen beyond 20 percent (ONS, 2023). There are four parallel initiatives that the expansion should be based on. To address the lack of consumer trust towards KFC, which has been identified in the Mintel (2022) Muslim consumer research, first, the existing static certification model should be replaced by a digitally transparent halal assurance programme, which would publish live third-party audit results on the KFC app and the KFC UK site. Second, KFC UK ought to add a special Halal Restaurant Finder option to the KFC application, which uses geographic information to reveal the closest certified restaurant in real-time. Third, to close the gap between the current practice and a systematic expansion, a specific Ramadan Deals campaign, based on the current usage but with Eid al-Fitr and Eid al-Adha meal promotions included, needs to utilize the push notification feature of the KFC app to target registered users with Muslim identity. Fourth, a UK Halal Advisory Board should be formed which consists of representatives of the Muslim community, food scientists and certification body officials and which should meet quarterly to discuss standards and offer reputational governance. It is conservatively estimated that this programme will bring in incremental revenue of up to 50-75M annually which falls within the market development quadrant of Ansoff (1957) and operationalizes the virtues of respect and transparency suggested by Murphy (1999) (Mintel, 2022; KFC UK, 2023; Hollensen, 2020).
31.2 Recommendation 2: Develop a Binding Digital Marketing Code of Practice for Under-18s (Addressing HFSS Ethical Risk)
31.2.1 USA (Home Country)
The USA does not yet have the legal restrictions of HFSS advertising that have been in force in the UK, yet it is increasingly subjected to increased regulatory pressure by the FTC, advocacy organizations like the Center for Science in the Public Interest, and bipartisan Congressional nutrition labelling efforts (Nestle, 2019; CDC, 2024). Instead of waiting till the legislation is enacted, KFC USA ought to take the initiative of formulating an involuntary Digital Responsibility Framework that would place the brand at the forefront regarding ethical marketing to the youth. It should incorporate: a set of age gates of 13+ in all KFC promotional content on social media that are enforced by algorithms; a written code barring the use of influencer partnerships in which over 20 percent of the documented audience is under 16; a ban on in-game advertising on platforms such as Roblox and Fortnite where under-18 audiences make up the majority; and the release of an annual Youth This proactive US position is strategically two-fold: it protects KFC against the expected tightening of US legislation, and it also offers a regulatory compliance framework that can be directly scaled to meet the UK current HFSS demands - minimizing compliance costs in the UK and proving that responsible marketing can be a Yum! The commitment of the brands is a group, not a country-specific response of the regulation (Murphy, 1999; HM Government, 2021).
31.2.2 United Kingdom (Host Country)
[bookmark: _Toc227530150][bookmark: _Toc227566032]The HFSS advertising ban on broadcast and online media by the government (HM Government, 2021) is an operationally specific and urgent compliance issue that KFC needs to address in the UK because the restrictions on HFSS advertising extend to influencer marketing and algorithmic suggestions. Nevertheless, the existing digital marketing approach of KFC UK targets large under-18 groups with TikTok campaigns, gaming integrations, and YouTube pre-roll, which is not only immoral as per the integrity virtue of Murphy (1999) but also exposes regulatory liability (Dimbleby, 2021). It is recommended to voluntarily design and publish a binding code of practice in the UK concerning digital marketing of HFSS products: age-gate all advertising content in social media above 18+; make it a contractual prohibition on influencer partnerships with over 25% of the documented audience of the platform being under 18 (subject to age-gate mechanisms provided by that platform); banning KFC advertisements on gaming platforms without verified 1 This code must be enrolled in the self-regulatory system of the ASA and mentioned in the annual report on ESG of KFC UK. In addition to regulatory risk reduction, this puts KFC ahead of projected future HFSS digital advertising restriction, which the Dimbleby (2021) National Food Strategy specifically suggests expanding to online media, establishing an initial compliance credibility, which competitors will then need to replicate (Nestle, 2019; Murphy, 1999).
31.3 Recommendation 3: Introduce Guaranteed-Hours Contracts for UK Core Workforce (Addressing Zero-Hours Ethical Challenge)
31.3.1 USA (Home Country)
The KFC staff turnover of approximately 150% every year is an operational expense and an ethical issue in the USA that reflects the UK zero-hours issue (ACAS, 2022). The structural cause is that this reliance on variable-hours employment by the US QSR industry disproportionately affects low-income workers and communities of color, who have the strongest cultural connection to the KFC brand (Schlosser, 2001). KFC USA will pilot a Stable Hours Guarantee programme which guarantees 20-hours/week minimum to employees who successfully complete a 90-day probation phase, with additions of earned sick pay, financial wellbeing workshops and access to mental health EAP (Yum!). Brands, 2024). A rigorous impact assessment should be provided to the pilot: the change of the turnover rate, the satisfaction of customers, the consistency of food quality, and the profitability of franchises should be measured, which will create the evidence base needed to build the business case to be adopted network-wide. The QSR workforce research by Deloitte (2023) shows that the stable-hours restaurants are more likely to be accurate with order and customer satisfaction compared to the variable-hours equivalents by 12-18 which is a strong commercial argument. This pilot would produce the Yum! in case successful. The policy architecture of the UK implementation of the brands showing that the employment ethics stance of the company is not country-specific to the UK, but a global response to the ACAS (2022) guidance (Murphy, 1999; Crane and Matten, 2016).
31.3.2 United Kingdom (Host Country)
[bookmark: _Toc227530151][bookmark: _Toc227566033]KFC in the UK has a remarkable dependence on zero-hours contracts among its 900 or more restaurants to form its estate, making the systematic wage insecurity a disproportionate impact on the young, low-income, and ethnic minority workers who make up the majority of the KFC UK workforce -who are also the group that makes up the core consumer base of KFC UK (ACAS, 2022; Delo This structural hypocrisy, taking advantage of the labor of the same communities that KFC positions itself as serving, flouts the virtue of fairness Murphy (1999) and has increasing ESG reputational risk as institutional investors impose workforce governance screens (Deloitte, 2023). A three-year zero-hours zero-phasing programmed should be introduced at KFC UK: by 2026 all UK employees with tenure of 3+ months must be offered guaranteed minimum 16-hours/week contracts with a right-to-request extension to 24+ hours, with an interest-free emergency salary advance facility (via the KFC app) and a special Employee Wellbeing Hub with mental health, debt This programme is to be agreed upon with the consultation of Unite the Union and ACAS whose results are to be published in the annual KFC UK People Report. The business rationale is clear: The analysis of QSR chains that have implemented guaranteed-hours-based model provided by Deloitte (2023) demonstrates a steady decline in annual turnover (15-20 percent) which directly lowers the estimated cost of KFC UK of around 24M annually on recruitment and training. By operationalizing the fairness virtue at scale by Murphy (1999), KFC UK would concurrently generate a structural competitive advantage, a meaningful ESG narrative, and a more competent, stable, and motivated workforce more equipped to create the best chicken restaurant experience in the world (KFC, 2023; Crane and Matten, 2016; Euromonitor, 2023).
32. Conclusion
[bookmark: _Toc227530152][bookmark: _Toc227566034]This report has presented an in-depth international marketing environment of KFC in the USA and UK using the PESTEL and Hofstede, STP, 7Ps, Ansoff and Murphy ethics frameworks. The main conclusion is that KFC is an example of the principle of glocalization described by Hollensen (2020) to have a globally consistent brand image (Colonel Sanders heritage, Original Recipe, value-for-money positioning) and make significant local adjustments to the specific regulatory, cultural, and competitive conditions in the UK.
PESTEL showed similar technological and legal conditions and substantial HFSS limitations, post-Brexit trade tensions, NLW pressures, and sustainability requirements needing UK-specific modifications. Hofstede affirmed that the two are high in individualism and low in power distance, though the uncertainty avoidance (50 vs 46) and long-term orientation (51 vs 26) of the UK are higher, which led to the greater desire of transparency and sustainable sourcing (De Mooij and Hofstede, 2011; Vrontis, Thrassou and Lamprianou,
The STP analysis revealed distinct targeting based on Strivers and Experiencers, UK-specific halal inclusivity, and value responsiveness of cost of living. The 7Ps demonstrated conventional core identity and significant Promotion adaptation (HFSS compliance), product formulations (Vegan Burger, halal range) and pricing concepts (UK value focus). Directional development gives more emphasis on delivery channel penetration and halal market development. The ethics assessment revealed commendable halal addition and eco-friendly packaging but worrisome HFSS online marketing and zero-hours behavior - and recommendations to act upon had been provided (Ko et al., 2019; Murphy, 1999).
The competitive edge of KFC in the UK will be less and less about the quality and value of its chicken - but rather about the quality and values of the organization behind the chicken (Fernie and Sparks, 2019; Douglas and Wind, 1987).
Personal Reflection — Gibbs’ Reflective Cycle (1988)
The reflection uses the six-stage cycle of Gibbs (1988) Description, Feelings, Evaluation, Analysis, Conclusion and Action Plan, to assess the learning of this international marketing analysis (Moon, 2004; Kolb, 1984).
[image: ]
Figure 16: Gibbs’ Reflective Cycle (Source: Adapted from Gibbs, 1988)

[bookmark: _Toc227530153][bookmark: _Toc227566035]Stage 1 — Description: What Happened?
[bookmark: _Toc227530154][bookmark: _Toc227566036]I have conducted a thorough analysis of KFC in the USA and UK using PESTEL, Hofstede, STP, 7Ps, Ansoff and Murphy ethics, synthesizing 60+ academic and industry resources such as peer-reviewed journals, company reports (Yum!). Brands, KFC), government reports, and market research reports (Mintel, Euromonitor).
Stage 2 — Feelings: What Were You Thinking and Feeling?
[bookmark: _Toc227530155][bookmark: _Toc227566037]At first, I felt under the pressure of the analytical breadth I needed, but I grew progressively more confident, as consistent patterns began to emerge, especially the standardization-adaptation tension at the heart of international marketing (Hollensen, 2020). KFC familiarity with consumers made it not only engaging but also analytically challenging.
Stage 3 — Evaluation: What Was Good and Bad?
[bookmark: _Toc227530156][bookmark: _Toc227566038]The most fruitful was the analysis UK-specific: HFSS regulations, halal demand, cost-of-living pricing, and sustainability consumerism developed a singularly difficult setting that showed boundaries of global standardization. Hofstede was useful but hard to apply to concrete tactics without additional qualitative studies (McSweeney, 2002).
Stage 4 — Analysis: What Sense Can You Make of This?
[bookmark: _Toc227530157][bookmark: _Toc227566039]The greatest lesson: in the case of mass-market products such as KFC, the issue of ethics is far more decisive due to the fact that consumer base is disproportionately low-income and more susceptible. The virtue ethics of Murphy gave a more detailed perspective rather than the mere regulatory compliance approach to assess marketing behavior (Berthon et al., 2009).
Stage 5 — Conclusion: What Else Could You Have Done?
[bookmark: _Toc227530158][bookmark: _Toc227566040]The segmentation analysis would have been enhanced by primary research, namely consumer surveys of the regular KFC customers in the two markets. Operators of KFC UK franchisees would have offered insights into operations on an operational level that would not have been available in corporate reports.
Stage 6 — Action Plan: What Would You Do Differently?
Future analysis will include primary consumer research as an initial part, create comparative social media analytics tracking, and establish greater competency with QSR financial analysis. The report has greatly enhanced my comprehension of how global brands need to strike a competing balance between commercial efficiency, cultural relevancy, regulatory compliance, and ethical responsibility (Schon, 1983; Kolb, 1984).
The lesson that I learned most out of this assignment is a lesson on time management. An international marketing comparison with six theoretical frameworks in two national markets - in any case where the markets are using a common language - is a qualitative task which is more challenging than it may first seem and cannot be handled as a single undifferentiated writing activity. Next time, I will design the research and writing process with a phase-based personal Gantt schedule in place, assigning specific dedicated blocks to: USA-specific data collection and framework application (Weeks 123); UK-specific data collection and framework application (Weeks 23), so the home market analysis is not an afterthought, once the framework-specific data has been gathered; integrated comparative analytical drafting (Weeks 3 In this assignment, I did not give sufficient time to the ethics analysis and recommendations parts - writing recommendations that, although evidence-based, could have used a more in-depth look on the virtue ethics framework of Murphy at the per-country level as opposed to ex post. In the future, I will implement the 80/20 rule of time allocation in sections: ethics, recommendations, and 7Ps section will be the ones, which bear the most analytical weight and must be allocated 50-60% of the overall time the research and writing effort, the PESTEL and Hofstede contextual section will be the structured, time-limited scaffold. Primary corporate work- Yum! Brands Annual Reports, transparency report of KFC UK, FSA databases - should be done in Week 1 and not at the final stages because these are hard to compress as they involve a lot of cross-referencing. These promises are consistent with the ultimate principle of Gibbs (1988): reflection can create value only in terms of the quality of the following behavioral change in practice (Moon, 2004; Kolb, 1984; Schon, 1983).
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Figure 8: KFC's 7Ps International Marketing Mix — USA & UK
(Source: Adapted from Booms and Bitner, 1981; Kotler and Armstrong, 2021; KFC, 2023)
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Figure 9: KFC Menu Price Comparison — USA (USD) vs UK (GBP USD Equivalent) 2024
(Source: Adapted from KFC, 2023; KFC UK, 2023; Euromonitor, 2023; ONS, 2024)
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Figure 10: KFC Distribution Strategy — USA vs UK Mind Map
(Source: Adapted from KFC, 2023; KFC UK, 2023; Statista, 2024; Euromonitor, 2023)
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Figure 11: KFC Digital Marketing Channel Comparison — USA vs UK
(Source: Adapted from Statista, 2024; KFC, 2023; Chaffey and Ellis-Chadwick, 2022; Yum! Brands, 2024)
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Figure 14: 7Ps Marketing Mix — Standardisation vs Adaptation
KFC: USA vs UK —o— USA
(Source: Adapted from Hollensen, 2020; Douglas and Wind, 1987; Yum! Brands, 2024) — UK
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Figure 12: Ansoff Growth Matrix — KFC: USA & UK Strategic Directions
(Source: Adapted from Ansoff, 1957; KFC, 2023; KFC UK, 2023; Yum! Brands, 2024)
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Murphy's (1999) Virtue Ethics — KFC USA & UK Marketing Analysis
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Figure 16: Gibbs' Reflective Cycle — Applied to International Marketing Learning Experience
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