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[bookmark: _Toc201582488][bookmark: _Toc227736450]Introduction 
KFC has expanded globally, mainly in China and the US. KFC's worldwide marketing tactics are critically examined using PESTLE analysis, Hofstede cultural elements, STP (Segmentation, Targeting, and Positioning), the 7Ps marketing mix, and important similarities and contrasts between these two markets. Assessment of firm strategy, ethics, and growth sustainability. KFC's flexibility to cultural, economic, and technical constraints demonstrated the necessity for localisation in global competitiveness. The Gibbs Reflective Cycle evaluated analytical and research learning. Reflective accounts include description, emotions, appraisal, analysis, conclusion, and action plan. This method analyses report data collection, processing, and utilisation. It highlights learning's benefits, such as greater analytical and research abilities, and suggests ways to improve, such as critical text analysis and synthesis. Reflective practice in the study shows lifelong learning, academic growth, and theoretical and practical comprehension of KFC's worldwide marketing strategy.



[bookmark: _Toc227736451]Section 01
[bookmark: _Toc227736452]1.0 Company Background: KFC
Global fast-food chain KFC sells fried chicken. Colonel Harland Sanders founded it in 1930 in North Corbin, Kentucky, pioneering restaurant franchising. Brands, 2024). It is part of Yum! Brands, Inc. and the second-largest restaurant chain by sales, with over 31,000 outlets in 150 countries as of late 2025.
[bookmark: _Toc227736453]Mission Statement
The KFC purpose emphasizes customer pleasure and brand legacy:
To serve delicious meals to all our consumers and promote innovation, openness, and responsibility to help our business partners and workers succeed (Comparably, 2025; Scribd, 2023).
[bookmark: _Toc227736454]Vision 2026 and Beyond
The strategic vision of KFC is based on the digital change and world leadership:
· Market Leadership: Become the market leader in terms of being the most integrated food services group by way of recurrent quality and unmatched customer-centric service (Scribd, 2025).
· Technological Integration: A digital-based 100% sales, based on AI-powered platforms such as "Byte by Yum!" (Yum! Brands, 2024).
· Sustainability: To achieve net-zero carbon emission and apply 100% sustainable or recyclable packaging by 2025/2026 (KFC Global, 2025).
[bookmark: _Toc227736455]Global Operations: US vs. China.
KFC operates with a dual-core structure. Although the US is its birthplace and historical backbone, China is its most significant and profitable development engine.
Home Country (USA): US Louisville market "value transformation" KFC US and Chick-fil-A's fierce competition in 2024-2025 will cut domestic consumer spending by 4% (Restaurant Dive, 2025).
Host Country (China): Yum China's largest restaurant chain is KFC. The first Western fast-food business to enter China (1987), it has localised its menu and operates in over 2,200 cities (Yum China, 2025).
[bookmark: _Toc227736456]2.0 Comparative Analysis of the Market in Both Countries (PESTLE)
PESTLE examines a company's political, economic, social, technological, environmental, and legal context. International restaurant chains like KFC may analyze China and the US to identify opportunities and threats.
[image: Tool cover image]
[bookmark: _Toc227736436]Figure 1: PESTLE analysis
Source: akisconnect.eu
[bookmark: _Toc227736457]2.1 Political Factors
United States
· Political issues influence food regulation, labor policy, and international trade.
· According to Gitnux (2026), the US political system is stable and has well-developed regulatory structures, creating a predictable economic climate to compete with international food firms.
· Government-regulated food safety regulations and inspections, such as FDA and USDA, safeguard consumers but increase restaurant compliance costs (NSF, 2024).
Evaluation:
· Partly favourable since political stability promotes investment.
· Partly unfavourable because of increasing labour costs and strict adherence conditions.
China
· The Chinese government is promoting domestic consumption and urbanisation, which promotes the growth of restaurant industries (Ken Research, 2025).
· Nonetheless, they are risky because Western brands in China could be subject to geopolitical disagreements between China and the United States (DCF Modelling, 2025).
Evaluation:
· Favourable because of the government support for domestic expenditure and retail growth.
· Unfavourable since it could be affected by political strains and policy interferences on foreign business.
[bookmark: _Toc227736458]2.2 Economic Factors
United States
· In 2023, the U.S. foodservice industry contributed about 905 billion, which shows the presence of robust economic need of restaurants (Escoffier, 2024).
· The amount of the fast-food industry alone generated nearly 242 billion dollars in revenue, which shows that the market is huge (Zipdo, 2026).
Evaluation:
· Favourable in that the market is huge and the customers enjoy eating out regularly.
· Unfavourable because of rising operating expenses and price competition.
China
· China is projected to increase by a lot in the next decade in its fast-food market, which was worth an estimated £53 billion in 2024 (Market Research Future, 2025).
· The growth in disposable income and urbanisation has led to the growth in the demand for convenient foods (Emergen Research, 2024).
Evaluation:
· Very favourable, as the economy grows well and the consumption of the middle class is rising.
· Moderately unfavourable since competition and economic changes have the ability to lower margins.
Sales Performance (2024-2025):
The table below describes the financial performance based on the end-of-year financial results of 2024 and Q3 2025.
	Metric
	KFC Global (2024)
	KFC China (2024)
	KFC US (2024)

	Total Revenue
	~£26.07 Billion
	£8.5 Billion
	£4.34 Billion

	Unit Count
	30,000+
	11,648
	~3,900

	Sales Growth
	+4% YoY
	+6% System Sales
	-4% (Consumer Spend)

	Digital Sales %
	>50%
	90%
	~45%


[bookmark: _Toc227736445][bookmark: _Toc223817553]Table 1: Sales Statement
(Sources: Yum China, 2025; Restaurant Dive, 2025; MLQ.ai, 2025)
[bookmark: _Toc227736459]2.3 Social Factors
United States
· Eating out is a typical lifestyle decision, and half of adult Americans (57%) are dining out at restaurants at least once a week (Gitnux, 2026).
· Customers expect a healthier menu and sustainable practices.
· The role of the social media review on restaurant selection is very strong as far as it influences the brand reputation.
Evaluation:
· Favourable since restaurant dining is highly encouraged by the consumer culture.
· Unfavourable as a result of increasing health awareness that can lead to a decrease in the consumption of the fast-food industry.
China
· The high level of urbanisation and hectic lifestyles have led to high demand for food products that are convenient to consume (Emergen Research, 2024).
· The younger consumers and the urban population have been attracted to Western fast-food brands.
Evaluation:
· This is a very favourable factor due to the impact that demographic changes have on quick-service restaurants' demand.
[bookmark: _Toc227736460]Comparative Analysis of Cultural Factors: 
United States
· Up to 32% of individuals eat fast food daily, prioritizing convenience due to busy lifestyles (Karmactive, 2025; Statista, 2025)
· Consumers are open to diverse cuisines and global influences (Chen & Sun, 2025).
Evaluation:
· Favourable: Convenience food is in high demand, which favours KFC.
· Unfavourable: Health awareness increases awareness of decimating fast food.
China
· According to Statista (2025), traditional food culture includes family and communal meal traditions.
· Younger customers increasingly consume western fast food (Hassan, 2025).
Evaluation:
· Favourable: There is a rising acceptance of fast food, which contributes to the growth of the market.
· Unfavourable: The attraction to traditional food will demand menu localisation.
[bookmark: _Toc227736461]Hofstede Cultural Model (USA vs Chaina):
National cultural differences affect international business practices, and Geert Hofstede's Hofstede Cultural Dimensions Model is commonly employed. The model assesses power distance, individualism, masculinity, uncertainty avoidance, long-term orientation, and indulgence. Hofstede Insights (2024) found that cultural variations affect KFC's US and Chinese management, consumer behaviour, and company strategy.
The two nations' Hofstede cultural scores are:
[image: ]
[bookmark: _Toc227736437]Figure 2: Hofstede Cultural Model
Sources: theculturefactor.com
These inconsistencies highlight great differences between the Western and East Asian cultural values (Hofstede Insights, 2024; Ande, 2023).
1. Power Distance
Power distance is used to determine the degree to which individuals believe in unequal distribution of power in organisations and institutions.
United States
· The United States scores low in power distance (40), reflecting a society that values equality, decentralization, and participation in decision-making.
· Managers should foster communication and positive relationships inside organizations (Ande, 2023).
Business implication:
· This culture fosters flexible management and staff empowerment, enhancing restaurant service quality and creativity.
Evaluation:
· Advantageous for KFC since employees will share their ideas and enhance service delivery.
China
· China ranks high in power distance (80), indicating hierarchical relationships and authority respect (Hofstede Insights, 2024).
· Leaders and formal organisational structures usually give clear instructions to employees.
Business implication:
· The decision-making process is centralised, and the employees are instructed by the top management.
Evaluation:
Mixed impact for KFC:
· It is advantageous to uphold discipline in the operations.
· Disadvantageous, as it can restrict the creativity of employees.
2. Individualism and Collectivism
The dimension focuses on the extent to which individuals pursue their personal interests or the collective interest.
United States
· The US ranks as a highly individualistic society with a score of 91.
· People focus on individual success, individualism and self-expression (Hofstede Insights, 2024).
Business implication:
· Marketing tactics tend to be personal-choice-based and product-custom-based.
Evaluation:
· Advantageous for KFC since people will be more willing to explore new menu qualities and customised ordering.
China
· China, with a score of 20, is the most collectivist society, valuing harmony and group ties (Ande, 2023).
· Business settings require social interactions, loyalty, and networks (guanxi).
Business implication:
· The restaurants need to focus on family meals and group dining.
Evaluation:
· Advantageous to KFC since family-style meals along with sharing dishes is suitable to the Chinese culture.
3. Masculinity vs. Femininity
Masculinity is defined as those societies that emphasise achievement, success and competitiveness.
United States
· In the United States, there is a competitive and achievement-orientated culture based on a 62 score.
· Companies are very much about performance, innovation, and success (Hofstede Insights, 2024).
Evaluation:
· Advantageous as far as KFC is concerned since, in case of healthy competition, there will be innovation and product development.
China
· China has a score of 66, which is also an indicator that it has a masculine society that is driven by success and economic growth (Ande, 2023).
Evaluation:
· Advantageous for KFC because competitive consumer markets stimulate quality and brand prestige demand.
4. Uncertainty Avoidance
· This dimension assesses the way of reacting to the uncertainty and risk in societies.
United States
· The score of the United States is moderate (46), which implies that Americans are quite relaxed with innovation and novelty (Hofstede Insights, 2024).
Evaluation:
· Advantageous for KFC, as the consumers are strong to sample novel goods and promotional strategies.
China
· China scores lower (30), which means that its uncertainty avoidance is flexible and pragmatic (Ande, 2023).
Evaluation:
· It is advantageous for KFC because the market is not closed to technology like digital ordering and artificial intelligence-powered restaurant software.
5. Long-Term Orientation
This dimension evaluates the culture of societies; that is, do they focus on long-term strategic planning or short-term outcomes?
United States
· The short-term orientation of the United States is 26, which shows that it is orientated on the short-term results and the fast business outcomes (Hofstede Insights, 2024).
Evaluation:
· The drawback to the long-term strategies is that businesses can focus on short-term gains at the expense of long-term growth.
China
· China has a score of 87, which indicates that the country has a high long-term orientation where perseverance, strategic planning, and patience are important (Ande, 2023).
Evaluation:
· Very advantageous to KFC since the long-term planning will facilitate ongoing growth in the market and customer retention.
6. Indulgence vs Restraint
This dimension will gauge the degree of permissiveness of societies in satisfying desires.
United States
· The USA has a score of 68, and it reflects the culture of indulgence, appreciation of leisure, pleasure, and consumption (Hofstede Insights, 2024).
Evaluation:
· Advantageous for KFC since people often use money to go out to eat and eat fast food.
China
· China scores 24, which is an autocratic culture where social rules restrict people from indulging and focus on discipline (Ande, 2023).
Evaluation:
Mixed impact for KFC:
· Customers can be careful in spending.
· Nevertheless, the popular dining out in cities has not disappeared.
[bookmark: _Toc227736462]Advantages and Disadvantages of the Model:
	Aspect
	Advantages
	Disadvantages

	USA vs China (Hofstede Model)
	Helps identify cultural differences such as individualism in the USA and collectivism in China, supporting effective marketing strategies and localisation. Improves cross-cultural management, communication, and customer understanding. Useful for global brands like KFC to adapt products and services to local preferences (Hofstede, 2011).
	Oversimplifies complex cultures by generalising entire nations. May ignore regional and generational differences within countries. Data can be outdated and not reflect modern globalisation trends. Risk of stereotyping consumer behaviour, leading to inaccurate strategic decisions in dynamic markets (McSweeney, 2002).


[bookmark: _Toc227736446]Table 2: Advantages and Disadvantages of Hofstede Model
[bookmark: _Toc227736463]2.4 Technological Factors
United States
· The restaurant business is increasingly adopting digital technologies including as mobile ordering, AI, and online delivery platforms (Gitnux, 2026).
· About 72% of consumers access restaurant services via mobile apps or digital communication (Gitnux, 2026).
· Digital marketing and automation boost operational efficiency.
Evaluation:
· Very favourable due to the fact that technology increases efficiency, customer interaction and sales online.
China
· China has a highly advanced digital ecosystem for mobile payments and delivery government.
· Restaurants use AI ordering systems, robots, and digital supply-chain software to improve efficiency (Mordor Intelligence, 2026).
Evaluation:
· Very favourable since the rapid growth is promoted by digital innovation and high levels of mobile-payment adoption.
[bookmark: _Toc227736464]2.5 Legal Factors
United States
· Food safety standards ensure that consumers are safe and that the industry meets standards.
· The outbreaks of foodborne illness sometimes cause more regulatory scrutiny and inspections (NSF, 2024).
Evaluation:
· Favourable since rules enhance consumer confidence.
· Unfavourable because of compliance expenses and legal claims.
China
· Tighter food safety and hygiene norms in eateries have increased consumer trust (Ken Research, 2025).
· Restaurants must meet strict inspection and personnel training criteria.
Evaluation:
· Favourable since good regulation increases consumer confidence.
· Unfavourable in that it is not favourable to international firms due to the complexity of regulations.
[bookmark: _Toc227736465]2.6 Environmental Factors
United States
· Restaurants under pressure to reduce food waste and embrace sustainable packaging.
· Up to 25% of foodservice enterprises adopted an ecologically responsible strategy in 2023 (Gitnux, 2025).
Evaluation:
· Marginally favourable since sustainability activity enhances brand image.
· Unfavourable, since compliance with the environment raises the cost of operation.
China
· The Chinese government implemented laws including the Anti-Food Waste Law and plastic reduction in restaurants (WiFiTalents, 2024).
· Over 60% of urban customers are environmentally conscious, which is evident in their brand choices (PESTLE research, 2024).
Evaluation:
· Sustainability can be favourable and will reinforce customer loyalty.
· Unfavourable because of extra compliance and operation expenses.
[bookmark: _Toc227736466]2.7 Comparative PESTLE Analysis (Similarities & Differences: United States vs China-KFC)
	Factor
	Similarities
	Differences

	Political
	Strong regulations on food safety and labour
	U.S. is democratic; China has centralised control

	Economic
	Large markets with high fast-food demand
	U.S. is mature; China is rapidly growing

	Social
	Demand for convenience food
	U.S. prefers individual meals; China prefers social dining

	Technological
	Use of digital ordering and delivery
	China leads in mobile payments; U.S. uses multiple platforms

	Environmental
	Focus on sustainability and waste reduction
	U.S. driven by consumers; China by government policies

	Legal
	Strict food safety and employment laws
	U.S. is transparent; China has tighter government oversight


[bookmark: _Toc227736447]Table 3: Similarities & Differences of PESTLE
[bookmark: _Toc227736467]3.0 Comparative STP Analysis of KFC in the United States and China
The STP framework, which stands for Segmentation, Targeting, and Positioning, helps KFC to customise the strategy of operating in culturally different markets like the United States or China.
Segmentation:
Psychographic, demographic, and geographic divisions help KFC reach a diverse USA and Chinese client base.
Psychographically, KFC addresses Americans' lifestyles. Fast, inexpensive service for busy, convenient consumers. Through the VALS paradigm, Experiencers, who are younger and interested in new tastes and menu innovation, and Strivers, who are price-sensitive and motivated by value offers and promotions, are significant groups. Buy marketing campaign frequency and receptivity depend on several factors (Fang, 2025).
China divides by social identity and goals. Brand, social meals, and status are valued. Experiencers desire trendy, localized, and imaginative food, whereas Achievers are middle-class status-conscious clients who choose global brands. Yum China (2025) says KFC prioritises brand experience, menu localization, and social engagement.
KFC serves young people, families, and working-age adults in both locations. While the U.S. targets low-income individuals seeking cheap food, China targets middle-class people with more discretionary spending and urban environments.
High-density urban and suburban areas are prioritized by American KFC. In search of new customers, China penetrates tier-1, tier-2, and tier-3 cities.
For relevance in varied cultural and economic situations, KFC's segmentation method displays global unity and local adaptability.
Targeting (Similarities & Differences):
KFC utilises both differentiated and focused targeting in the United States and China.
Similarities:
KFC in both countries is also focused on young consumers and families, as they are the most active consumers of fast food, and on convenient and affordable food choices.
Differences:
The US KFC uses value meals, combo deals, and quick-service approaches to attract numerous customers. Chinese KFC targets urban middle-class and digitally active consumers. Digital ecosystems, loyalty programmes, and mobile applications increase brand loyalty (Yum China, 2025). China employs quick development, tiny customer niches, while the U.S. uses extensive market penetration.
Position:
Based on customer expectations and market conditions, KFC markets itself differently in the US and China. As a heritage-based, value-focused fast-food restaurant in the U.S., KFC emphasizes convenience, rapidity, and affordability with classic shop designs and takeaway choices. Contemporary, aspirational, and experience-focused, KFC in China offers a variety of cuisines, dine-in comfort, and extensive digitisation to improve customer interactions (Yum China, 2025; Latterly, 2024). This dual approach will let KFC compete and adapt to local tastes.
Perceptual Map: 
[image: ]
[bookmark: _Toc227736438]Figure 3: Perceptual Map
Sources- Create by learner
Competitive Position
On the perceptual map:
· KFC vs. McDonald's: McDonald's is seen as a little cheaper and less specialised in chicken products (Hu, Xie and Niemelä, 2020).
· KFC vs Subway: Subway is more placed in the segment of healthy foods, whereas KFC is on the indulgent taste and flavour.
· KFC vs premium brands: Premium brands such as Five Guys specialise in premium burgers and sell at a superior price, which puts them in a different quadrant (Hu, Xie and Niemelä, 2020).
This placement will enable KFC to take up a mid-tier between quality and budget and attract families, young people, and group meals.
Positioning differences and similarities:
Both markets connected KFC with quality chicken and brand value. China emphasizes innovation, localization, and digital integration, which attracts younger customers, whereas the U.S. emphasizes legacy, taste, and value (CKGSB Knowledge, 2024). 
KFC's adaptive STP illustrates how multinationals compete by standardising and localising.
Comparative Discussion
KFC's US and Chinese STP strategies differ because to consumer behavior, culture, and market maturity. In the US, the brand targets typical fast-food segmentation and convenience-based targeting since consumers know the brand and want fast, cheap meals. Thus, KFC emphasizes legacy, flavor, and value.
[bookmark: _Toc227736468]4.0 Comparative Analysis of Marketing Mix (7Ps)
Products, prices, venues, promotions, people, processes, and physical evidence comprise marketing mix (7Ps). Nationally, KFC applies these traits. In the US (home market) and China (biggest foreign market), consumer tastes, buying power, and technology adoption diverge despite the company's strong worldwide brand (Latterly, 2024).
[image: ]
[bookmark: _Toc227736439]Figure 4: Marketing Mix (7Ps)
Source: skillsyouneed.com
1. Product Strategy
United States
· The companies specialise in fried chicken, sandwiches, burgers, and family buckets, which are some of the original recipes for the fast-food brand KFC.
· The product policy focuses on the traditional American fast-food flavour and convenience (Latterly, 2024).
Depth (Product Line Depth):
KFC has numerous varieties among the basic products, such as spicy and original chicken, varieties of sandwiches, combo meals and side foods such as fries, biscuits, mashed potatoes and coleslaw. This richness enables customers to make decisions in terms of taste and portion size.
Width (Product Line Width / Brand Extension):
KFC also offers desserts and beverages like cookies, sundaes, soft drinks and seasonal products to expand their product range. These extensions promote the overall meal experience and drive up the average transaction value.
Typical Product Variety in the US:
[image: ]
Sources- Create by learner
KFC classics include fried chicken buckets, crispy chicken sandwiches, fries, biscuits, and sides like mashed potatoes and macaroni. The basic menu emphasizes flavor, speed, brand consistency, convenience, value, and American fast-food preferences.
China
· KFC has a very localised menu, such as rice dishes, dumpling soup, egg tarts, soy milk beverages, and Chinese wraps to suit the local foods (Gradmode, 2023).
· The regional menu diversifications are also adopted to fit local preferences.
Depth (Product Line Depth):
KFC China offers wide variations on its menu, such as various rice-based meals, breakfasts, snack options, and seasonal products. It has an extensive product line, which serves various consumer preferences and geographic locations as well as meal occasions.
Width (Product Line Width / Brand Extension):
In China, KFC has expanded into desserts (egg tarts and ice cream), beverages (tea and soy milk), and breakfast. This expansion will improve its reputation as a full-service restaurant rather than a fast-food franchise.
Typical Product Variety in the China:
[image: ]
Sources- Create by learner
This KFC China product line combines fried chicken with local favorites including congee, rice dishes, egg tarts, and soy milk.  This increases customer appeal and market penetration by harmonizing with Chinese dietary choices and cultural eating habits.
2. Price Strategy
KFC prices in the US and China rely on local purchasing power, competition, cost of operations, inflation, and demand patterns. All of these criteria determine how the brand sets and adjusts its prices in each area to be profitable and competitive.
United States
Fast-food competition, customer spending power, and growing employee and supply expenses raise U.S. KFC pricing. KFC's price is competitive and value-based. To attract customers and succeed, the company offers cheap meals. Other methods for targeting price-sensitive and family customers include value meals, family bucket discounts, and combo offers (Marketing91, 2024).
China
Regional economic disparities, purchasing power, fierce competition, and changing Western fast food habits impact Chinese pricing. Local economic conditions influence KFC's stable, competitive price approach. Value lunches cost 30-40 RMB, making the brand affordable to the middle-income and price-sensitive market and presenting it as a high-end international fast-food product in certain metropolitan locations (PESTLE study, 2024).
3. Place (Distribution) Strategy.
KFC distributes directly in China and the US. The corporation and franchised companies will sell its items through restaurants, drive-throughs, and online ordering platforms. Third-party meal delivery networks like delivery apps let KFC reach more customers and increase convenience.
United States: The U.S. KFC outlets are carefully placed in shopping malls, highways, and urban districts to enhance exposure and accessibility. Drive-through service and a shift toward meal delivery platforms support the company's direct sales approach in physical stores. Both dine-in and takeout clients benefit from this combo strategy.
[image: An upward view of a KFC restaurant exterior shows branded signage mounted on a red facade, emphasizing fast-food franchise architecture and retail identity]
[bookmark: _Toc227736440]Figure 5: KFC Restaurant in the USA
Source: meatpoultry.com
China: KFC services about 2,000 Chinese cities, including smaller ones. This company's digital distribution strategy includes mobile ordering and third-party delivery. KFC serves a large and diversified consumer base with fast and efficient service in many places.
[image: ]
[bookmark: _Toc227736441]Figure 6: KFC Restaurant in China
Source: reddit.com
4. Promotions Strategy (Integrated Marketing Communication - IMC)
IMC uses advertising, sales promotion, publicity, digital marketing, and direct marketing to maintain brand consistency (Jak, 2024).
In the US and China, KFC mixes promotional methods using IMC, but market, customer, and media use dictate the focus and combination.
United States
KFC uses a traditional IMC that includes TV ads, celebrity branding, and internet marketing in the U.S. The ads emphasize brand heritage and classic slogans like Colonel Sanders and "finger-lickin' good."
The elements of the promotional mix are:
· Old-fashioned advertising (TV, outdoor media, radio)
· Digital marketing (social media promotion, web promotion)
· Sales promotions like limited-time offers, seasonal menu offerings, and discount offers (Latterly, 2024).
This mix enables KFC not only to have good brand recognition but also to appeal to the contemporary digital consumers.
China
KFC in China is more digitally integrated IMC strategy, with high emphasis on mobile-first and social media. The brand focuses on the younger, more tech-savvy consumer via influencers and using apps to market products.
The mix of promotion involves the following:
· Promoted on social media (WeChat, Weibo, short video apps).
· Influencer and celebrity endorsements.
· Mobile app promotions and loyalty programs.
· Canvas Business Model (2024): Customized online discounts and offers.
This is a digital-first mix which enables KFC to create a high level of customer engagement and repeat purchase by engaging in personalised communication.
5. People Strategy
The 'people' portion of the marketing mix includes service delivery staff, their amount, training, motivation, and customer service quality, which affects customer happiness and brand experience.
United States
KFC has 20,000 new permanent workers and 10,000+ working in thousands of US shops. workers prioritise speed, efficiency, and customer service. The staff is trained to serve many clients quickly while maintaining food and service quality. Motivators include performance-based rewards and rigorous operational training. It prioritises speed and efficiency.
China
KFC employs 4,00,000 employees in China and over 2,000 stores. Client friendliness, cultural service standards, and personalization are taught to all personnel. Offering staff professional development boosts customer service. Customer service and company efficiency improve.
Additional Insight
Both proposals require people strategy. KFC employees receive brand consistency training. US focuses speed and efficiency due to high customer turnover, whereas China emphasizes hospitality, customer connection, and culturally relevant service to satisfy customers.
6. Customers complain process
United States
· The preparation processes are standardised to make sure the quality of foods is the same and to provide quick service.
China
· The company combines digital ordering, mobile payment and an AI-based restaurant system to enhance the efficiency of the services.
7. Physical Evidence
United States
· The restaurants are designed with the traditional KFC red and white branding and traditional interior designs, and the food preparation areas are visible.
[image: ]
[bookmark: _Toc227736448]Table 4: KFC USA Website
Source: locations.kfc
China
· The digital screens, the self-service kiosks, and the modern design of the restaurants usually attract younger consumers by modernising them.
[image: ]
[bookmark: _Toc227736442]Figure 7: China KFC Website
Source: kfc.com.cn
Comparative Analysis of 7Ps-KFC (United States vs China)
	7Ps Element
	United States
	China
	Similarity
	Difference

	Product
	Core fast-food menu
	Highly localised menu
	Core fried chicken identity
	China adapts to local tastes

	Price
	Value-based pricing
	Tiered regional pricing
	Use of combos and deals
	China more flexible pricing

	Place
	Urban, malls, drive-through
	Wide coverage, strong delivery
	Convenient locations
	China more digitally integrated

	Promotion
	Traditional media, offers
	Digital, influencers, apps
	Promotional campaigns
	China more digital-focused

	People
	Fast, efficient service
	Hospitality-focused service
	Staff training emphasis
	China more customer-centric

	Process
	Standardised operations
	Tech-driven systems
	Consistent processes
	China more advanced tech use

	Physical Evidence
	Classic branding
	Modern, tech-enabled stores
	Strong brand identity
	China more modern design


[bookmark: _Toc227736449]Table 6: Similarity and Differences of 7Ps
[bookmark: _Toc227736469]5.0 KFC China: Growth Strategy (Ansoff Growth Strategy)
To preserve its fast-food supremacy, KFC China prioritizes market and product development using an Ansoff growth strategy. Since entering China in 1987, KFC has become the largest fast-food chain in over 2,200 cities (Yum China, 2025).
[image: What Is The Ansoff Matrix: Definition, Steps & Examples]
[bookmark: _Toc227736443]Figure 8: Ansoff Matrix
Source: quantive.com
KFC is entering smaller cities for informal eating and a burgeoning middle class. It may get new customers and expand nationwide. 
Menu-localized KFC products. Soy drinks, rice bowls, and seasonal local food please Chinese customers (GradMode, 2023). 
KFC China develops effectively and pleases consumers via mobile ordering applications, AI-based self-service kiosks, and intelligent delivery (CKGSB Knowledge, 2024). Healthy food and sustainable packaging assist the company's long-term strategy (PESTLE, 2024). KFC China's Ansoff-based strategy stresses market expansion and product and service adjustments to meet local customer wants to be competitive and market leader.
[bookmark: _Toc227736470]6.0 Marketing Mix Ethics of KFC China
Scumbag KFC China marketing and operations. By preventing vulnerable populations from buying high-calorie, quick food, marketing to youngsters may exacerbate obesity (Zhou et al., 2022). App and social media loyalty schemes increase fried food consumption.
Supply chain transparency and animal welfare are others. Quality and safety are KFC China's top priorities, but hundreds of vendors make chicken antibiotic restrictions hard to enforce (Li, 2023). Rapid progress and social responsibility clash.
Online shopping may be affected by time-limited incentives and unintentional purchases. KFC China has audited suppliers, improved animal care, and promoted ethics to avoid ethical issues (CKGSB Knowledge, 2024). Most KFC marketing combinations in China work, but you need ethics to combine business with social responsibility.
[bookmark: _Toc227736471]7.0 Future International Marketing Strategy (USA and China) Recommendations
🇺🇸 United States – Recommendations
· Strengthen Digital Convenience
Increase mobile ordering, app-based loyalty programs, and AI-driven kiosks to improve speed, convenience, and customer experience in competitive fast-food industries.
· Enhance Value-Based Promotions
Continue to provide combination meals, family buckets, and special deals to compete with pricing, and give tailored discounts via digital platforms to keep price-sensitive customers.
· Focus on Brand Engagement & Innovation
Run social media initiatives, influencer partnerships, and new and seasonal menu items to engage younger consumers and keep the brand relevant.
🇨🇳 China – Recommendations
· Deepen Localisation Strategy
Consider additional diversification of menus and advertising campaigns based on Chinese holidays, cuisine, and local tastes to enhance customer loyalty.
· Fast-track Digital Ecosystem
Additional investment in AI-based kiosks, super-app integration, mobile payments, and delivery optimisation systems to improve the efficiency of the service and customer convenience.
· Grow Sustainable and Ethical Practices
Encourage sustainable packaging, open supply chains and healthier food products to meet the rising environmental consciousness and health-conscious consumer behaviour.



[bookmark: _Toc227736472]Section 2: Reflective Account through the Gibbs Reflective Cycle
The Gibbs Reflective Cycle (1988) provides a systematic way to reflect with six steps: Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan. This cycle forced me to critically assess my KFC international marketing assessment research, analysis, and preparation from prior stages.
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[bookmark: _Toc227736444]Figure 9: Gibbs Reflective Cycle
Source: drkrishnaathal.com
1. Description
Project: comparing US-China KFC marketing. I studied ethics, PESTLE, Hofstede, STP, 7Ps, and brand direction. The study technique was to acquire current, correct content from reliable sources (2021–2025) and organize it logically, academically, and convincingly. KFC's overseas marketing plan, comparison statistics, and analysis were needed.
Government documents, industry publications, academic journals, and market research platforms provided study subjects. I organized the data by assessment categories and compared KFC's processes in the two nations to show their strengths, weaknesses, and commonalities.
Ethical questions surround KFC Beijing marketing. AI overmonitoring may damage employee privacy and pressure. Youth diets might be overinfluenced by digital and influencer marketing. Promotional price and product calories may lead vulnerable shoppers to overeat.
2. Feelings
The volume of information, especially the requirement to rectify and relevantly combine numerous marketing frameworks, initially overwhelmed me. After finding Yum China yearly reports, Hofstede Insights, and research papers, I felt confident.
I appreciated how I could simplify cultural differences, STP strategies, and the 7Ps marketing mix into tables. The Gibbs cycle organized my work and kept me focused despite stress.
3. Evaluation
The process of research and preparation was accompanied by strong and weak points.
Strengths:
· A methodical strategy helped me organize data and meet evaluation requirements.
· The research of US and China markets highlighted the importance of localization and digital integration in international marketing.
· Tables for STP and 7Ps aid in comprehending and analyzing complicated material.
Challenges:
· Researching contemporary and trustworthy materials (2021-2025) on ethical marketing in China was time-consuming.
· It was important to avoid repetition and integrate many frameworks into the story.
· It was challenging to adhere to word restrictions, particularly in areas like suggestions and ethical judgments.
4. Analysis
The analysis of the process has provided important learning aspects regarding international marketing research. For example:
· Framework Integration: PESTLE, Hofstede, STP, and 7Ps can be used together to understand market dynamics, although cross-referencing is needed to avoid discrepancies.
· Comparative Perspective: Comparing two culturally and economically dissimilar marketplaces showed how cultural, political, and technological influences affect marketing decisions.
· Critical Thinking: Ethical challenges in marketing highlighted the need to balance commercial profitability with social responsibility and the growing importance of ethical conscience in business strategy.
· Information Management: It was essential to rely on relevant and credible sources so as to uphold academic rigour and provide proper reporting of statistics and insights.
This analysis enabled me to gain a better insight into the way marketing structures interplay in the real-life context, especially on a global brand such as KFC.
5. Conclusion
I learned that academic papers demand thorough research, critical analysis, and careful writing. I did better analysis, synthesis, and research. As I learned, global marketing success entails adjusting to unexpected cultural and economic contexts.
Although source verification and word count were tough, I learnt planning, organization, and contemplation. The Gibbs cycle indicated that content quality and organization were equally important and identified strengths and shortcomings.
6. Action Plan
To improve future work:
· Time Management: Spend more time sourcing and checking new market data.
· Diversity of the Sources: To make the analysis more robust, add more academic journals and industry reports.
· Framework Application: Consistently apply several marketing frameworks in a non-repetition manner.
· Critical Assessment: Improve reflective parts by being more critical of the content, methodology used, and credibility of sources.
· Word Management: Be economical when passing across complicated information through the use of tables and small words.
On the whole, this reflective experience has made me more capable of performing in-depth marketing research and equipped me with skills to undertake more advanced scholarly and professional research projects in the global business settings.
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