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[bookmark: _f2n4wdgi0ixb][bookmark: _Toc227430112]Section 1: Report on the International Marketing Mix of KFC in
 India and China 

[bookmark: _cy4s8r6q4cks][bookmark: _Toc227430113]1. Introduction and Company Background
[bookmark: _d5vbtqfbykd1][bookmark: _Toc227430114]1.1 Company Background
KFC is known for its rapidly growing fast food chain across many countries of the world, serving chicken recipes to its customers. According to Reuters (2025), the revenue of the operator of KFC in India is facing a significant loss. According to Agarwal (2025), the operator of KFC Devyani International has grown more than 12.6% as compared to the previous year's revenue (Refer to Figure 1). Therefore, KFC operate through its number of food chains in the different cities of India, having a specialised menu for the local customers. According to Lai (2023), KFC has a strong base in many cities in China, through working with a great business model. According to Cunningham (2026), KFC loyalty program revenue reached to $20 billion in 2025 in China and is expected to grow further. Therefore, the brand focuses on rapid expansion, revenue generation, and localisation to compete in the intense market of China. Hence, in both countries, KFC has its own brand presence, great quality of food and popularity among customers for its global recognition. 














   Figure 1. Revenue of the Devyani KFC
[image: ]
                                       Source: Adapted From: Agarwal, 2025


Figure 2. Growth of KFC in Chinese Cities
[image: ]
                                              Source: Adapted From: Lai, 2023
[bookmark: _g3eo7ghvwvo3][bookmark: _Toc227430115]1.2 Purpose of the Report
This report is developed to assess the evaluation of the international marketing strategies for KFC in India and China. According to Tan (2025), an international marketing report is developed due to the need of the company to establish its objectives in the intended foreign market with efficient execution. This report expected to assess the internal and external market conditions of India and China, and the possible risks are also considered and described through this. The effect of the different market factors is also evaluated, and regarding recommendations are suggested. This report also evaluates the ethical challenges faced by the company in both countries in recent times.
[bookmark: _slpc2u9u1pig][bookmark: _Toc227430116]2. PESTLE Analysis on India and China :

[bookmark: _m461xsjgm9dw][bookmark: _Toc227430117]2.1 PESTLE Analysis on China
Political
India: (Favourable)
The “Pradhan Mantri Kisan SAMPADA Yojana (PMKSY)” was introduced by the “Government of India” (GOI) through the “Ministry of Food Processing Industries” (MoFPI) (IBEF, 2025). The Political Stability Index of India shows a value of -0.79 points, which is an increase from -0.84 points in 2024. This shows a little stability in the political condition in India (The Global Economy, 2026g) (Refer to Figure 3).

Figure 3. Political Stability Index of India
[image: ]
                                  Source: Adapted from: The Global Economy, 2026f
China: (Favourable)
In an attempt to satisfy consumer demands sustainably, the Chinese government has encouraged the production of high-quality foods by sustainable means through its support of the Chinese food processing industry (Dou et al. 2022).China’s Political Stability Index shows a value of -0.15 points in 2024, an increase from -0.17 points in 2023. This shows stability retained in politics in China (The Global Economy, 2026c) (Refer to Figure 4). 

Figure 4. Political Stability Index of China
[image: ]
                               Source: Adapted from: The Global Economy, 2026b
Economic
India: (Favourable)
India’s food processing market growth shows ₹30.49 trillion in 2024 and aims to reach ₹65.24 trillion in 2033 (Research and Marketing, 2025) (Refer to Figure 5).
       
Figure 5. India’s Food Processing Market Growth
[image: ]
                                   Source: Adapted from: Research and Marketing, 2025
India’s economic growth in Q4 2025 shows a value of 7.64%, which shows stable economic growth (The Global Economy, 2026e) (Refer to Figure 6).
Figure 6. India’s Economic Growth
[image: ]
                               Source: Adapted from: The Global Economy, 2026d
China: Unfavourable
The latest value of China’s food production industry growth shows a value of 111.8 points in 2022 (The Global Economy, 2026d) (Refer to Figure 7).

Figure 7. China’s Food Production Index
[image: ]
                                Source: Adapted from: The Global Economy, 2026c
China’s economic growth shows a value of 4.5%, which is a decrease from 4.8% in Q4 2025 (The Global Economy, 2026a) (Refer to Figure 8)
Figure 8. China’s Economic Growth
[image: ]
                                  Source: Adapted from: The Global Economy, 2026a
Social
India: (Unfavourable)
On the contrary, the overall minimum wage in Haryana increased by just 15%, from Rs 9,803.24 per month in July 2021 to Rs 11,274.60 per month in July 2025. Overall, the labour cost has increased in India (The Indian Express, 2026). The Social Globalisation index shows a decrease in 2023 (48.05 points) (The Global Economy, 2026g) (Refer to Figure 9).

Figure 9. Social Globalisation Index in India
[image: ]
                                 Source: Adapted from: The Global Economy, 2026f
China: 
Labour cost decreased in China to 63.90 points in February 2026 (Trading Economics, 2026) (Refer to Figure 10).

Figure 10. Labour Cost in China
[image: ]
                                    Source: Adapted from: Trading Economics, 2026b

Consumer spending in China increased to ¥538646.10 Hundred Million in 2024 (Trading Economics, 2026a) (Refer to Figure 11).

Figure 11. Consumer Spending in China
[image: ]
                               Source: Adapted from: Trading Economics, 2026a




Cultural
Figure 12. Hofstede Model for India and China 
[image: ]
                                       Source: Adapted From: The Culture Factor, 2026
Power Distance
India: India has a PDI score of 77 in the Hofstede model, which shows that the country has a structured and hierarchical society that acknowledges the unequal power distribution while operating under the leadership (Refer to Figure 12). 
China: China has more power distance than India, which reflects that the society of the country supports the inequalities and abusive power usage by the higher authorities. 
Individualism
India: India has a low individualism score, which shows that the country has collectivist traits among its citizens. According to Varma et al. (2025), the Indian work areas have both collectivist and individualist aspects, that prefers working in groups. 
China: According to Rutar (2025), individualism supports the mutual trust, cooperation, and well-being of the participants. Hence, China has a collectivist trait, and all of them are family-oriented, but the society has more individualistic factors than India. 
Motivation Towards Success 
India: The score of India has stated that fact, the society has focused on achieving success, competing in the market, and being the best in the field. As a democratic country, India has a decision-based structure within the society, power and success.
China: According to Chiu et al. (2024), the growth mentality of the Chinese people is more empowered, which drives them towards success. Motivation towards the success of the Chinese society is high on the Hofstede model at 66, higher than in India (Refer to Figure 12). 
Indulgence 
India: The Indian culture is more restrained, and the social structure is more involved in the social needs of humans. According to TOI (2025), Indians like to track their spending and compromises the health and food, and hold a disciplined life. 
China: According to Jie et al. (2026), the Chinese lifestyle is transforming towards technological practices and reshaping in western culture. However, the Hofstede model shows that indulgence among the citizens is low, which shows that fulfilling desires and experiencing good times is not a habit in the society.
Long-term Orientation 
India: India has a mediating score in the long-term orientation, which shows that it leverages the advantages of its past doing and also faces the disadvantages. It greatly focuses on the future development of the country, whereas the traditional belief also lies in their decisions. 
China: China has a high long-term orientation score, which follows the fact that the society supports the evidence-based truths and is also flexible to adapt to new changes and situations. 
Uncertainty Avoidance 
India: India’s medium uncertainty avoidance score supports the acceptance of uncertainties, and it also follows the review of the mistakes and modifications. According to Ronad (2024), the Indian society is transforming towards being adaptive, culturally inclusive and globally impactful.
China: The uncertainty score of China is low, which describes that the society is very concern about the uncertainties and focuses on avoiding risks. 
Technological
India: (Unfavourable)
India’s fast food manufacturing industry is experiencing an increased use of new technologies, which include artificial intelligence-assisted inspection methods, IoT-enabled surveillance systems, robot-prepared and packaged meals, and high-pressure processing-based preservation techniques that do not require heat (PWC, 2025). The innovation index in India shows a decrease from the previous value (38.2 points) in 2025 (The Global Economy, 2026e) (Refer to Figure 13).
Figure 13. Innovation Index in India
[image: ]
                               Source: Adapted from: The Global Economy, 2026e
China: (Favourable)
The automation of China’s fast food manufacturing industry is highly dependent on the use of artificial intelligence, robotics, and cold chain logistics for maximum efficiency and minimised human labour (Wei and Simay, 2023). China’s innovation index shows a high value of 56.6 points in 2025 (The Global Economy, 2026b) (Refer to Figure 14).

Figure 14. Innovation Index in China
[image: ]
                                Source: Adapted from: The Global Economy, 2026b
Legal
India: 
Fast food processing regulations in India are primarily covered by the provisions made in the “Food Safety and Standards Act, 2006 (FSSA)” (PIB, 2025b).
China: 
The rules governing the fast food manufacturing sector in China are mainly guided by the “Chinese Food Safety Law”, which was extensively amended in 2015, with further amendments in 2018 and 2021, making it one of the toughest laws globally (China Daily, 2026).
Environmental 
India: 
The forest cover in India has been increasing persistently and now accounts for 25.17% of the country’s total geographical area. The creation of additional carbon sinks from 2005 to 2021 amounted to 2.29 billion tons of CO2 equivalent (PIB, 2025a).
China: 
China’s CO2 emissions from fuel combustion in 2023 are 11129.838 MtCO2 (IEA, 2026) (Refer to Figure 15).
Figure 15. China CO2 Emission
[image: ]
                                              Source: Adapted from: IEA, 2026
Overall, Stability and support from the government are evident within the operations of food processing in both India and China. Economic aspects show that India is growing fast while China is developing slowly. The social elements favour China because of its low cost of labour as well as high per capita income, as compared to India. Technology-wise, China has an upper hand over India.
[bookmark: _nfysl6vale52][bookmark: _Toc227430118]3. Cultural Analysis through the Hofstede Model

According to Piotrowska and Piotrowski (2023), cultural dimension analysis describes the cultural consequences and organisations through reviewing the differences of different places. 
Advantages: 
· The Hofstede factors collaboratively represent the strengths of the significant country evaluation, the social structures and psychological differences.
· It is a very helpful tool for assessing the business environment for an organisation expanding internationally.
Disadvantages:
· The tool analysis is based on the social norms, and the proactive behaviour is one of the key mediators for analysing the factors (Zheng et al. 2025).
[bookmark: _4jqopi1kzrjy][bookmark: _Toc227430119]4. STP Analysis

[bookmark: _4295dovlyecj][bookmark: _Toc227430120]4.1 Segmentation
Demographic
India:
Young population, middle-class population, wide variations in incomes, multilingual population, and increasing urban population.
China:
Ageing population due to the former policy of only one child per family, evolving middle-class population, increasing literacy rate and becoming more urbanised
Geographic
India:
High diversity within regions (difference between urban and rural areas), high variety of climate zones, and high development of Tier-1 and Tier-2 cities


China:
Urbanisation of eastern parts and less development in the western parts of the country, with a highly developed city tier system (Tier 1-Tier 4)
Psychographic
India:
Value and brand conscious, yet price-sensitive, family-oriented and aspirational
Values:Family unity, respect for elders, spirituality, and hospitality
Attitudes:lifestyle, attitudes toward money, and consumption habits, rather than just demographics
Lifestyle:blending deep-rooted collectivist values and family orientation with modern, aspirational, and brand-conscious lifestyles.
China: 
Status-conscious, quality-oriented, highly tech-savvy and fast trend followers
Values:Filial piety, face (mianzi), social harmony, relationship building (guanxi), and practicality.
Attitudes:Traditional, family-centric, and conservative viewpoints to highly materialistic
Lifestyle: collectivism, filial piety, and social harmony
Behavioural
India:
Price-sensitive, an increased number of online shoppers, value-oriented and discount-oriented in purchase.
China:
Highly online shoppers, mobile-oriented, high-brand switching behaviour.
[bookmark: _u0b6p85pa4dn][bookmark: _Toc227430121]






4.2 Targeting
Table 1. Customer Persona for India
	[image: ]
	Story and Profile
Name: Rohan Sharma
Rohan is a youth in his early twenties, and he is an IT professional in Bangalore. Rohan is very active and busy throughout the day, which means he does not get any time to cook; hence, he loves eating fast food. Rohan is fond of meeting his friends at places like KFC on weekends and eating fried chicken.

	Demographic
Age: 28
Gender: Male
Income: ₹25,000/month
Occupation: Fresher in an IT Company
	Needs
· Quick and Conventional Meal
· Affordable combo offers and value deals
· Consistent taste and quality
· Easy availability via dine-in, takeaway, and delivery apps

	Motivation 
· Craving for fried chicken and indulgent fast food
· Socialising with friends
· Treating oneself after work or studies
· Influence of ads, discounts, and peer recommendations
	Pain Point 
· Concerns about health and oily food
· Price sensitivity for frequent purchases
· Long waiting times during peak hours
· Limited healthy or vegetarian options


                                                      Source: Self-Created
Table 2. Persona Development for China
	[image: ]
	Story and Profile
Name: Xinyi Wang
Xinyi Wang is a city dweller aged 24. She enjoys leading a hectic lifestyle and prefers quick yet tasty meals. Xinyi Wang tends to visit KFC accompanied by her friends or orders her food from their website after her working hours. She values the fame of the firm’s brand name, affordable food combo, and fast service.

	Demographic
Age: 24
Gender: Female
Income: $34,000/year
Occupation: Marketing Executive
	Needs
· Quick service
· Affordable meals
· Value in menu
· Maintain hygiene

	Motivation 
· Convenience after work
· Socialising with friends
· Craving for fast food
· Love to eat chicken
	Pain point
· Concern about health and calories
· Crowded outlets during peak hours
· Occasional delivery delay


                                                        Source: Self-Created
[bookmark: _5ddrsmlw744c][bookmark: _Toc227430122]4.3 Positioning

Figure 16. Positioning Map for India
[image: ]
                                                           Source: Self-Created
Discussion
The positioning approach used by KFC in India involves its positioning as a value as well as a quality brand. The consumers who are seeking products that offer quality and value will tend to go for this particular brand. McDonald’s is a recognised quality brand despite its high pricing compared to Burger King and Popeyes.







Figure 17. Position Map for China
[image: ]
                                                         Source: Self-Created
Discussion
The positioning strategy adopted by KFC in China is very costly yet of high quality due to its effective localisation strategy. The pricing strategy adopted by McDonald's is very cheap but with high quality standards, while that of Burger King is high yet with low quality standards. However, Wallace adopts low price and low quality standards.
[bookmark: _1ypfzoft1wll][bookmark: _Toc227430123]5. Marketing Mix 7Ps

[bookmark: _8n76wtlcx3ql][bookmark: _Toc227430124]5.1 Product
India
The dishes that can be found on the menu of KFC India comprise a mix of foreign dishes along with some customised dishes that include Hot & Crispy Chicken, Smoky Red Chicken, and Chicken Popcorn (KFC, 2026) (Refer to Figure 18). The popular dishes on the KFC India menu include Paneer Zinger Burger, Indian Spicy Veg Roll, Rice Bowlz, and Biryani Buckets.
Figure 18. KFC Products in India
[image: ]
                                             Source: Adapted from: KFC, 2026
China
Chinese KFC has a very local menu with dishes which have been developed specially for the Chinese taste bud, such as the Beijing duck chicken rolls, congee, egg tarts, and Sichuan spiced dishes (KFC HK, 2026) (Refer to Figure 19). It should be noted that great importance is placed on breakfast menus in Chinese KFC.
Figure 19. KFC Products in China
[image: ]
                                         Source: Adapted from: KFC HK, 2026
[bookmark: _6gbx2sj2gskk][bookmark: _Toc227430125]5.2 Price
India
The pricing strategy used by KFC in India is as follows. The reason why this particular pricing strategy was chosen is that it would help ensure that the firm makes its product easily available while still retaining the dignity of the product (Chauhan and Shiwang, 2025). Discrimination is applied when pricing their products.
China
KFC follows the concept of premium localisation in the Chinese market, wherein KFC aims to create an image such that it is just above the local fast food restaurants. According to Li (2024), dynamic promotions such as "Crazy Thursday" help KFC achieve its goal of bulk sales through its target market, consisting of the upper-middle class of society.
[bookmark: _2scl4yrlix3w][bookmark: _Toc227430126]5.3 Place
India
KFC is available in India in various forms, as there will be more than 1,000 units across India by the year 2026 in more than 30 states of the nation. They can be found in numerous cities across India, including Bangalore, New Delhi, Kolkata (Girish Park, Park Street), Mumbai, and Chennai (KFC, 2025b). Tamil Nadu, Karnataka, and Maharashtra have a good number of them.
China
One will find KFC outlets in all corners of China, with around 11,900 restaurants in over 2,300 cities in China (KFC, 2024). KFC is the largest fast-food chain operating in China, present in most major Chinese cities, including Beijing and Shanghai (over 500 restaurants).
[bookmark: _dks5meutegf0][bookmark: _Toc227430127]5.4 Promotion
India
KFC in India concentrates its promotions on localisation or globalisation, online marketing targeting the youth, and promotions that emphasise values (Chen, 2024). One of such promotions for KFC is called "Wednesday Bucket," where they use the slogan "It’s Finger-Licking Good" alongside the flavour of the local cuisine.
China
The marketing strategies adopted by KFC in China are very localised. Such a marketing strategy can be called globalisation, whereby it entails the incorporation of the strengths of the brand in international markets but is very much rooted in the culture (Gu, 2024). It is because of such a strategy that KFC, upon entering China, has been able to outshine other brands like McDonalds.
[bookmark: _ow2c0lq7xta7][bookmark: _Toc227430128]5.5 People
India
The 2024 report states that over 17,000 employees are working at KFC India, spread out across more than 1,200 outlets (ETHRWorld, 2021). Inclusivity is one of the issues faced by KFC India, considering it has over 54 outlets with SHI workers and high levels of gender equality.
China
Yum China Company, the proprietor of the KFC brand in China, is staffed by over 400,000 employees. Yum China is the largest restaurant corporation in China with over 10,000-14,000+ KFC outlets across China (KFC, 2023). On average, Yum China Company hires 60 people per restaurant in China.
[bookmark: _9jo0wglx0wpj][bookmark: _Toc227430129]5.6 Process
India
The KFC brand has entered the market of India through the use of localisation and franchising business strategies that highlight speedy entry into the market, effective logistics, and customisation of food products to suit the tastes of Indians (KFC, 2025a).
China
KFC is one of the largest fast food franchises that originated in Western countries but has been introduced into China (Gandhi, 2026). As of December 2025, there will be over 13,000 KFC restaurant outlets located in more than 2,500 cities.
[bookmark: _eb74my8ns7y6][bookmark: _Toc227430130]5.7 Physical Evidence
India
KFC in India sells both online and offline, online through Zomato, Swiggy and their own official app (Hotelier India, 2021).
China
KFC is dominant in China with over 10,000 stores across 1,900 cities (Lin et al. 2023).



[bookmark: _86e17qi1pve6][bookmark: _Toc227430131]6. Ansoff Matrix

Figure 20. Ansoff matrix
[image: ]
                                          Source: Adapted from: Lévesque, 2024

The Ansoff Matrix may be employed to analyse growth strategies using four different methods: market penetration, market development, product development, and diversification. The following is the Ansoff Matrix for KFC in India, with one focus point: Product Development
It is imperative to localise the product as per the tastes of Indian consumers. The various tastes of Indians, as well as the fact that Indians are largely vegetarians makes it essential for KFC to do so. However, although KFC has started taking steps towards doing this by adding products such as veg zingers and rice bowls, further localisation can attract more customers (Retail World, 2025). This may include the use of regional spices in addition to healthy products, such as grilled products. Seasonal theme menus can add further charm to its product line.
Market Penetration: The KFC brand could increase its market share in urban areas using a strategy that involves reducing prices, packaging, and online marketing via mobile apps like Zomato and Swiggy.
Market Development: In order to moving into Tier II and Tier III cities will provide many expansion opportunities. The rising income levels and changing lifestyles make small cities attractive. Changing the retail format by having smaller outlets and kiosks will reduce expenses.
Diversification: The company may consider expanding its operations to areas that are not related to it, like packing and selling pre-prepared foods. It poses some level of risk and requires skills, thus it can be adopted in the long run.
Overall, all four strategies can be used in KFC India, but product development will prove to be more beneficial since it takes care of consumer demands and preferences.
[bookmark: _p8oclnnoigi4][bookmark: _Toc227430132]7. Ethical Issues in India and China

India: According to Manocha (2025), PETA India has launched Pro-vegan campaigns to protect 92 billion land animals, including pigs, chickens, cows and many others (Refer to Figure 21) (ethical). This is an evident ethical issue for KFC operating in India, as it serves chicken-based recipes to the customers. The animal welfare concern has always existed among the Indian society, despite the different religious beliefs of different communities. The raw materials of KFC’s products are not healthy for the customers, and no additional health benefits are provided, which also impacts the regulator's non-compliance. According to (PIB, 2026), India’s legal structure acts with the “Madras Prevention of Adulteration Act 1918 to the Food Safety” and “Standards Act 2006” (unethical). Therefore, the production wastage and the operational disruption impact the environmental developments and results by polluting nature. However, the quality degradation, misleading marketing, and unethical practices during supplies are very common ethical problems. 









Figure 21. PETA India’s Pro-Vegan Campaign
[image: ]
                                        Source: Adapted From: Manocha, 2025
China: According to Toh (2022), KFC was blamed for wasting food in China, disrupting food security, and raising national concern (Refer to Figure 22) (ethical). Hence, the failure in the quality control of the supplied raw materials is raised as the major concern for the company, thus impacting the food quality and the customers' trust. Therefore, the long working hours beyond the committed time for the employees often exhaust them and disrupt the workplace environment. Additionally, the safety concerns of the served food and the hygiene compliance in the preparation of the food are also considered as an ethical challenge for KFC in China. According to Loh (2024), KFC was fined by the Central Bank of China for not accepting the banknotes in its outlets (unethical). Therefore, violating the human rights and environmental clauses is also a challenge for the company. 
Figure 22. KFC was Accused for Food Waste in China
[image: ]
                                           Source: Adapted From: Toh, 2022
[bookmark: _yk3o3o3kmiiy][bookmark: _Toc227430133]8. Recommendations
The Indian government has established strict animal welfare and food safety laws to protect the national assets and consider citizens' health. However, China also supports the non-violent violations of the supply chain with transparency in the food safety within the country. 
Recommendations for India
· Increase the food safety and quality standard, aligning with the country standards
According to Ali and Khan (2025), the increment in the food quality and safety impacts the brand's image and customers' trust towards the brand. KFC should focus on less usage of harmful elements in their food products and increase the use of healthy materials that help to improve the customers' health. Responsible usage of the materials increases the nutritional values of the food products. Many of the consumers' health can be protected with the integration of these small steps in the process. Hence, the transformation towards the industrial process and improving the supply chain can significantly benefit from this approach.
· Ethical sourcing of the raw materials and maintaining environmental sustainability
Ethical sourcing of the raw material enhances the brand's foundation while including the local agriculture and environmental sustainability within it. According to Varzakas and Antoniadou (2024), maintaining food ethics is the most valuable approach while linking the food-related actions and theoretical values. According to McDonald's Corporation (2025), the company supports the cleanliness of the community, the usage of “cage-free” eggs and many other approaches to maintain sustainability. These approaches will value the restaurant's business in the near future and also shape the design, sourcing and infrastructure, considering the environmental factors. 
Recommendations for China
· Strengthen Supply Chain Transparency and Quality Control
The KFC management team should consider implementing more rigorous audits on their suppliers, real-time monitoring of their raw material inputs, and standard food safety certification requirements. Leveraging technology by adopting a digital traceability system that can track down raw material sources using QR code systems could be useful in achieving accountability and restoring customers' trust.
McDonald's has made huge investments in developing an effective supply chain strategy within China through supplier data publications and periodic audits (China Daily, 2024). The company adopted stringent compliance and traceability procedures following prior food safety incidents.
· Improve Labour Practices and Ethical Compliance
There should be regulations on working hours and rest periods that should be granted to the workers. It should be ensured that there are ways through which complaints from workers can be lodged against the company. In addition, the company will have to ensure that it complies with both the laws and international human rights as well as environmental regulations.
Starbucks Company has been able to take care of its workers by ensuring that the schedules and health issues of the workers are taken care of in a satisfactory manner (Starbucks, 2025). This is also evident at the Starbucks Company, even in China.
[bookmark: _s2fo44qcjixu][bookmark: _Toc227430134]9. Conclusion
This report describes the international marketing strategies for KFC regarding their businesses in India and China. The PESTLE analysis critically compares the market situation of both countries as favourable or not for KFC. Hence, the cultural analysis describes the differences in the two countries’ social norms and beliefs to understand the needs and choices of the people living there. The STP expresses the targeted customer base in both countries, whereas the 7P marketing strategy provides effective suggestions regarding price, product, place, promotion, people and process with evidence. Therefore, the Ansoff matrix was developed to suggest an exact strategy to access the market advantages, and the ethical issues show the practical facts for KFC. Lastly, a few suggestions have been provided regarding the addressed ethical issues for both countries. 
[bookmark: _uc686fp0ewy7][bookmark: _Toc227430135]Section 2: Reflective Account
[bookmark: _yby8x03m8rvf][bookmark: _Toc227430136]1. Gibbs’ Cycle
Reflection is the way of thinking about the personal strengths, mistakes a modifying them through different stages as needed. According to Harmon (2024), Gibbs’ Reflective Cycle is the hierarchical approach to identify the initial actions and the reaction of the person through evaluating their experiences and learning. According to Dutta et al. (2023), this cycle consists of six stages, starting from the description of the events, feelings of the individual, evaluation of experiences, analysis of the situation, concluding the entire matter and lastly, development of the self-reflective plan (Refer to Figure 23). The reflective cycle also drives the individual to develop their skills to modify the actions following their future needs. 
Figure 23. Gibbs’ Reflective Cycle
[image: ]
                                           Source: Adapted From: Dutta et al. 2023
[bookmark: _bdttbzshzeq6][bookmark: _Toc227430137]1.1. Description
The description of the entire research orientation follows the listing in this part of Gibbs’ reflective Cycle. This report was developed to subjectively evaluate KFC’s international marketing strategy in India and China. In the first place, the orientation of the company was chosen for the evaluation, and the company overview for both countries is described with the current status. Therefore, through evaluating the market condition using PESTLE and assessing the cultural differences, the Hofstede model is presented. The supported evidence and the data are collected from the related journals, news articles and trusted data resources. I also explored the STP analysis to identify the target scale of the customers and the marketing strategy, using 7P discussion to impact the study with enhanced marketing choices. Ialso recommend a few strategies that need to be developed by KFC to increase its performance. 
[bookmark: _bw2hy36wkrtf][bookmark: _Toc227430138]1.2 Perceptions
The research development makes me realise the difficulties and the necessity of resources while conducting research. I realised that the data collection from the authentic resources is very situational, and the identification of the resources is also tough. Therefore, I learned that the ethical challenges of the company are very evident and need to be mitigated for the well-being of the customers. Hence, the customers' needs in India and China always need to be the priority of KFC as being the most important element of the business. However, I think there is a huge amount of misaligned data available for the environmental analysis and identification of cultural differences. 
[bookmark: _ptq7kvnnjtwo][bookmark: _Toc227430139]1.3 Evaluation
The necessity of data availability for the research is a necessity, and also for suggesting the correct strategies to the company. I realised that the product-based explorations and the localisation strategies are a very good approach for KFC while performing locally within a country. I explored that the customer treatment by the company representatives is helping to increase the brand image in the global market. I think that I have gained enhanced investigative skills and acquired knowledge while developing the project. Hence, my critical evaluation, time management, and journaling skills enhance the quality of this report, besides providing value to it. 
I realised that the unethical practices with the food safety impact on the brand's loyalty towards the customers, while violating the commitments. Therefore, I learned that the incorporation in China with the customers at the time of payments creates frustration among them, which impacts the customer base. Hence, the animal welfare regulations are directly violated by the initial approach of the company in India, which is not supportive. In the entire process, I have identified that a few skills are lacking within my skillset, such as leadership, data analysis, and communication skills. 
[bookmark: _q6a9smk1zlpw][bookmark: _Toc227430140]1.4 Analysis
The entire analysis to develop the report has helped me to identify the weaknesses and the strengths of my interpersonal skills. I identified that the skills are very important for my academic and future development. I understand that the need for skills enhances the market position of an individual. According to Tee et al. (2024), demand in the skill set benefits the chances of getting more appropriate work, and the changes also need to be integrated. However, I think that all the important skills are connected and affect each other through providing benefits or a lack. For example, the lack of leadership quality will impact the decision-making, mutual trust and binding of the team. 
I understand that the situation can be represented in a better way through operating the development of the interpersonal skills I have lack in mine. I expected to develop the leadership skills, data analysis competencies, and communication skills as a contribution to my future project development and quality assurance. The leadership skills will also increase my communication skills and make me confident to take on any kind of risks. Therefore, the drawback in the data analysis skills restricts my power of choosing the correct methods and identify the results. 
[bookmark: _7o7mor8jr95j][bookmark: _Toc227430141]1.5 Conclusion
This Gibbs’ Reflective Cycle is beneficial to structure the strengths and the weaknesses I have identified during the project construction. It helps me to make strong and concrete facts about the weaknesses and how those are important for future growth. I also understand that the evaluation of the frameworks is the necessary condition to meet the exact alignment of the issues raised by KFC in India and China. I also expected to develop a future plan for my personal growth and enhancement of my skillset. Lastly, the weaknesses of KFC and my skillset are the most important factors to mitigate, as per my understanding. 
[bookmark: _ij4myob22erx][bookmark: _Toc227430142]1.6 Action Plan

Table 3. Future Growth Table 
	Areas for Improvement
	Necessary Actions
	Time Plan

	Data Analysis
	· Enhance the data collection process with trusted data resources.
· Cleaning the data properly and enriching the analysis (Devineni, 2023).
	3 months

	Leadership
	· Develop self-awareness
· Consistent learning and enhancing accountability
	2 months

	Communication Skills
	· Improve listening
· Organise clear thoughts and intelligence
	1 months
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Animals Urge ‘Choose Kindness in '26' in
New Year PETA India Pro-Vegan Campaign
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Just in time for 2026, on behalf of the over 92 billion land animals (and up to trillions of fish)
who are exploited and killed for meat, eggs and dairy every year, PETA India has erected a
towering message in Chandigarh, Guwahati, Kochi and Pune , appealing to passersby to
make 2026 a year of compassion and change, by eating vegan. The billboard campaign DONATE NOW
features a cow, a buffalo, a piglet, a rabbit, a goat, a chicken, a chick and lambs with the
message - ‘Choose Kindness in '26. Please, Go Vegan!.’ PETA India aims to remind viewers
that meat, eggs and dairy come from animals who have feelings, faces, and who want to live.
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Hong Kong / Beijing (CNN Business) — KFC is being accused of causing food waste in
China amid recent concerns about food security.

The fast food chain came under fire Wednesday from Chinese state media and a national
consumer watchdog overseen by the government.

They take issue with the company’s new promotion, which allows customers to receive
random selections of free, limited-edition toys with their meals. That has led to people
rushing to buy too much food with no intention of eating it, according to a scathing
statement by the China Consumers Association.
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