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[bookmark: _heading=h.dcz89i2kgau]1. Section 1: Report 
[bookmark: _heading=h.g5atrlpc8yir]1.1 Introduction 
Pizza-Hut, LLC is an American multi-national restaurant chain specialised in Pizza. This present report focuses on a comparative analysis of Pizza Hut’s International Marketing Strategy in both the home (the U.S.) and host (India) country. Therefore, the culture, macro environment and position along with marketing strategy of the company have been done in this report. The section 1 focuses on comparing the marketing strategies used by Pizza Hut in both the US and India. It also uses a PESTLE analysis and focuses on several important factors of each country, such as social, cultural, environmental, political, legal and technological and economic. Further this report uses the Hofstede model in terms of comparing the culture of both the countries and to understand the customer it uses STP analysis. Later to understand the marketing method of Pizza Hut 7Ps of Marketing Mix is also incorporated. Lastly, this report explains the entry method of Pizza Hut in India, ethical issues and recommendations. In section 2 a reflection is provided to understand the complete research process. 
[bookmark: _heading=h.g8sg1x571xdk]1.1.1 Background and mission of Pizza-Hut 
Pizza Hut is a globally recognised fast-food restaurant chain, which is known for its pan Pizzas, pasta and wings. As per Pizza Hut (2026) in 1988 two brothers borrowed $600 from their mother and decided to open a pizza place in Wichita, Kansas. However, in the present situation the restaurant chain has more than 19,000 restaurants around over 100 countries (Pizza Hut Franchise, 2025). Further, the mission of the company is to make perfect pizza and service all time.
[image: ] 
Figure 1: Overview of Pizza Hut in 2025 
(Source: Pizza Hut Franchise, 2025)
[bookmark: _heading=h.iojfn8hh7b16]1.2. Comparative analysis of the Macro environment of Pizza Hut 
[bookmark: _heading=h.gic2fzeit7bs]1.2.1 PESTLE Analysis of the U.S. and India 
· Political factor of the U.S.
The political atmosphere of the U.S. is much disrupted. As per Trading Economics (2026), in 2023 the political stability of the U.S. was at 0.029 points, which is very low. 
[image: ]
Figure 2: Political Stability Index of the U.S.
(Source: Trading Economics, 2026)
Impact on Pizza Hut: The unstable political environment of the U.S. can hamper the business operations, supply chain and investment decisions of Pizza Hut.
· Political factor of India
The political environment of India is quite stable. As per Trading Economics (2026b), in 2022, the political stability of India was at 24.05%, which was a bit higher than the previous years. 
[image: ]
Figure 3: Political Stability of India
(Source: Trading Economics, 2026b)
Impact on Pizza Hut: A steady political environment is beneficial for Pizza Hut, providing opportunities to expand franchise across India.
· Economic factors of the U.S.
The inflation of the U.S. is also increasing heavily. As highlighted by Trading Economics (2026a), in 2026 May the inflation rose to 4.2% in the U.S.
[image: ]
Figure 4: Inflation rate of the U.S.
(Source: Trading Economics, 2026a)
Impact on Pizza Hut: Increasing rate of inflation can simultaneously increase the price of raw materials and operational cost, creating pressure on Pizza Hut to either increase their price or reduce their profit margin.
· Economic factor of India  
In India the inflation is also increasing. As per Trading Economics (2026c) in the Month of May 2026 the inflation rate of India was 3.93%, which is quite higher than previous months. 
[image: ]
Figure 5: Inflation Rate of India
(Source: Trading Economics, 2026c)
Impact on Pizza Hut: Increasing inflation rate can increase the operational cost of Pizza Hut, eventually increasing price, which can negatively impact the customers of India as they are quite price sensitive.
· Social factor of the U.S
In the United States, fast food has become one of their culinary statements. According to Statista (2025), it was found that in 2024 the fast-food consumers spent over 42 billion U.S. dollars at quick service pizza restaurants.  
Impact on Pizza Hut: The U.S. has a strong fast-food culture, which is helping Pizza Hut to maintain a strong and wide customer base.
· Social factor of India 
In India, consumption of vegetarian food is very common due to religious beliefs. As per Sahgal et al. (2021) 39% of people followed a vegetarian diet. In addition to this, family dining culture is highly popular in the country.
Impact on Pizza Hut: It is crucial for Pizza Hut to maintain a pure vegetarian menu and also should provide a family friendly dining experience.
· Cultural factor of the U.S.
U.S. culture holds the idea of freedom where individualism is the key. In the U.S. people prefers freedom, innovation and self-expression is strongly valued.
[bookmark: _heading=h.xpf9eenostpb]Impact on Pizza Hut: The culture of the U.S. influences the high-demand for convenient and fast-food support for Pizza Hut.
· Cultural factor of India
Indian culture is highly collectivist with strong preference for regional food and strong family values.
Impact on Pizza Hut: Pizza hut offers localised menu in the Indian market preferring the culture of the nation. Thus, the brand sells tandoori veg and Paneer Tikka pizza in the Indian markets.
· Technological factor of the U.S
Consumers of America are using various online applications, like Uber Eats and Door Dash, to get their food from the comfort of their home (Grand View Research, 2025). In addition to this, the fast-food chains in the U.S are also incorporating AI in their operations to ensure high customer satisfaction.
Impact on Pizza Hut: Improving the digital presence of Pizza Hut is beneficial for the company by using AI, eventually enhancing customer experience.
· Technological factor of India
In India online food delivery is also very popular through renowned mobile applications named, Swiggy and Zomato (You Gov, 2020). In addition to this, digital payments are also highly popular in the country through applications like Google Pay and Phone Pay.
[image: ]
Figure 6: Survey showing the popular food delivery of India
(Source: You Gov, 2020)
Impact on Pizza Hut: Due to the high demand of online food delivery through apps, Pizza Hut partnered with Swiggy and Zomato and it also accepts online payment methods to ensure that the customers are satisfied.
· Legal factor of the U.S
In the U.S. labour laws are quite strict with different regulations, in terms of daily wages, health and safety and employee benefits (Dol.gov, 2026).
Impact on Pizza Hut: It is important for Pizza Hut to strongly adhere to the legal aspects of the U.S., while maintaining a safe and fair working environment.
· Legal factor of India
In India, any restaurant business needs to adhere to “FSSAI Food safety Standard” and “Local Labour Laws”, as they are mandatory by the Indian Law.
Impact on Pizza Hut: Pizza Hut also needs to adhere with FSSAI and maintain the labour laws to ensure legal safety.
· Environmental factor of the U.S
In the U.S waste generated through packaging and carbon footprints are two major environmental concerns. As per the US EPA (2020) in 2018, 292.4 million tonnes of waste generated and only 69 million tons were recycled. 
[image: ]
Figure 7: Waste generated through packaging in the U.S.
(Source: US EPA, 2020)
Impact on Pizza Hut: Pizza Hut should focus on adopting eco-friendly packaging and also incorporate sustainable practices, which will be effective for meeting the needs of the environment conscious customers and reduce any change of legal issues.
· Environmental factor of India 
As per Gov.in (2022) from 2022 India put a ban on single use plastic. In addition to this, consumers of India are also becoming more environmentally friendly.  
Impact on Pizza Hut: Pizza Hut needs to use environment friendly packaging options instead of plastic to ensure that customers are happy and the environment is protected.
[bookmark: _heading=h.3gbd1vawlxk5]1.2.2 Comparative summary
Similarities: It can be clearly seen from the Pestle analysis that both the countries, India and the U.S are facing extreme inflation, which is responsible for increasing cost for Pizza Hut, and in future it may lead to the price of menus. Both countries also inherit a strong digital food delivery culture, where customers often order through food ordering applications (India- Swiggy, Zomato; U.S- Uber Eats, DoorDash) and also depend on online payment. Further, it is also important for Pizza hut in both the countries to maintain the legal and labour regulations in terms of gaining operational safety. The environmental awareness is also similar in both countries, which pushed Pizza Hut to become more eco-friendly in terms of packaging. 
Dissimilarities: Despite so many similarities, both the countries also experience some major dissimilarity. First of all, the political environment of the U.S is very unstable, whereas India has a more stable atmosphere. In addition to this, socially America also has a strong fast-food culture, where Indian people mainly prefer vegetarian options with family-friendly dining. Lastly, in terms of environmental factors, America is facing problems in managing plastic waste; whereas, India has already put a ban on the use of single use plastic. Such dissimilarities often push pizza hut to incorporate different approaches for both Indian and American Market. 
[bookmark: _heading=h.u00z9xp0kve2]1.3. Comparative analysis of the culture 
[bookmark: _heading=h.8lncyd9a4i65]1.3.1 Hofstede's Cultural Dimensions - U.S. vs. India
As per the figure 8 provided below the comparison of both the country’s cultures can be seen clearly using Hofstede's Cultural Dimensions. This model is effective for helping businesses to understand the cultural difference while enhancing communication and management across countries.
Advantages of the model: Hofstede Model is a simple method, which also provides a clear numerical score, which eventually makes it easier for businesses to quickly compare the culture of countries. This model is also effective for companies like Pizza Hut, as it helps in terms of developing suitable marketing strategies. In addition to this, Hofstede model also helps in avoiding cultural mistakes by understanding values.  
Disadvantages of the model: Despite such advantages, this model also has some drawbacks, such as it oversimplifies culture and also treats countries as identical, while ignoring internal diversity, such as religion, region or age. In addition to this, the data is quite old, which may not be effective in terms of reflecting today’s changing society. 
[image: ]
Figure 8: Comparison of Cultural Dimension of the U.S. and India
(Source: The Culture Factor, 2026)
 In terms of Power distance India’s score is higher (77) than the United States (40), which mean that in Indian Culture people, are fonder of hierarchy and authority than the U.S. As per the Individualism aspect, India scored lower (24) than the U.S. (60), indicating an American culture, where people value individualism. On the other hand, Indians are more collectivist. In terms of the factor Motivation towards achievement and success both countries have scored similar to India (56) and the U.S. (62). This means both the countries have a highly competitive and success-driven culture. In the factor uncertainty avoidance, both countries have similar scores (India: 40; U.S. 46), which means both the countries are comfortable with change and uncertainty. Similarly, in Long term orientation both the countries again got similar scores, India (51) and the U.S. (50), which means that both countries' cultures are able to find a proper balance between tradition and future planning. The last segment is Indulgence, where India (26) scored lower than the U.S. (68), which means that American people are able to enjoy gratification more than Indians, who are more resistant in nature.   
[bookmark: _heading=h.q4n84bv2il71]1.4. Comparative STP Analysis
Marketing segmentation refers to a process, which helps business owners to recognise and focus on different types of customers, eventually helping in improving market assessment and developing crucial marketing strategies. As stated by Clarke, Freytag and Cortez (2024) with the help of segmentation efforts and aligning it with the organisational goals, it is easier for organisations to navigate the critical marketing landscape. It is also crucial for gaining competitive advantage. 
[bookmark: _heading=h.pu92ah8jhw9a]1.4.1 Market Segmentation 
In the United States, the market segmentation is done by Pizza hut on the basis of demographics, where the restaurant chain mainly targets families, college students and young adults as their major customers. In addition to this, behavioural segmentation is followed by Pizza Hut, where it mainly focuses on those customers who mainly rely on online ordering. Lastly, in terms of psychographic segmentations, the company targets people who love to treat themselves and love the fast-food culture. 
In India, the demographic segmentation of Pizza Hut is mainly done on the basis of people, who belong from urban-middle class families and young generations. In terms of behavioural segmentation, the company targets customers who visit places during occasions, like festivals and weekends. For psychographic segmentation, Pizza Hut targets customers, who consider eating out is a premium but affordable option. 
[bookmark: _heading=h.w2f2k65e9u74]1.4.2 Targeting
Targeting is mainly defined as a way of selecting the most appropriate segment, which is primarily based on the marketing efforts. In the United States, Pizza Hut mainly targets families and young customers, who prefer both dine-in and delivery options. In addition to this, Pizza Hut also has a loyalty programme named “Hut Reward Programme”, which helps in encouraging repetitive purchase from the customers (Pizza Hut, 2026a). On the other hand, in India Pizza Hut mainly targets customers, who are from urban-middle class families. Along with this, the company also focuses on vegetarian customers.   
[bookmark: _heading=h.4o4m4zb50ci]1.4.3 Positioning 
Positioning refers to a way in which brands represent themselves in the market to target the customers. In terms of the United States, Pizza Hut positioned itself as “American Favourite Pizza”, mainly focusing on indulgence, homely feelings and comfort food. In addition to this, the brand is also motivated to stay ahead of its competitors, like Dominos and Papa John’s by focusing innovation, such as stuffed crust pizza [Refer to Appendix 1]. In India, the positioning of Pizza Hut mainly focuses on a family-focused approach with an affordable dining experience. In addition to this, despite being a western brand, Pizza Hut is able to adapt to Indian style, taste and culture.
[image: ] 
Figure 9: Positioning Map for Pizza Hut in the Indian Market 
(Source: self-developed)
[bookmark: _heading=h.xa3m72x1exrg]1.4.4 Comparative summary of STP analysis
In summary, it can be stated that Pizza Hut's key approach is based on a family-oriented approach in the United States and India. However, no major difference can be seen in terms of cultural adaptation. In terms of the United States, Pizza Hut mainly focuses on customers, who are indulgent, loyal and convenient. On the other hand, in India, the targeted customers of Pizza Hut mainly focus on affordability, vegetarian options and an emotional bond with the family. 
[bookmark: _heading=h.o638j53h1l2w]1.5. International Marketing Mix using 7Ps 
Marketing Mix refers to a set of marketing tools or strategy, which is mainly used in terms of promoting a product or services in the market and selling it (Išoraitė, 2021). Using the 7Ps of marketing mix Pizza Hut’s marketing strategies are explained below. 
[bookmark: _heading=h.8rmf8u8o2dcs]1.5.1 Product
The product strategy of Pizza Hut is quite different in the United States and India. In terms of the United States, the pizzas are available in more westernised flavours, like pepperoni, BBQ flavours, which compliments the test palates of the U.S. customers. On the other hand, in India, Pizza Hut’s menu is more localised with flavours like Makhani sauce and tandoori with a wide vegetarian option (Pizza Hut, 2026b). In addition to this, due to Hindu religious belief Pizza Hut completely removed its Beef products from the Indian Menu. Therefore, it is quite clear that in the Indian Market Pizza Hut uses a localised strategy, while in the states the brand is more about a standardised approach.  
The product difference can be better understood through the idea of product line depth and width. The depth of the product line mainly focuses on the variations that exist within one line. In terms of Pizza Hut in India, the company added more depth in its product line by creating extra variations, like tandoori and Makhani, which aims to suit the taste of locals. On the other hand, the width of a product line mainly refers to how many product lines a company offers (pizzas, sides and desserts). In terms of Pizza Hut, it keeps a smaller width in both countries; however, it changes the depth of pizza line in order to match the local demand. 
[image: ]
Figure 10: Indian Vegetarian Menu by Pizza Hut 
(Source: Pizza Hut, 2026b)
[bookmark: _heading=h.g57pbqwtbgek]1.5.2 Price
In the American Market, the pricing strategy used by Pizza Hut is a mid-range pricing strategy, where the brand mainly focuses on selling combo offers and value meals in terms of attracting a wider customer base. On the other hand, Pizza Hut uses a high-low pricing strategy to attract price-sensitive customers. As per Wu, Ran and Zhu (2022), high-low pricing strategy is effective for reaching more price-sensitive customers through lower prices. Therefore, it is clear that despite positioning itself as a premium brand, Pizza Hut prices its products based on the economic situation. 
[bookmark: _heading=h.fgf0jnh3z7z0]1.5.3 Place
In the United States, Pizza Hut mainly operates its business through dine-in restaurants, drive-through and online food delivery services, like Uber Eats and Door Dash. On the other hand, in India, the outlet of Pizza Hut is mainly seen inside malls in major cities. In addition to this, the brand is also highly reliable on food delivery apps, such as Zomato and Swiggy. These are some of the most effective ways through which Pizza Hut reaches a wider customer base. 
[bookmark: _heading=h.fjsqde6o972n]1.5.4 Promotion 
The promotional aspect is also quite different for Pizza Hut in both the countries. In the United States, the brand mainly promotes its product through television commercials, digital marketing and also focuses on big budget campaigns, like super bowl advertisements. As per Smith (2022), digital marketing is effective for a brand to increase its online visibility as well as brand awareness. On the other hand, in India Pizza Hut focuses on campaigns that is highly driven by emotions. In addition to this, promotional campaigns in regional language and social media promotions are other promotional strategies.  
[bookmark: _heading=h.hlm0i5bqbxkm]1.5.5 People
Pizza Hut employs more than 350,000 employees in more than 100 countries (Pizza Hut, 2026c). In the United States, the staffs hired by Pizza Hut are mainly focused on efficiency and speed, which is best for working in such a fast-paced environment. On the other hand, in India, staffs are mainly trained to work in a friendly manner and maintain cultural sensitivity while they separate veg and non-veg menus as these are considered as important in the Indian Market. As per Boger, Bradford and Lin (2025) maintaining cultural sensitivity is important for fostering customer satisfaction and enhancing brand reputation. 
[bookmark: _heading=h.5f4oopsvc17]1.5.6 Process
The ordering process of Pizza Hut mainly focuses on mobile apps, self-service kiosks and through third-party delivery platforms, especially in the American Market. On the contrary, in the Indian market, the brand prioritises UPI digital payments through apps, like Google pay and Phone pay. In terms of fostering a smooth delivery process the brand is also partnered with Zomato and Swiggy. 
[bookmark: _heading=h.vm0schgi8jco]1.5.7 Physical Evidence
In the United States, the classic red roof branding is maintained by Pizza Hut along with a modern interior design. On the contrary, in India the design of the restaurant is more family friendly and done based on the preference of local people. In addition to this, the packaging is another important aspect, where in the Indian market each pizza box needs to have a red or green dot in it to denote whether it is vegetarian or non-vegetarian. 
[image: ]
Figure 11: Storefronts of Pizza Hut’s in US (Left) and India (right) respectively
(Source: Pizzahut, 2026)
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Figure 12: Websites of Pizza Hut’s in US and India respectively
(Source: Pizzahut, 2026)
[bookmark: _heading=h.t1zek2s8p7f9]1.5.8 Summary 
Overall, it can be stated from the comparative 7P analysis that Pizza Hut has the ability to effectively keep a balance between its global consistency and local adaptation. In terms of the Indian Market, the brand is more focused on cultural, religious and economic factors. Therefore, in this market, the brand needs a completely different marketing approach than the home market. 
[bookmark: _heading=h.yqpgl9hj0g2h]1.6. Market Entry Strategy 
[bookmark: _heading=h.si7k9ddu48e]1.6.1 Overview of Pizza Hut Entry in India
Pizza Hut entered the market of India in 1996 and the first branch was in Bengaluru. In this time, the company adopted localisation strategies and therefore vegetarian pizza was introduced.  The importance of localisation strategies is mentioned with respect to meeting regulatory compliance (Kugler, 2022).  In this time, the company focused on research work and introduced such kinds of menus which included local tastes. Pizza Hut was able to be competitive in the Indian market through innovation and competitive pricing.  
[bookmark: _heading=h.g4b15vstw7uq]1.6.2 Analysis of the Entry Mode
There are different ways through which a company can enter in the international market and it includes direct export, joint venture and franchising among others. 
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Figure 13: Market Entry Mode 
(Source: Self-Created)
Pizza Hut entered the Indian market through a joint venture model with Indian business group RJ Corp. One of the main benefits of joint venture entry mode is to increase the local knowledge (Hsiao and Lin, 2023). Joint venture helps businesses to share resources, cost and experience, which are beneficial for entering a new market. However, it can also create conflicts between partners due to differences in goals, management and decision-making. Local knowledge is very important to deal with the preference pattern of customers in this particular country. Because of following this entry mode, the company did not face problems regarding dealing with regulatory compliance as well. The importance is mentioned with respect to managing the supply chain as well. On the other hand, wholly-owned subsidiaries demand high capital investment and franchise models have less control over operations. This is the reason for which joint ventures have been chosen by the said brand over wholly-owned subsidiaries and franchise models.  
[bookmark: _heading=h.ru69nybnq8lp]1.6.3 Challenges faced 
Intense competition: Pizza Hut faced strong competition from local food chains and it was tough competition because the price of most products of local food chains is very low. The food business of Pizza Hut lies under the perfect competition market. Companies under perfect competition are price makers (Triani, 2023). This is one of the main reasons for which the competition was extremely high. 
Price sensitivity:  Most Indian customers are very much sensitive to prices and from that respect it is said that the price elasticity of this kind of product is extremely high. For this reason, Pizza Hut had to be focused on research work, especially for taking decisions regarding price. 
Diverse customer preferences: India is full of different kinds of cultures and backgrounds and the social background is an important factor to be considered (Desai, 2023). This is the reason for which the business enterprise found it difficult to make various kinds of business decisions.  The number of customers who prefer quality has started to increase but the price-sensitive customer aspect should not be ignored as well.  
[bookmark: _heading=h.eubjdpkxox75]1.6.4 Critical evaluation of the entry strategy 
In the above section, it is mentioned that Pizza Hut chose a joint venture for entering the Indian market. As stated by Razak and Marsasi (2023), joint venture strategy helps in expanding business. With the help of this strategy, it is possible to reduce different kinds of risks. The aspect of reduction of cost is also required to be mentioned as well. Lasserre and Monteiro (2022), mentions that joint venture strategy can lead to problems like cultural clashes and therefore it becomes quite difficult to fulfil long term objectives. For this reason, it is not considered as an effective strategy under global static management.   
[bookmark: _heading=h.n5s31e3dlpbr]1.7. Ethical issues in Pizza Hut’s Marketing in India 
[bookmark: _heading=h.gho4o62ub0j8]1.7.1 Identification of the ethical issues
Pizza Hut has faced different kinds of ethical issues in the Indian market and one of the main issues is to not provide proper nutritional information. Provision of nutritional information is extremely important because it helps in building customers' trust (Pillen et al., 2024).  In this way, the company was responsible for improving the unhealthy pattern of eating within customers, especially within young customers. Apart from that, it is mentioned that the company did not provide proper information on sourcing as well. This particular aspect is related to product under marketing mix because this section is concerned with nutritional value and product quality.  The ethical aspect is required to be mentioned with respect to not considering cultural aspects of India properly. In this way, Pizza Hut creates various kinds of ethical issues under various aspects.  
[bookmark: _heading=h.e8qp2kcyhz7b]1.7.2 Evaluation of ethical implications
Under the consideration of ethical implication, it is said that Pizza Hut was one of the main responsible companies which contributed to the market of high calorie foods.  In this way it increased the number of customers in India who have obesity and diabetes. In order to understand the aspect in a proper way, it is required to consider the following figure.
[image: ]
Figure 14:  Percentage of overweight Indians 
(Source: Pandey, 2022)
The above figures denote that the percentage has increased for all types of human beings in India compared to the time. As per the above figure, in between 2019-21 there have been 22.9% of overweight Indian men in the country compared to higher percentage of women who were around 24%. However, 3.4% of children in India were also overweight. The aspect of misleading information is required to be mentioned in this context. Pizza Hut is one of the largest brands and it is even considered for India and therefore it is not expected from a company like it. The company was not able to consider cultural values and social responsibility and therefore it faced public criticism as well. This factor must be changed for improving customer trust. The significance is mentioned with respect to deal with competition under the particular industry as well. 
[bookmark: _heading=h.oj0n8se3u7sf]1.7.3 Application of ethical framework
Based on the overall discussion, it can be said that The Utilitarianism Framework is best situated for understanding the ethical aspect which is mentioned in the above section. Considering this particular framework, it is said that Pizza Hut should be more focused on promotional activities in future. According to the framework, Pizza Hut should maximise benefits by prompting healthier menu options and it is also important to provide proper nutritional value. 23% of men and 24% of Indian women are obese and therefore making healthier choices is important for reducing the cost of social health and it is also significant for improving overall welfare (NDTV, 2026). This particular factor will help the company to gain the trust of customers. Gaining customers' trust is very important in order to be ahead of the edge of competition (Pristiyono et al., 2022). With the help of this framework, the company can understand the way information should be provided to customers. This particular thing will help in dealing with other stakeholders as well. Encouraging balanced consumption and adopting responsible advertising practices will be improved through this framework as well. In order to maintain long term business sustainability, it is important to have focus on maximising social welfare as well.   
[bookmark: _heading=h.73gxyjohy9rc]1.8. Recommendations 
[bookmark: _heading=h.ueogn1oxdtrn]1.8.1 Recommendation 1: Expanding digital marketing and delivery partnerships 
Pizza Hut should invest more on digital marketing because the numbers of customers who are associated with different kinds of digital channels have increased in the present times. Digital marketing includes the benefit of cost-effectiveness as well as global reach (Chuunga et al., 2025). Considering the delivery partnership, it is said that the company should have collaboration with more delivery partners. It will help international customers to enjoy more convenience which is preferred by costumes much in recent times. In order to benefit from this, the pizza company should be focused on incorporation of social media campaigns as well. 
[bookmark: _heading=h.q5bkwjgvj4g7]1.8.2 Recommendation 2: Strengthening localised and culturally relevant marketing 
As India is full of culture and localisation is a very important factor here, Pizza Hut should be focused on strengthening localised and culturally relevant marketing. However, for this, it is extremely important to have proper focus on research work and it may not be a problematic thing to the company because it did not face financial problems in recent times. In the process, Pizza Hut should consider family values as well as festivals. Consideration of family values in business is important because it helps in providing emotional connection to customers (Razzak, 2023).  It will help in getting insight about local cultural expectations as well.   
[bookmark: _heading=h.96t11hi2xmv]1.8.3 Recommendation 3:  Adopting ethical and sustainable marketing practices 
Adopting ethical and sustainable marketing practices are important because it helps in strengthening brand loyalty (Rastogi et al., 2024). In order to adopt these practices in the business, the company must enhance brand credibility. The competition of Pizza Hut is not low and therefore the company should not be very relaxed about the current brand image even in the international context. Commitment to social responsibility must be considered for improving consumer well-being.    
[bookmark: _heading=h.f4kszkxq0c6u]1.9. Conclusion 
Based on the overall discussion, it can be concluded that entering the Indian market through joint ventures was one of the most effective business strategies. However, the company should be focused on cultural factors of India and it can be considered for other countries mentioned in the above section as well. Based on an ethical framework, it is said that Pizza Hut should be focused on responsible marketing. Provision of information is another factor that needs to be considered as well. It is also said that Pizza Hut should be more focused on digital marketing and increasing delivery partners in future.   
[bookmark: _heading=h.p8yfblxuqe6]2. Section 2: Reflective Account 
[bookmark: _heading=h.psonamq8glzf]2.1 Introduction 
Reflection is a crucial factor in learning as it helps to critically evaluate the obtained experiences and identify the opportunities for continuous improvement. Using insight from Gibbs Reflective Cycle helps in exploring the process which is used in research, analysis and preparation of global marketing reports on Pizza hut’s operation in the U.S and India. Gibbs Cycle is mainly used in academic practices and it is a remarkable tool for self-reflection, academic learning and mental wellbeing assessment for personal and professional growth (Galli and New, 2022).
[image: ]
Figure 15: Gibbs’ Reflective Cycle 
(Source: Galli and New, 2022) 
[bookmark: _heading=h.43ssp95vifd]2.2 Description 
The entire assignment involved the preparation of comparative global marketing reports which explored the operation of Pizza Hut in its Home market U.S and the host market India. In the report I used various secondary research comprising academic journals, industry reports, company publications and various government data sources. Initially, I conducted a literature review. Literature review presented as a procedure including activities like searching, identifying, and reading, summarising, compiling, analysing, interpreting and referencing (Chigbu et al., 2023). Similarly, I have also collected data about macro environmental conditions of both the countries with PESTLE analysis and compared the cultural difference with Hofstede’s model. Moreover, further research focuses on Pizza Hut’s market segmentation, targeting and positioning tactics and assesses through marketing mix around two countries. Focus also maintained the company’s entry strategy and the ethical issues aligned with marketing practices. 
[bookmark: _heading=h.pfwh2az1fyp8]2.3 Feelings 
At the initial phase of this assignment, I was feeling very confident to apply relevant marketing theories. However gradually I became concerned about obtaining updated and reliable data about Pizza Hut’s global operation. The broad scope of the assignment was appealed initially as it needed to integrate different analytical frameworks while upholding argument. Along with the progression of the research my confidence got enhanced as I became more familiar with necessary global market context and identifying relevant academic sources. Moreover, I have also experienced difficulty while comparing the cultural influence among the US and India. Correlations along with background variables assist in the explanation of the cultural factors (Fog, 2023). In spite of the challenges, I found that the process is intellectually stimulating mainly while exploring how Pizza Hut adapts its operations to diversified economic circumstances and culture.     
[bookmark: _heading=h.157d827yvkso]2.4 Evaluation 
Various perspectives of this assignment were successful. For example, the strength of this report was its remarkable use of present industry data and academic literature which helps in improving the report credibility. Application of different frameworks and also helped me in developing a holistic understanding about how external circumstances can influence global marketing decisions. The comparison among India and the U.S also offers vital insight into standardisation versus adaptation tactics in global marketing. However, there were also some limitations. For example, one remarkable challenge was the availability of in-depth company centric data about Pizza Hut’s strategic decisions mainly concerning current functional practices in India. In some cases, conclusions are also obtained from secondary sources and industry reports rather than direct organisational data. Balancing the descriptive content with critical analysis is tough in initial drafting stages. Descriptive writing is crucial around several domains, which needs both creativity and precision (Choudhary, 2024). I realised that some presented information was also insufficient and it needed strong justification to meet the standard. Comprehensively, the overall experience strengthened my skill to critically evaluate the marketing tactics and information synthesis from diverse sources.   
[bookmark: _heading=h.avncii45aewm]2.5 Analysis 
I obtained vital insight into my analytical capacity and research skills. One of my main strengths was my ability to accumulate data from a wide range of academic journals and company sources. It helped me in developing a significant understanding about Pizza Hut’s global marketing strategy. Moreover, I was also able to apply theoretical models properly which helped me in structuring logical flow in the report. Insight from Gibbs’ reflective model inspires in-depth assessment of experiences and along with it I can recognise how a theoretical framework can offer vital structure for exploring complicated business. The PESTLE framework helps in exploring external environmental influences (Qawasmeh et al., 2025). This observation aligns with academic criticism which continually updates to remain relevant.  Hofstede’s cultural dimension offered a useful basis for comparing cultural differences among two different nations (Yeganeh, 2025). Through it, I learned that, depending completely on cultural indicators, oversimplifies the consumer behaviour as individual preferences can vary in countries. 
However, the assignment also highlights some weaknesses in my research process. I found it challenging to balance the critical analysis and description. I also faced difficulties in finding current company specific data. These limitations lead me to depend more on secondary sources from different authors. In order to mitigate these challenges, I adopted critical approaches to read various academic literatures. I also refined my note taking process for better understanding about practical business experience. These overall experiences through this report help me in enhancing my confidence and conducting in depth research for the future.      
[bookmark: _heading=h.d7fkv08nlx6h]2.6 Conclusion 
Reflection on the assignment process helped me in enhancing my understanding about global marketing tactics and its practical application in the multinational organisation. The research process also enhanced my ability to explore the external market condition and tactical marketing decisions from critical aspects. In challenging circumstances in assessing company specific information a strong analytical ability contributed to vital learning experiences. Comprehensively, the assignment strengthened my academic research capability and improved my confidence in applying global marketing theories to practical business contexts.  
[bookmark: _heading=h.x03tqx7o81j0]2.7 Action Plan 
In my future assignment I intend to strengthen my critical analysis skill by enhancing it with existing academic databases and theoretical aspects. 
· Target capability 1: Improved Deep Analysis
Actionable Strategy and Specific Method:
· Comparing different expert opinions.
· Clear explanation of Hofstede’s Models weak points.
Timeline: First 2 weeks of any new project.
Success metrics: Metric: No framework is only descriptive but includes necessary critique.
· Target capability 2: Finding Better Data
Actionable Strategy and Specific Method:
· Use of corporate investors report.
· Use of the official government website and database.
Timeline: During data collection.
Success metrics: Metric: Minimum of 10 to 15 academic and corporate sources per report.
· Target capability 3: Saving Research Time
Actionable Strategy and Specific Method:
· Doing a strict review of reading first. 
· Comparison table preparation.
Timeline: First quarter of the project timeline.
Success metrics: Metric: First drafts are completed exactly on target words.
· Target capability 4: Mastering Local Marketing
Actionable Strategy and Specific Method:
· Gaining knowledge about regional and local food habits in countries.
Timeline: Ongoing
Success metrics: Metric: Ability to design hyper localised plans for different target individuals.
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