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Section 1
Introduction 
[bookmark: _Toc1337812354]KFC (Kentucky Fried Chicken) is a leading global fast-food chain specialising in fried chicken. This report examines KFC’s strategic marketing activities in two contrasting markets, the UK and China, to evaluate how effectively the brand adapts to different macro-environmental and consumer contexts. It begins with an overview of KFC’s corporate background, followed by a comprehensive PESTEL analysis, comparing the external environmental factors, and Hofstede's Cultural Dimensions in both countries. The report then explores KFC’s STP strategy, including segmentation bases such as demographic, psychographic, geographic, consumer type, benefit and usage segmentation. It also applies an international segmentation process: identifying macro segments based on education, profiling countries using data, selecting markets, identifying B2B or B2C segments, assessing viability and selecting targets. Positioning is analysed through attributes, competitors, use, price–quality, users, class and cultural symbols. The report further evaluates the 7Ps, Ansoff Matrix, ethical issues, recommendations, and applies Gibbs’ Reflective Cycle, followed by conclusion, summary and references.
Company Background 
KFC (Kentucky Fried Chicken) is a United States–based multinational fast-food chain founded by Colonel Harland Sanders. It is operating in over 150 countries worldwide. Although Sanders began selling fried chicken in the 1930s, the first official KFC franchise opened in 1952 in Utah, marking the brand’s formal establishment (KFC, 2024). Headquartered in Louisville, Kentucky, KFC operates under Yum! Brands, one of the world’s largest quick-service restaurant companies. As of 2023, KFC operates more than 30,000 restaurants in over 145 countries and territories worldwide, making it one of the most recognised fast-food brands globally (Yum! Brands, 2024). 
[image: TNP0522_web36]
Figure 1: Colonel Harland Sanders (Source: The Newspaper, 2022)
Mission & Vision of KFC: The company’s mission, aligned with Yum! Brands, is to build the world’s most loved, trusted and fastest-growing restaurant brands, while its vision focuses on delivering exceptional customer experiences through quality food, innovation and operational excellence (Yum! Brands, 2024). 
KFC entered the UK in 1965, opening its first restaurant in Preston, Lancashire, and today operates over 1,000 restaurants across the UK and Ireland (KFC UK, 2024). In China, KFC entered in 1987 with its first outlet in Beijing, becoming the first major Western fast-food chain in the country. It has since expanded to more than 12,000 restaurants, making China its largest international market (Yum China, 2024).
Financially, KFC is the largest and most profitable division within Yum! Brands. According to the Yum! Brands Annual Report 2023, the company generated total revenue of US$7.1 billion, with KFC contributing the highest share of system sales and operating profit among all its brands (Yum! Brands, 2024). KFC’s global system sales exceeded US$31 billion in 2023, reflecting strong brand equity and international demand. In China, KFC is operated by Yum China, which reported total revenues of US$11.0 billion in 2023, with KFC remaining its core growth driver due to its extensive store network and localisation strategy (Yum China, 2024). In the UK, KFC continues to demonstrate stable profitability supported by expansion strategies, digital ordering systems and delivery growth (KFC UK, 2024). Overall, KFC’s sustained revenue growth, strategic international expansion and strong operational performance in both developed and emerging markets reinforce its position as a global leader in the quick-service restaurant industry.
A. [bookmark: _Toc2138383727][bookmark: _Toc458449588]PESTEL Analysis of KFC in the UK and China 
[image: /Users/anikaayub/Downloads/Existing Product (1)/2.png2]
Figure 2: PESTEL Analysis (Source: Created by learner)
PESTEL analysis is a strategic framework used to evaluate the macro-environmental factors that affect an organisation’s performance. According to Philip Kotler and Kevin Lane Keller, PESTEL examines political, economic, social, technological, environmental and legal forces that shape opportunities and threats in the external marketing environment (Kotler and Keller, 2016). It helps firms align strategies with broader environmental conditions. 
· [bookmark: _Toc1676467144]Political Factors (UK) - favourable 
The UK provides a politically stable environment with strong governance and well-established food safety regulations, which create a predictable operating context for KFC. However, strict sugar and calorie reduction policies and multiple taxes (corporate tax, VAT, business rates and employer national insurance) increase compliance and operational costs. Brexit has also led to customs checks, supply chain delays and labour shortages due to reduced EU workforce mobility. Therefore, although political stability is favourable, regulatory pressure and Brexit-related costs make the overall political environment moderately unfavourable for KFC in the UK (UK Government, 2023).
· [bookmark: _Toc1397840568]Political Factors (China) - unfavourable 
China offers political stability and strong governmental oversight. The government strictly monitors food safety and regulates foreign brands, ensuring market discipline. However, foreign companies face tighter control and regulatory scrutiny compared to domestic firms. While policy stability and market size are favourable, strong state control and regulatory intervention can be restrictive. Overall, the political environment is stable but moderately unfavourable due to higher government control (World Bank, 2023).
· [bookmark: _Toc35328196]Economic Factors (UK) - unfavourable 
[bookmark: _Toc1055503600]The UK economy is large, with GDP of approximately US$3.3 trillion in 2023 and modest growth of around 0.1–1% (World Bank, 2024; ONS, 2024). GNI stood at about US$3.1 trillion (World Bank, 2024). Inflation averaged around 4% in 2023–24, increasing costs (ONS, 2024). High labour and rental costs pressure profitability, although KFC UK & Ireland reported robust sales growth of about 6.5% in 2025 and UK system sales up roughly 10% in recent quarters (Brand & MCA data, 2026; Marketing Week, 2025). KFC UK profitability surged with pre‑tax profits near £98 million in 2024 (City A.M., 2025). The economy is stable but slow‑growing, making the environment moderately unfavourable overall.
· Economic Factors (China) - favourable 
[bookmark: _Toc1634080980]China’s GDP was approximately US$17.8 trillion in 2023, with growth recovering to around 5.2%, highlighting strong expansion potential compared to many advanced economies (World Bank, 2024; NBS, 2024). In terms of GNI, China recorded approximately US$17.6 trillion in 2023 (World Bank, 2024). Labour costs remain lower than in the UK, supporting efficiency. Inflation stayed near 0–1% (NBS, 2024). KFC’s parent, Yum China, reported over US$11 billion in revenue (sales) and approximately US$1 billion in net profit in 2023, with KFC as its largest contributor (Yum China, 2024). Rising GDP per capita above US$12,000 supports purchasing power (World Bank, 2024). Despite structural challenges, China’s growth remains highly favourable.
· Social Factors (UK) - favourable 
UK consumers are increasingly health-conscious, demanding healthier menu options. However, there is also a strong takeaway culture and diverse food preferences. Health awareness may reduce fast-food consumption, making this factor slightly unfavourable. Nevertheless, continued demand for convenience food keeps the social environment moderately favourable overall (NHS, 2023).
· [bookmark: _Toc1978153024]Social Factors (China) - favourable 
In China, Western fast food is often perceived as modern and aspirational, particularly among young consumers. There is a strong eating-out culture, and KFC is highly popular. This positive brand perception and youth-driven demand make the social environment highly favourable for KFC’s operations (Euromonitor, 2024).
· Cultural (Hofstede’s Cultural Dimensions)
[image: Screenshot 2026-03-01 at 06.30.52]
Figure 3: Cultural Comparison Between the UK and China (Source: The Culture Factor, 2026)

	Dimension
	China
	UK
	Comparison

	Power Distance
	80 (High)
	35 (Low)
	China accepts strong hierarchy and centralized authority; the UK prefers flatter structures and participative management (Hofstede, 2001).

	Individualism
	43 (Collectivist)
	76 (Individualist)
	China emphasizes group loyalty and harmony; the UK values autonomy and personal achievement (Hofstede, 2001).

	Motivation toward Achievement (Masculinity)
	66
	66
	Both societies are achievement-driven and competitive, valuing success and performance (Hofstede et al., 2010).

	Uncertainty Avoidance
	30 (Low)
	35 (Low)
	Both tolerate ambiguity and change, supporting innovation and flexible business models (Hofstede et al., 2010).

	Long-Term Orientation
	77 (High)
	60 (Moderate-High)
	China is highly pragmatic and future-focused; the UK balances tradition with planning (Hofstede et al., 2010).

	Indulgence
	24 (Restrained)
	69 (Indulgent)
	China is restraint-oriented; the UK encourages enjoyment and consumption (Hofstede et al., 2010).



Figure 4: Hofstede’s Cultural Dimensions for UK and China (Source: The Culture Factor, 2026)
.
China is hierarchical, collectivist, pragmatic, and restrained. The UK is individualist, low power-distance, achievement-oriented, and indulgent. These contrasts influence consumer behaviour and management practices.

	The UK (Favourable)
	China (Highly Favourable)

	Low power distance supports decentralized store management and customer-focused service.
	High power distance supports centralized strategic control, which suits multinational operations.

	High individualism aligns with personalised marketing and value-based promotions.
	Collectivism aligns with family bucket meals and group dﬁ±Iy<ning culture.

	High indulgence supports fast-food consumption as a leisure activity.
	High long-term orientation favours sustained brand loyalty and strategic expansion.

	Competitive masculinity fits performance-driven retail environments.
	Low uncertainty avoidance allows adaptation and menu innovation.



Figure 5: KFC’s Cultural Fit in the UK and China (Source: Created by learner)
Overall, UK culture supports KFC’s brand positioning as convenient, indulgent fast food.
Despite low indulgence, KFC’s localization strategy (e.g., rice dishes, breakfast menus) aligns with pragmatic consumer behaviour, making China culturally advantageous.
	Advantages
	Disadvantages

	Provides a structured framework for comparing national cultures (Hofstede, 2001).
	Based originally on IBM employee data, limiting representativeness.

	Useful for international marketing and HR strategy formulation (Hofstede et al., 2010).
	Over-generalises national cultures, ignoring regional and generational differences.

	Offers predictive insights into leadership, communication, and consumer behaviour.
	Treats culture as relatively static despite globalization.

	Widely applicable across industries and international business contexts (Hofstede, 2001).
	Does not fully capture hybrid or multicultural identities. 



Figure 6: Advantages and Disadvantages of Hofstede’s Model (Source: Created by learner)
[bookmark: _Toc1623535161]Hofstede’s model offers macro-level insight, but culture alone cannot ensure market success. Institutional factors, economic conditions, and localization strategies influence KFC’s performance, as seen in China’s product adaptation and supply-chain investment and the UK’s indulgence tempered by health awareness.
· Technological Factors (UK) - favourable 
KFC UK invests in digital ordering systems, mobile apps, databases for personalised offers and touchscreen kiosks. Integration of smartphone ordering and promotional technologies enhances customer engagement. These innovations improve operational efficiency and customer experience, making the technological environment favourable.
· [bookmark: _Toc828232145]Technological Factors (China) - favourable 
China demonstrates advanced technological integration, including AI-powered menu personalisation, facial recognition payments (“smile to pay”) and sophisticated mobile payment systems. Partnerships in virtual and augmented reality marketing also strengthen innovation. As China leads in mobile payment integration, the technological environment is highly favourable.
· [bookmark: _Toc108661161]Environmental Factors (UK) - unfavourable 
The UK faces strong pressure to reduce plastic packaging and food waste. Regulations encourage recycling and energy-efficient equipment usage. While sustainability initiatives improve brand image, strict enforcement increases compliance costs. Therefore, the environmental environment is moderately unfavourable despite reputational benefits (DEFRA, 2023).
· [bookmark: _Toc907032977]Environmental Factors (China) - favourable 
China promotes biodegradable packaging, renewable energy and digital waste-tracking systems in urban areas. Although enforcement may vary regionally, sustainability initiatives and eco-friendly marketing support long-term brand positioning. Overall, environmental factors are moderately favourable.
· [bookmark: _Toc1664318033]Legal Factors (UK) - favourable 
The UK has strict food safety, labour, minimum wage, health and safety, and consumer protection laws. Strong intellectual property protection safeguards KFC’s brand. Although compliance costs are high, transparency and legal protection make the legal environment favourable overall.
· [bookmark: _Toc1218678456]Legal Factors (China) - unfavourable 
China frequently updates foreign investment, labour and food safety laws. Data protection regulations such as the Personal Information Protection Law (PIPL) increase compliance requirements. While strict monitoring ensures quality standards, evolving regulations can create uncertainty. Thus, the legal environment is moderately unfavourable for foreign firms. 
· [bookmark: _Toc1777268553]Similarities in the UK and China Market based on PESTEL Analysis:
Both the UK and China present favourable macro-environments for KFC, particularly through large consumer markets, stable governance structures and growing demand for convenient food services. Economic growth, urbanisation and digital delivery platforms support fast-food expansion, while regulatory systems and food-safety standards shape industry operations in both markets today globally (Johnson, Scholes and Whittington, 2017; Kotler and Keller, 2016).
· Differences in the UK and China Market based on PESTEL Analysis:
Differences arise mainly from political control, cultural values and regulatory priorities. China demonstrates stronger state influence, higher power distance and stricter digital governance, while the UK operates within liberal market institutions and transparent regulation. Economic maturity, consumer lifestyles and health policy pressures therefore shape distinct market risks and opportunities globally (Hofstede, 2001; Kotler and Keller, 2016).
B. KFC’s STP strategies in the UK and China market 
· [bookmark: _Toc1202524148]Segmentation: 
Segmentation is dividing a market into distinct groups of consumers with similar needs, behaviours, or characteristics (Kotler & Keller, 2016).
Segmentation refers to the strategic process used by KFC to divide its broad market into smaller, manageable groups of consumers who share similar characteristics, needs, behaviours or locations (Kotler and Keller, 2016). In both the UK and China, KFC applies multi-dimensional segmentation but adapts its emphasis according to cultural and economic contexts.
[bookmark: _Toc854753519][bookmark: _Toc260561611]1. Demographic
[bookmark: _Toc1324279050]In the UK, KFC targets teenagers, young adults (16–35), students, and middle-income families seeking affordable convenience food, with income sensitivity heightened by high living costs and inflation (Euromonitor, 2023). In China, segmentation covers urban middle-class families, children, and young professionals, reflecting rising disposable income and strong family dining culture (Yum China, 2024). China’s larger population enables a broader demographic reach than the mature UK market.
2. Geographic
[bookmark: _Toc637475842]UK locations focus on urban centres, transport hubs, retail parks, and drive-throughs, matching developed infrastructure and busy lifestyles (Yum! Brands, 2024). China’s tiered city strategy prioritises Tier 1 and 2 cities for premium sales, while lower-tier cities offer long-term expansion, reflecting economic disparities and urbanisation (Yum China, 2024).
3. Psychographic
UK consumers show high individualism and indulgence, valuing convenience, self-expression, and quick indulgent meals (Hofstede Insights, 2024). Chinese consumers are collectivist and long-term oriented, favouring group dining and aspirational Western brands. KFC adapts messaging: convenience-driven in the UK and family-oriented, culturally integrated in China (Zhang and Xiao, 2020).
VALS Framework: VALS (Values, Attitudes, and Lifestyles) is a consumer segmentation system that classifies individuals based on psychological traits, motivations, and resources to predict buying behavior and lifestyle preferences (Mitchell, 1983).
[image: /Users/anikaayub/Downloads/a1.pnga1]
Figure 7: VALS Framework (Source: Created by learner)
In the UK, KFC targets experiencers and achievers, who seek convenience, novelty, and social dining experiences, emphasizing quick, tasty meals and trendy offerings.
In China, KFC focuses on believers and achievers, valuing tradition, family-oriented meals, and practical, culturally adapted menu items that fit local tastes and consumption habits (Zhang & Khare, 2009).
4. Behavioral
[bookmark: _Toc539839844]In the UK, segmentation targets frequent takeaway users, price-sensitive customers, and digital app users motivated by promotions (Euromonitor, 2023). In China, it includes breakfast consumers, family gatherings, and digitally engaged users responsive to innovation and localisation (Yum China, 2024).
· Targeting:
Targeting is the process of evaluating different market segments and selecting one or more groups of consumers to serve with tailored marketing strategies (Kotler and Keller, 2016).
Both UK and China’s KFC adopts a differentiated targeting strategy, offering tailored marketing mixes to multiple segments rather than concentrating on a single niche (Kotler and Keller, 2016). 
Differentiated targeting involves serving multiple market segments by designing separate marketing mixes for each segment (Armstrong et al., 2020).
In the UK, KFC targets young adults and value-conscious families with price promotions, meal bundles, and digital discounts. In China, it targets urban middle-class families, children, and professionals using localised menus, breakfast, technology, expansion, and innovation-driven strategies.
· [bookmark: _Toc2117333180]Positioning:
Positioning is how a brand occupies a distinct place in consumers’ minds relative to competitors based on important attributes or benefits. It aims to create a clear mental image that influences purchase decisions (Kapferer, 2012; Crawford & Matshews, 2001). 
KFC UK uses product attributes positioning, focusing on high‑quality chicken, unique Original Recipe taste and menu innovation to differentiate itself from rivals like McDonald’s and Burger King. This highlights tangible product benefits that appeal to UK consumers’ taste and quality expectations.
[bookmark: _Toc67241823]KFC China uses use/application positioning by localising offerings (rice dishes, congee, Chinese flavours) and marketing to fit local eating occasions and cultural preferences, making the brand relevant to Chinese food habits.

Perceptual map of KFC in the UK 
Perceptual mapping is a visual technique used in marketing to represent how consumers perceive competing brands based on key attributes such as price and quality (Kotler and Keller, 2016). It helps firms identify competitive positioning, market gaps, and opportunities for differentiation (Aaker, 1996).
The UK perceptual map positions KFC along quality (low–high) and price (low–high). KFC occupies mid-to-high quality and medium price, differentiating through taste, consistency, and convenience, while competitors vary from lower-priced McDonald’s to premium Five Guys (Dibb & Simkin, 2008; Hooley et al., 2017).

[image: /Users/anikaayub/Downloads/Existing Product (3).pngExisting Product (3)]
Figure 8: Perceptual Map of KFC in the UK (Source: Created by learner)

The Similarities and Differences of KFC’s STP in the UK and China 
· Similarities: KFC uses multi-dimensional segmentation—demographic, geographic, psychographic, and behavioural—and differentiated targeting in both the UK and China, serving diverse consumer groups with tailored offerings (Kotler and Keller, 2016; Armstrong et al., 2020). In both markets, it positions around quality, taste, and convenience, maintaining a consistent global brand identity.
· Differences: Cultural and market conditions shape execution. The UK targets value-conscious, individualistic consumers seeking convenience, while China focuses on family-oriented, collectivist segments with localisation, broader reach, and culturally relevant menu adaptation; the UK emphasizes price competitiveness and quick-service convenience (Yum China, 2024; Hofstede Insights, 2024).
International Marketing Mix (7Ps) Comparison of KFC in the UK and China 
[image: /Users/anikaayub/Downloads/Existing Product (1)/3.png3]
Figure 9: Marketing Mix (Source: Created by learner)

The marketing mix refers to a set of controllable tactical marketing tools—traditionally product, price, place and promotion—that firms combine to produce the desired response in a target market (McCarthy, 1964; Kotler and Keller, 2016). It provides a structured framework for implementing marketing strategy and delivering customer value.
· Product:
In the UK, KFC focuses on its core fried chicken menu, wraps and value buckets, reflecting relative standardisation in a mature market (Yum! Brands, 2024). In China, strong localisation is evident through rice meals, congee, seasonal products and menu innovations tailored to local tastes (Yum China, 2024).
Product Example of KFC:
[image: /Users/anikaayub/Desktop/Screenshot 2026-04-06 at 17.51.59.pngScreenshot 2026-04-06 at 17.51.59] [image: /Users/anikaayub/Desktop/UWTSD/Screenshot 2026-04-06 at 17.54.47.pngScreenshot 2026-04-06 at 17.54.47]
Figure 10: Example of UK                      Figure 11: Example of China
(Source: KFC UK, 2026)                     (Source: KFC Hong Kong, 2026)
Product Depth: Product depth refers to the number of variations within a single product line (Kotler and Keller, 2016). In the UK, depth is shown through bucket sizes (6, 10, 14 pieces), flavour options (Original Recipe, Hot Wings) and meal combinations. In China, depth includes regional flavours (e.g., spicy chicken), seasonal menus and multiple meal formats (Zhang and Xiao, 2020).
Product Width: Product width refers to the total number of distinct product lines a company offers (Kotler and Keller, 2016). KFC demonstrates wide product width. For example, in the UK, product lines include chicken buckets, burgers (Zinger), wraps, sides and beverages. In China, width is broader, including rice bowls, congee, breakfast menus and desserts, reflecting strong localisation (Yum China, 2024).
Additional Branding Strategies:
1. Brand Consistency: KFC maintains a strong global identity through its Original Recipe and Colonel Sanders branding, ensuring recognisability and trust across markets (Keller, 2013). 
2. Localisation Branding: KFC adapts branding and menu offerings to local cultures, particularly in China, enhancing cultural relevance and customer connection (Zhang and Xiao, 2020). 
3. Digital Branding: KFC uses mobile apps and social media campaigns to engage younger consumers and strengthen brand loyalty (Yum China, 2024).
· Price:
In the UK, KFC mainly adopts competition-based pricing due to intense rivalry with brands such as McDonald’s and Burger King, alongside elements of demand/supply-based pricing influenced by inflation, consumer demand and input costs (Kotler and Keller, 2016). In China, KFC primarily uses demand/supply-based pricing, adjusting prices across city tiers based on demand, income levels and market conditions, while also incorporating competition-based pricing in urban markets (Yum China, 2024; Armstrong et al., 2020).
· Place:
In the UK, KFC relies on high-street outlets, retail parks and drive-through formats supported by delivery platforms. In China, prime mall locations, transport hubs and deep integration with digital delivery ecosystems dominate (Yum China, 2024).
KFC uses direct B2C (company/franchised outlets, mobile apps) and indirect B2C (Deliveroo, Uber Eats, Meituan), following an intensive distribution strategy to maximise coverage (Yum! Brands, 2024; Yum China, 2024). Franchising operates in both markets; advantages include rapid expansion and lower capital investment, while disadvantages include reduced control and potential inconsistency (Kotler and Keller, 2016). 
[image: Existing Product (2)]
Figure 12: Diagram of Distribution channel of KFC in the UK (Source: Created by learner)
[image: Existing Product (2)]
Figure 13: Diagram of Distribution channel of KFC in China (Source: Created by learner)
Stores: 
[image: /Users/anikaayub/Downloads/1.uk.jpg1.uk]   [image: /Users/anikaayub/Downloads/20170626015347_KFC.jpg20170626015347_KFC]
Figure 14: KFC outlet in the UK                    Figure 15: KFC outlet in China
(Source: Oliver, 2025)                                (Source: Kang, 2017)
· Promotion:
IMC: Integrated Marketing Communications (IMC) refers to coordinating promotional tools to deliver a consistent message across channels (Kotler and Keller, 2016). It helps KFC ensure brand consistency in the UK while enabling culturally adapted, digitally integrated campaigns in China (Yum China, 2024).
In the UK, KFC utilises television and social media advertising, for example its humorous TV campaigns designed to engage younger consumers and reinforce brand personality (KFC UK, 2024). In China, KFC relies more on digital media such as WeChat and mobile applications, exemplified by app-based promotional campaigns that integrate ordering and loyalty rewards (Yum China, 2024).
KFC in the UK uses a promotional mix of sales promotions (value meals), advertising, public relations and digital direct marketing to attract and retain customers (KFC UK, 2024; Kotler and Keller, 2016). In China, KFC combines sales promotion, digital direct marketing, public relations and sponsorships to deliver localised, relationship-focused engagement (Yum China, 2024).
	Television (UK)
	Digital Media (China)

	Advantage

	Reaches a mass audience and strengthens brand recognition (Kotler and Keller, 2016). 
	Enables precise targeting and interactive customer engagement (Chen and Xie, 2021). 

	Disadvantage

	High advertising costs and limited audience targeting. 
	Raises data privacy concerns and dependence on digital platforms. 



Figure 16: Advantage and disadvantage of TV and Digital Media (Source: Created by learner)
Appeal: KFC UK employs emotional and humour-based appeals to engage younger, individualistic consumers, reinforcing indulgence and enjoyment (Kotler and Keller, 2016; KFC UK, 2024). In China, appeals are family-oriented and culturally relevant, highlighting togetherness, traditions, festivals, and group dining occasions (Yum China, 2024; Zhang and Xiao, 2020). 
International advertising challenges:
· UK: Strict advertising regulations and rising health concerns limit promotion of fast food (NHS, 2023; Kotler and Keller, 2016). 
· China: Cultural differences and government control over media require strong localisation (Zhang and Xiao, 2020). 
· People:
In the UK, staff training focuses on efficiency and customer service in a low power-distance culture (Hofstede Insights, 2024). In China, hierarchical management structures align with higher power distance, and employees are trained to deliver structured service experiences.
Around 30,000 employees in the UK and over 400,000 in China (Yum China, 2024). Training is digitally supported in the UK and more structured in China. Service is faster in the UK but more personalised in China.
· Process:
UK operations emphasise speed, self-service kiosks and app-based ordering to match convenience-driven demand. China demonstrates more advanced digital integration, including AI-driven ordering and seamless mobile payment systems (Yum China, 2024).
Customers’ complaints handled via in-store, website, apps, email and social media (KFC UK, 2024; Yum China, 2024). 
· Physical Evidence:
In the UK, restaurant design reflects modern, casual dining aesthetics supporting quick visits. In China, outlets often appear more premium and spacious, reinforcing aspirational brand positioning and family dining appeal.
Website: 
[image: Screenshot 2026-04-12 at 22.12.17]  [image: /Users/anikaayub/Desktop/UWTSD/Screenshot 2026-04-12 at 22.18.30.pngScreenshot 2026-04-12 at 22.18.30]
Figure 17: KFC Website of the UK       Figure 18: KFC Website of China
(Source: KFC UK, 2026)                       (Source: KFC UK, 2026)
Staff Uniform: 
[image: uk]   [image: /Users/anikaayub/Downloads/china.jpgchina]
Figure 19: KFC staff in the UK                  Figure 20: KFC staff in China
(Source: KFC Careers, 2026)                  (Source: Business Insider, 2017)

Packaging Design:
[image: /Users/anikaayub/Downloads/uk (1).jpguk (1)]   [image: /Users/anikaayub/Downloads/chinaaa.jpgchinaaa]
Figure 21: KFC burger box in the UK        Figure 22: KFC burger box in China
(Source: iNews, 2020)                           (Source: Eataku, 2016)
Similarities between the Marketing Mix of the UK and China’s KFC:
· Digital ordering and delivery integration 
· Franchising-based expansion 
· Intensive distribution strategy 
Differences between the Marketing Mix of the UK and China’s KFC:
· China more advanced in digital ecosystems 
· China offers more personalised service 
· UK focuses more on speed and efficiency
C. [bookmark: _Toc556920839]Directional Development Strategy of KFC in the UK (Ansoff Matrix) 
[image: 1]
Figure 23: Ansoff Matrix (Source: Created by learner)

Directional development strategy refers to the strategic choices that determine an organisation’s overall growth direction, including market penetration, product development, market development and diversification (Ansoff, 1957; Johnson, Scholes and Whittington, 2017). It defines how firms expand, compete and allocate resources to achieve long-term competitive advantage.
The Ansoff Matrix outlines four strategic growth options: market penetration, product development, market development and diversification (Ansoff, 1957). KFC’s directional strategy in the UK leverages these quadrants to grow in a mature, competitive fast-food market.
· [bookmark: _Toc1828147398]Market Penetration
Market penetration increases sales of existing products in existing markets. KFC UK expands drive-through outlets, digital ordering channels, and delivery partnerships to boost frequency and market share (Yum! Brands, 2024). Post-COVID convenience drives online ordering via Uber Eats and Deliveroo (Euromonitor, 2023), aligning with UK consumer behaviour and low uncertainty avoidance culture (Hofstede Insights, 2024).
· Product Development
Product development focuses on new products for existing markets. KFC UK introduces plant-based items, salads, and seasonal limited editions (e.g., themed buckets) to address evolving health and lifestyle trends (Euromonitor, 2023; NHS, 2023), balancing indulgence with healthier, trend-driven options.
· Market Development
Market development involves selling existing products into new segments or locations. KFC UK expands into smaller towns and suburban retail parks, increasing drive-through presence and targeting older adults and family dining occasions to support growth (Yum! Brands, 2024).
· Diversification
Diversification involves new products in new markets but remains limited in KFC UK’s strategy. Examples include retail extensions such as KFC-branded frozen supermarket products, while expansion beyond core food service operations remains minimal compared with restaurant growth.
D. Ethical Issues in KFC’s UK Marketing Mix
KFC UK’s marketing mix has demonstrated both ethical and unethical practices across product, price, place and promotion.
[bookmark: _Toc1624780557]Ethical Issues Evaluation
· Health and Nutrition:
A long-standing ethical critique of fast-food marketing relates to its contribution to unhealthy diets, obesity and related health problems (Swinburn et al., 2019). While KFC has introduced healthier options, its core menu remains high in calories, saturated fats and sodium. The ethical question arises over whether the company adequately balances commercial interests with public health responsibilities.
· Youth-Targeted Promotion:
Another ethical concern is marketing to younger demographics through humour and digital engagement, which can influence children’s food choices (Boyland et al., 2016). Even with advertising standards, social media and influencer campaigns can blur lines, raising ethical questions about responsible targeting.
· [bookmark: _Toc284766247]Examples of Ethical Marketing in the UK
[bookmark: _Toc1472747813]1. Health-Oriented Innovation
KFC UK introduced plant-based chicken alternatives, responding to consumer demand for healthier and environmentally conscious options (Euromonitor, 2023). This aligns with ethical responsibility to offer choices that support public health and sustainability.
[bookmark: _Toc575977769]2. Nutritional Transparency
KFC UK provides comprehensive nutritional information in-store and online, assisting consumers to make informed decisions. Transparency supports ethical marketing by enabling healthier choices (NHS, 2023; Kotler and Keller, 2016).
· [bookmark: _Toc1749566554]Examples of Unethical Marketing in the UK
[bookmark: _Toc1618978354]1. Price Promotions Encouraging Over-consumption
Value bundles and discounted large meals may encourage excessive calorie intake (Jones et al., 2018). While commercially effective, this can be considered unethical when promotions incentivise overconsumption of unhealthy foods.
2. [bookmark: _Toc1551388188]Youth-Focused Digital Promotion
[bookmark: _Toc1582317489]Although not illegal, social media and influencer campaigns targeting younger audiences may promote unhealthy eating among children and teens (Boyland et al., 2016), raising ethical concerns. KFC UK emphasises market penetration, product and targeted market development in new segments and locations in a mature market, while public health, pricing, and youth-promotion concerns persist, requiring balance with evolving ethical standards.
E. Recommendations for KFC in the UK and China Market
· [bookmark: _Toc1720036822]Recommendations for KFC in the UK Market
[bookmark: _Toc195912049]1. New Strategic Directions
· KFC UK should adopt a health-centric differentiation strategy balancing indulgence with wellbeing. 
· Increasing health awareness among consumers (Swinburn et al., 2019) requires integration of transparent nutrition into branding. 
· This supports sustainable growth and strategic innovation (Kotler and Keller, 2016). 
2. New Brand Image
· Reposition KFC as a “Better-Balance Fast Food Brand.” 
· Focus on flavour alongside informed consumer choice. 
· Promote healthier recipes, sustainability initiatives (e.g., packaging reduction), and family-friendly positioning. 
· Strengthens emotional connection with health-conscious consumers. 
3. New Targeting Strategy
· Adopt a segmented differentiated targeting approach: 
· Health-aware consumers (25–45 urban professionals) 
· Family groups (shared dining occasions) 
· Digital-native users (app-based engagement) 
· Aligns with differentiated targeting theory (Kotler and Keller, 2016). 
4. New STP Configuration
· Segmentation: Psychographic (health), demographic (age/lifestyle), behavioural (usage frequency). 
· Targeting: Health-seekers, value seekers, digital users. 
· Positioning: “Tasty, balanced choices for modern lifestyles.” 
5. New Product Ideas
· KFC can introduce: 
· Grilled chicken (lower calorie/sodium) 
· Salad bowls with protein-based meals 
· Seasonal locally sourced menu items 
· Supports product development strategy (Ansoff, 1957). 
6. Pricing Strategies
· Apply value–quality pricing model: 
· Tiered pricing (healthy vs classic options) 
· Health-focused bundles 
· Avoid excessive promotion of high-calorie consumption (Jones et al., 2018). 
7. Physical Evidence Improvements
· Improve restaurant environment: 
· Visible nutritional information boards 
· Open kitchen layouts 
· Sustainable/green design elements 
· Enhances transparency and ethical perception (Zeithaml, Bitner and Gremler, 2018). 
8. Ethical Marketing Improvements
· Avoid value bundles encouraging overconsumption. 
· Ensure age-appropriate messaging (limit child-focused targeting). 
· Display nutritional information clearly in all promotions. 
· Builds trust and long-term loyalty (Schlegelmilch, 2016). 
· Recommendations for KFC in the China Market
1. New Strategic Directions
· Adopt a glocal innovation strategy combining Western fast-food appeal with Chinese preferences. 
2. New Brand Image
· Position as a “Modern Family Dining Brand.” 
· Emphasise communal meals and premium local taste experiences. 
· Aligns with collectivist culture (Hofstede Insights, 2024). 
3. New Targeting Strategy
· Apply cluster targeting: 
· Young urban professionals 
· Multi-generational families 
· Digital delivery users (Alipay, Meituan) 
· Supports differentiated targeting (Kotler and Keller, 2016). 
4. New STP Configuration
· Segmentation: Geographic (tier cities), behavioural (delivery use), psychographic (taste preference). 
· Targeting: Tech-savvy families and trend-seekers. 
· Positioning: “Local flavour, global quality.” 
5. New Product Ideas
· KFC can introduce: 
· Regional menu items (Sichuan spicy, Cantonese rice) 
· Tea-based beverages 
· Expanded healthy congee/porridge lines 
· Supports product development strategy (Ansoff, 1957). 
6. Pricing Strategies
· KFC can use: 
· Group value meals (family buckets) 
· Tiered pricing across city levels 
· Reflects income variation and affordability. 
7. Physical Evidence Enhancements
· Improve in-store experience: 
· Culturally themed interiors 
· Mandarin digital interfaces 
· Integration with digital ecosystems 
· Strengthens localisation and customer experience (Chen and Xie, 2021). 
Section 2
Reflective Account Using Gibbs’ Reflective Cycle 
Gibbs’ Reflective Cycle is a structured framework designed to support experiential learning and continuous improvement through six stages: description, feelings, evaluation, analysis, conclusion, and action plan (Gibbs, 1988). The model promotes critical thinking by encouraging deeper reflection beyond description, enabling individuals to evaluate experiences and apply learning for future development. It is widely used in higher education to enhance reflective practice and academic performance (Moon, 2013).
[image: Gibbs-Reflective-Cycle-1024x1024]
Figure 24: Gibbs Reflective Cycle (Channell, 2025)
· Description
In preparing this international marketing report on KFC in the UK and China, I followed a systematic and structured research process aligned with academic standards. Initially, I carefully reviewed the assessment brief and module learning outcomes to ensure a clear understanding of expectations. I then selected appropriate academic frameworks, including PESTEL, STP, the 7Ps marketing mix, Ansoff’s Matrix, and Hofstede’s Cultural Dimensions, to guide my analysis.
To ensure academic credibility, I prioritised books and peer-reviewed journal articles when collecting theoretical sources. After gathering relevant literature, I organised the report into logical sections, enabling a clear comparison between the UK and China markets. I integrated empirical data with theoretical concepts to support arguments and maintained consistent Harvard referencing throughout. This structured approach ensured coherence and alignment with academic requirements.
· Feelings
At the beginning of the process, I felt confident in applying fundamental marketing frameworks but uncertain about managing the extensive scope of analysing two contrasting countries. The volume of information initially appeared overwhelming, particularly when integrating macro-environmental analysis with cultural frameworks and ethical considerations. I was also concerned about maintaining a critical perspective rather than producing a descriptive report.
However, as I progressed through drafting and revising, my confidence improved. I became more comfortable synthesising theory and evidence, particularly when analysing cultural differences and strategic adaptation. The process gradually shifted from uncertainty to a sense of achievement as I developed stronger analytical understanding.
· Evaluation
Several aspects of my approach were effective. Planning the structure before writing improved the logical flow and coherence of the report. The use of established academic sources strengthened the credibility of my analysis and ensured alignment with scholarly standards. Additionally, adopting a comparative approach between the UK and China enhanced critical insight and avoided superficial evaluation.
Nevertheless, there were limitations. Maintaining depth while adhering to strict word limits was challenging, requiring extensive editing and condensation. Initially, I relied too heavily on descriptive content, which required revision to strengthen critical evaluation and argumentation. Although time management was generally effective, refining academic language and ensuring referencing accuracy demanded more time than anticipated.
· Analysis
Reflecting on the process emphasised the importance of linking theoretical frameworks to real-world application. For example, applying Hofstede’s Cultural Dimensions provided valuable insight into cultural differences influencing KFC’s localisation strategies. However, critical reflection also highlighted its limitations, particularly its inability to fully capture dynamic cultural changes in globalised markets (Hofstede, 2001).
Similarly, Ansoff’s Matrix offered a clear strategic structure for analysing growth options, yet its effectiveness depends on market conditions and organisational capabilities (Johnson, Scholes and Whittington, 2017). This demonstrated that frameworks should not be applied mechanically but evaluated within context.
Furthermore, evaluating ethical marketing required integrating public health literature with marketing theory, highlighting the interdisciplinary nature of international marketing. This stage reinforced that strong academic work requires synthesis, critical evaluation, and theoretical integration rather than isolated application of models. It also deepened my understanding of how ethical considerations influence strategic decision-making in global markets.
· Conclusion
Through this reflective process, I recognised that effective academic research requires structured planning, critical engagement, and continuous revision. I developed stronger analytical skills in comparing international markets, integrating theoretical frameworks, and evaluating ethical implications. Additionally, I understood the importance of balancing conciseness with analytical depth to meet academic standards.
· Action Plan
For future assignments, I will adopt a more structured approach by developing a detailed analytical outline before beginning the writing process. I will allocate dedicated time for critical evaluation to avoid descriptive bias and ensure deeper analysis. I also plan to engage more extensively with contemporary journal literature to strengthen theoretical discussion.
Furthermore, I will continue improving my academic writing by focusing on clarity, precision, and conciseness. Enhancing referencing accuracy and maintaining consistency will also be prioritised. These improvements will support the development of stronger, more critically engaged academic work in future studies.
Summary 
This report critically analysed KFC’s marketing strategies in the UK and China using PESTEL, Hofstede, STP, the 7Ps and Ansoff’s Matrix. Findings highlight contrasting market conditions, cultural influences and strategic adaptations. The reflection emphasised structured research, critical analysis and theoretical integration as essential for effective international marketing evaluation and academic development.
Conclusion 
KFC’s success in the UK and China reflects its ability to balance global consistency with local adaptation. While economic, cultural and regulatory differences shape strategy, sustainable growth depends on innovation, ethical awareness and responsiveness. Effective international marketing requires integrating theory with practice to address complex and dynamic global market environments.
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