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[bookmark: _Toc225167702]SECTION 1: REPORT
[bookmark: _Toc225167703]1. Introduction
KFC (Kentucky Fried Chicken) is a major American multinational fast-food chain that deals with fried chicken and was started by Colonel Harland Sanders in 1930s. It has over 30,000 outlets in a wide variety of countries worldwide, making it one of the largest fast food restaurant chains in the world (Kfc.com, 2024). It presents a franchise-based model of expansion, excellent brand image, and capacity to localise its menu to suit local preferences without compromising its core menu is what leads to the success of the brand across the world (Medium, 2023). It is also evident that the brand showcases a value of 6.7 billion USD in the international landscape that underscores its involvement in the fast-food industry (Statista and Interbrand, 2026). 
[image: ]
[bookmark: _Toc225167684]Figure 1: Global Brand value of KFC
(Source: Statista and Interbrand, 2026)
The selected are two international markets, namely the United Kingdom and India. India is a fast-developing, culturally varied and price-conscious emerging market whereas the UK is a mature and highly developed market with well-established consumption patterns of fast-food products (Batta, 2025).
This report is aimed at comparing international strategies of KFC in these two markets with particular focus on the balance between customisation and standardisation. In order to do so the analysis makes use of the most relevant marketing frameworks such as PESTEL, STP, and the extended Marketing Mix (7ps) thus allowing to make a structured assessment of how KFC reacts to various environmental and consumer factors.
[bookmark: _Toc225167704]2. Comparative Market Analysis (PESTEL Application)
[bookmark: _Toc225167705]2.1 Application of PESTLE 
	PESTEL Factor
	Comparative Analysis (India vs UK)
	Strategic Implications

	Political
	India has a complex regulatory environment with evolving FDI policies and food safety regulations, requiring localisation and compliance adaptation (Sarkar, 2024). The UK offers a more stable and transparent regulatory system, though strict labour and food standards increase operational costs.
	KFC must adapt operations in India while managing higher compliance costs and regulatory consistency in the UK.

	Economic
	India’s lower disposable income and high price sensitivity require value-based pricing and smaller portions. In contrast, the UK’s higher purchasing power supports premium pricing, frequent consumption, and larger portion sizes within the fast-food sector (Kasem and Al-Gasaymeh, 2022).
	Pricing strategies must be localised, balancing affordability in India and competitive positioning in the UK market.

	Social
	India’s food culture is shaped by religion, vegetarianism, and family-oriented consumption, requiring strong localisation (Pew Research Center, 2026). The UK is more individualistic, with convenience-driven eating habits and fewer dietary restrictions, enabling more standardised offerings (SINGH et al., 2025).
	KFC must prioritise cultural adaptation in India while leveraging standardised offerings and convenience trends in the UK.

	Technological
	The UK has advanced digital infrastructure with widespread use of mobile ordering, kiosks, and delivery apps. India shows rapid digital growth with over 800 million users, but uneven access means KFC must balance digital and physical channels (Ibef, 2024).
	KFC should integrate advanced digital systems in the UK while adopting hybrid channel strategies in India.

	Environmental
	The UK has stricter environmental regulations and consumer expectations, while India is gradually strengthening policies, pushing brands toward eco-friendly packaging and waste reduction (Dey, 2025).
	Sustainability initiatives must be stronger in the UK while gradually scaling eco-friendly practices in India.

	Legal
	India’s legal environment includes complex taxation such as GST and compliance requirements, creating operational challenges (Sureka and Bordoloi, 2025). The UK has well-established legal frameworks but imposes strict labour laws and food safety standards, increasing compliance costs.
	KFC must navigate complex tax structures in India while ensuring strict compliance with UK labour and food regulations.


[bookmark: _Toc225167696]Table 1: Application of PESTEL
[bookmark: _Toc225167706]2.2 Economic Environment 
India and the UK are hugely different in their economies which have a direct impact on the marketing policies at KFC. The country of India is marked by comparatively low rates of disposable income, and the average monthly disposable salary is about 452 (Nationmaster.com, 2026). Conversely, the purchasing power in the UK is significantly greater, and the average monthly disposable income is greater than in India, which allows people to spend more often on fast food and dine out (Bourquin, Brewer and Wernham, 2024).
[image: Proportion of individuals in the bottom and top 15% of the BHC household income distribution by age.]
[bookmark: _Toc225167685]Figure 2: Average Household Disposable Income in UK 
(Source: Bourquin, Brewer and Wernham, 2024)
KFC India uses the price leadership strategy, whereby it gives low-price meals, smaller portion size, and deals to attract low-income earners (SAJI, VINOD and NAIR, 2024). On the other hand, in the UK, pricing is more uniform in the competitive fast-food industry with bigger portion sizes and high-end meal selections (Kasem and Al-Gasaymeh, 2022). In general, the economic situation predetermines not only the affordability but also the frequency of consumption, as the UK population is more prone to the frequent consumption of fast food, and Indian consumers who particularly view it as an occasional indulgence.
[bookmark: _Toc225167707]2.3 Sociocultural Environment 
The sociocultural determinants are important in influencing the KFC strategy both in India and the UK and especially concerning the food habits and food consumption trends. Religion and culture have a very powerful impact on dietary behaviour in India (SAJI, VINOD and NAIR, 2024). Hindus do not consume beef, and Islamic religion forbids the consumption of pork resulting in severe division of diets. Moreover, vegetarianism is extremely widespread, with the percentage of vegetarians reaching 39% of Indians and an estimated 81% practicing some type of meat restraint (Pew Research Center, 2026). 
[image: A bar chart showing majorities in all of India's religious groups follow at least some restrictions on meat in their diet]
[bookmark: _Toc225167686]Figure 3: Restriction of Meat in Diet by Indians
(Source: Pew Research Center, 2026)
The UK on the other hand has an individualistic and convenience-oriented food culture. The busy lifestyles and lack of time is likely to increase the consumption rate of fast food among consumers. The consumption of meat has become conventional, and the number of vegetarians is much lower, which makes standardised menus a more feasible option (Vonderschmidt et al., 2024). These cultural variations have a significant impact on the product adaptation of KFC (BATTILANI, 2023). In India, the brand has wide vegetarian menus, does not serve beef, and uses local spices to match the preferences of the locals. KFC in the UK concentrates on homogenous chicken related products that are hardly localised (SINGH et al., 2025). Generally, the UK consumption is routine and convenience-driven, whereas the Indian consumption is culturally sensitive and occasion-driven, and it will have to undergo greater adjustments in terms of marketing and menu.
[image: ]
[bookmark: _Toc225167687]Figure 4: Hofstede Cultural Dimensions – UK vs India 
(Source: Theculturefactor.com, 2026)
According to the Cultural Dimensions Theory by Hofstede, among the major cultural differences between India and the UK can be identified and that the factors distinguish the most relevant dimensions that are illustrated in the data (refer to Figure 4). 
	Dimension
	India
	UK
	Marketing Implications

	Power Distance
	High (77)
	Low (35)
	In India, hierarchical structures are accepted, so KFC can leverage authority figures such as Colonel Sanders and structured messaging (SAJI, VINOD and NAIR, 2024). In the UK, informal and relatable communication is more effective.

	Individualism
	Low (24 – collectivist)
	High (76 – individualistic)
	Indian marketing focuses on family meals and sharing, whereas UK campaigns emphasise personal choice, convenience, and individual consumption (Zaman et al., 2025).

	Indulgence
	Low (26)
	High (69)
	UK consumers are more open to indulgent eating habits, while Indian consumers are more restrained, influencing KFC to position itself as an occasional treat in India (BATTILANI, 2023).


[bookmark: _Toc225167697]Table 2: Hofstede Application
The differences have a significant amount of effect on branding and promotion. In India, KFC utilises the ability of emotional, family-oriented messages whereas in UK, KFC applies humour, uniqueness and convenience driven messages to meet the culture expectations. 
[bookmark: _Toc225167708]2.4 Technological / Digital Environment
Indian and UK technological and digital landscapes are quite different and influence the way KFC provides its services and thereby engages with customers. UK is well digitally connected and the penetration of the internet and the prevalence of smart phones (USWITCH, 2026). Food delivery online is highly established, and the company can see support through the work of Uber Eats, Deliveroo, and similar, which allows KFC to blend in with the digital ecosystems (Rayhan, 2023). Along with this, the standard UK outlets have self-service kiosks, mobile applications, and contactless payment options that make the process more efficient and convenient. 
[image:  A comparative bar chart showing the percentage of people who own a smartphone by year and age.]
[bookmark: _Toc225167688]Figure 5: Smartphone usage by Age Group 
(Source: USWITCH, 2026)
On the other hand, the Indian online world is growing at a tremendous pace, with more than 800 million people having access to the internet, which has been facilitated by cheap smart phones and cheap data (Ibef, 2024). Nonetheless, the level of access is still unequal between the city and rural regions. The presence of food delivery applications such as Swiggy and Zomato has offered KFC a considerable level of access, especially in cities (Hungund, 2025). Such variations affect distribution and customer experience of KFC. Digitalisation facilitates a smooth, quick and convenience-based service model in the UK. In India, online expansion is useful in terms of growth, but KFC is still to juggle between the use of online platforms and physical shops as there are different degrees of digital penetration. Therefore, technology increases accessibility in both markets and needs more adjustments in India. 
[bookmark: _Toc225167709]3. STP Analysis (Segmentation, Targeting, Positioning) 
[bookmark: _Toc225167710]3.1 Segmentation 
KFC uses various forms of segmentation in India and UK because the two countries differ in the aspect of demographics, lifestyles, and consumption behaviour.
	Segmentation Type
	India
	UK
	Implications for KFC

	Demographic
	Predominantly young population; large middle-income group with rising urbanisation
	Broad age and income segments; higher overall purchasing power
	India focuses on youth and middle-class affordability, while the UK targets a wider mass market (Hernandez-Maskivker, Nicoara-Popescu and Fornells Herrera, 2025)

	Psychographic
	Value-conscious, family-oriented, culturally influenced food preferences; cautious spending habits
	Convenience-driven, time-poor consumers; lifestyle focused on speed and ease
	KFC in India emphasises value and shared experiences, while in the UK it highlights convenience and quick service (Mudgal and Rana, 2023)

	Behavioural
	Price-sensitive; fast food consumed occasionally as a treat; preference for localised flavours
	Frequent fast-food consumption, brand loyalty, preference for standardised menu
	India requires promotional offers and local menu adaptation, whereas the UK supports repeat purchases and consistent offerings (Kumar, Singh and Malik, 2025).


[bookmark: _Toc225167698]Table 3: Segmentation for UK and India 
Thus, the Indian market is more subtle when it comes to segmentation, as the culture of the population and the sensitivity of the economy might demand specific approaches. In contrast, the UK market is more focused for broader segmentation and convenience-oriented and habitually concerned with, which gives KFC the opportunity to use more regular methods of marketing. 
[bookmark: _Toc225167711]3.2 Targeting 
KFC uses different targeting approaches in India and the UK to suit these differences in the income levels, lifestyles and consumption behaviours of consumers.
· India: 
KFC in India mainly focuses on India as a value-conscious consumer especially the middle-income earners who are price sensitive. The company is also strongly oriented towards families and young buyers, particularly those living in urban areas and being exposed to the western idea of fast food but still being under the influence of local preferences and cultural values (CARLOS and MENES, 2025). Shared meals and dining are the norm and therefore family-oriented targeting is very effective. The cheap meal promotions and combo offer of KFC are to appeal to these segments and promote occasional prohibition.
· UK: 
Such aspects contrast with KFC in the UK, which is oriented to the mass market, and can attract a large variety of consumers with different incomes (Wang, 2022). Convenience-oriented consumers such as busy professionals, students and those who want to take fast and easy meals are targeted. The ability to have fast service, access, and delivery will be important aspects towards attracting this segment. 
Generally, India needs more value-based and targeted targeting, whereas in the UK, wider targeting approaches based on convenience can be established.
[bookmark: _Toc225167712]3.3 Positioning
KFC uses various positioning strategies in India and the UK in response to consumer expectations, values, and economic conditions differences.
India: 
· KFC has been established as a luxury that is affordable, local, and relevant in India with the international brand attractiveness and the consideration of local cultures.
· Positioning Statement: KFC provides the Indian youth who make value-buys with a tasteful and affordable fast-food restaurant that offers internationally recognised quality and locally modified menu items that appeal to the local tastes and preferences.
UK:  
· KFC operates in a highly competitive and mature market in UK as a well-established fast-food brand with a main business of taste and convenience.
· Positioning statement: KFC offers consumers in the UK, who are busy and convenience-focused with fast, delicious and fulfilling meals of chicken, and offers a consistent quality and availability through various channels.
Therefore, the positioning in the two markets is shifted subtly. The focus in India is on affordability and localisation because of the low levels of income and cultural diversity. However, in the UK, it is the opposite as convenience, speed, and consistency are taken into account due to individualistic lifestyle and common fast-food consumption habits.
[bookmark: _Toc225167713]4. Comparative Marketing Mix (7Ps)
[bookmark: _Toc225167714]4.1 Product
In India, KFC has shown high levels of product adaptation by introducing vegetarian dishes and avoiding beef all together because of religious reasons. The menu is also localised with hotter flavours and culturally aligned products that match the preferences of the local tastes (Deepa, 2025). Conversely, the UK market still has a considerably uniform product range that focuses on fried chicken, and the only small adjustments are the plant-based alternatives due to health trends. The cultural and religious factors are the main driving forces of the differences. The multicultural dietary restrictions in India and high vegetarianism culture require a novel approach to the menu as compared to the UK, where dietary levels are relatively homogeneous, which allows stronger standardisation (Bai et al., 2023). 
[bookmark: _Toc225167715]4.2 Price
India KFC is a company who uses a value-based pricing strategy based on such deals as promotional deals and combo meals. The example is that prices of value bundles, like multi-piece chicken meals, costing approximately ₹299 are utilized to draw in price-sensitive buyers (Reuters, 2025). Comparatively, in the UK, pricing is associated with competitive equality in a fully-fledged fast-food market, where consumers possess superior purchasing power and sensitivity to price is less.
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[bookmark: _Toc225167689]Figure 6: Market Value of Indian Fast Food
(Source: Marketresearchfuture.com, 2024)
This diversity can be greatly attributed to the level of income and consumer spending behaviour. The fast-food market in India, which is estimated to reach around USD 33.34 billion in 2024, is highly price-sensitive and has been driven by the increasing middle class, and the UK market, estimated to reach over USD 31 billion in 2025, is more stable in the economic environment and has higher disposable incomes (Marketresearchfuture.com, 2024). It means that pricing adjustments are of the key in gaining penetration in the new markets such as India, whereas competitive pricing in the UK is the guarantee of positioning in the already saturated market.
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[bookmark: _Toc225167690]Figure 7: Market Forecast of UK Fast Food
(Source: Imarc, 2024)
[bookmark: _Toc225167716]4.3 Place
The distribution strategy used by KFC in India can be seen as being focused in the urban regions, shopping malls and high streets as a result of the unequal distribution of infrastructure and urbanisation. The brand has more than 1,000 stores in about 280 cities, which means that the brand is expanding but at the same time selective (ScrapeHero, 2026). However, the UK has, in contrast, a well-developed distribution system, more than 1,000 stores, and good integration with the drive-through and delivery channels.
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[bookmark: _Toc225167691]Figure 8: Number of KFC Restaurants in India
(Source: ScrapeHero, 2026)
Infrastructure and market maturity are the drivers of the difference. UK has higher logistics and an access to urban centres, but India has low regional coverage, and it depends on urban centres to expand (ScrapeHero, 2023). This means that KFC should implement a progressive growth approach in India, which puts high-density urban markets, and use comprehensive coverage and convenience-based distribution in the UK.
[image: ]
[bookmark: _Toc225167692]Figure 9: Number of KFC Restaurants in UK
(Source: ScrapeHero, 2023)
[bookmark: _Toc225167717]4.4 Promotion
KFC uses highly localised promotional tactics in India, with cultural themes, festivals and influencer marketing being used to reach a wide variety of people. Conversely, the UK has a more standardised and digitally oriented approach to promotional strategies, which reveal a developed state of the advertising environment and the extensive popularity of digital interaction. 
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[bookmark: _Toc225167693]Figure 10: KFC uses Public Figure (Vir Das) for Brand Campaign in India
(Source: Campaign India, 2026)
Cultural communication style and media consumption pattern is the difference that is affected. The cultural diversity in India necessitates context-based communication, but the UK market permits more homogenous communication on brand. What this means is that promotional adaption boosts cultural relevance and consumer interaction in India and standardised digital campaigns in UK provide efficiency and uniformity.
[image: ]
[bookmark: _Toc225167694]Figure 11: KFC Website in UK
(Source: KFC, 2023)
[bookmark: _Toc225167718]4.5 People
Cultural aspects of hospitality and customer interaction tend to influence service interactions in India as well, and hospitality and friendliness are the most expected traits. In the UK, speed and convenience are the expectations of the consumers in the delivery of services, making service delivery more efficiency-based (Guan, Hung and Liu, 2022). The differences are rooted in different service expectations and cultural requirements in terms of contacts with the customers. This implication is that KFC would need to conform its way of service to the local expectations to increase customer satisfaction and brand perception in every market.
[bookmark: _Toc225167719]4.6 Process
The processes of KFC in India are modified to deal with high volume, price sensitive consumers and in most cases tend to focus on quick service and economy. The UK market on the other hand, is more reliant on technology-driven processes such as digital ordering systems and applications, fuelled by an increasing food delivery market of £14.3 billion by 2025 (Lumina Intelligence, 2025). The difference is due to the differences in technology infrastructure, consumer behaviour between the emerging and developed markets (Malekpour et al., 2025). It can be deduced that the important competitive advantage in the UK is process innovation, especially the digital integration whereas the operational efficiency is the essential aspect in India.
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[bookmark: _Toc225167695]Figure 12: Turnover Market Share and Top Delivery Brands in UK
(Source: Lumina Intelligence, 2025)
[bookmark: _Toc225167720]4.7 Physical Evidence
In India, KFC outlets often incorporate elements of localisation in store design and ambience to appeal to family-oriented consumers. In contrast, UK outlets maintain a more standardised global design, emphasising cleanliness, consistency, and brand identity. This difference reflects varying consumer expectations and cultural preferences regarding dining environments. The implication is that while global branding must be maintained, selective localisation enhances customer experience in culturally diverse markets like India.
[bookmark: _Toc225167721]5. Directional Development Strategy (India)
[bookmark: _Toc225167722]5.1 Growth Strategy (Ansoff Matrix Perspective)
The most significant strategy by which KFC can expand in India can be attributed to the market penetration and market development strategies within the Ansoff Matrix framework. Market penetration will be seen in higher store density in the already established metropolitan regions and the addition of value-oriented services to enhance the frequency of consumption (Nweke, 2025). At the same time, market development is realised by entering new geographic locations, mainly, tier-2 and tier-3 cities, where the consumption of fast-food is increasing because of urbanisation and lifestyle changes (Singh and Nanda, 2022). This reflects a balanced approach whereby KFC can expand its footing in the well-developed markets and at the same time exploit the underpenetrated areas with immense growth potential.
[bookmark: _Toc225167723]5.2 Expansion Strategy: Tier-2 and Tier-3 Cities
KFC has also been focusing on penetrating the markets of India in the tier-2 and tier-3 cities in metropolitan markets such as Mumbai and Delhi. This growth is fuelled by the growing disposable incomes, exposure to the global brands, and the booming organised retail in the smaller cities such as Lucknow, Jaipur, Chandigarh, Indore, Coimbatore, Kochi, and Bhubaneswar. Such geographical diversification will enable KFC to enjoy first mover edge in the newly developed urban areas and also diminish the dependency on congested urban areas.
[bookmark: _Toc225167724]5.3 Digital Growth and Delivery Platforms
Digital transformation in the growth strategy of KFC is central to its growth strategy in India. The firm has enhanced its operations on the leading food delivery apps of Swiggy and Zomato, and it has also created its own ordering apps (Mudgal and Rana, 2023). This strategy is consonant with the fact that the online food delivery market in India is developing rapidly as a consequence of the growing smartphone penetration and changing consumer behaviour towards convenience.
[bookmark: _Toc225167725]5.4 Evaluation of Strategy (Proactive vs Reactive)
The KFC approach in India is rather active compared to a defensive one. The initial emphasis on localisation including vegetarian menu and growth to small cities is a testament to future market expectations as opposed to responding to competition (Hernandez-Maskivker, Nicoara-Popescu and Fornells Herrera, 2025). Nevertheless, certain aspects of the strategy, specifically, the aggressive discounting and value propositions, can be viewed as the reactionary measures to the strong competition with global and local fast-food brands.
[bookmark: _Toc225167726]5.5 Sustainability of the Strategy
The sustainability of KFC strategy will be long-term based on how it balances between expansion and operational efficiency. Tier-2 and tier-3 city expansion would guarantee ample growth opportunities but would introduce barriers like complexity of supply chain and unpredictable demand trends. The aspect of digital growth makes it more scaled and efficient, which is a long-term part of the strategy. The prolonged use of price-based competition may however wear down the profit margins in the long run.
[bookmark: _Toc225167727]5.6 Risks and Opportunities
	Opportunities
	Risks

	Expanding middle-class population increases demand for affordable fast food and frequent dining.
	High price sensitivity may pressure margins and limit premium pricing strategies.

	Rapid urbanisation in tier-2 and tier-3 cities creates new market expansion potential.
	Strong competition from local brands (e.g., street food) and global chains intensifies market rivalry.

	Growth of digital platforms such as Swiggy and Zomato enhances accessibility and sales reach.
	Dependence on third-party delivery platforms may reduce control over customer experience and increase costs.

	Increasing demand for convenience-driven consumption supports KFC’s business model.
	Supply chain and operational challenges in smaller cities may affect consistency and efficiency.


[bookmark: _Toc225167699]Table 4: Strategic Risks and Opportunities
[bookmark: _Toc225167728]6. Ethical Issues Analysis in UK and India 
The KFC business in India and UK presents a number of ethical issues concerning the health, transparency, labour and cultural practices. Health wise, the abundance of calories, fat and sodium in the fast food is adding to the increasing issues surrounding obesity and lifestyle illnesses especially among the urban population (Akter et al., 2025). Although KFC has also come up with certain light options, these are still minimal compared to the core products of the company. Nutritionally, KFC is more transparent in the UK since there are stricter nutritional regulations and in India, the awareness and visibility are relatively low with concerns raised regarding informed choice of consumption.
The low wages and high employee turnover in the global fast-food sector have additionally been criticised as labour practices, although KFC has standardised operations policy in all markets (Tamang, 2024). On the positive, KFC shows cultural sensitivity in India by changing the menu to suit the culture not to serve beef but rather offer vegetarian food as well. Nevertheless, this adaptation is not entirely concerned with the broader ethical issues associated with health and sustainability, which implies that more responsible long-term practices are necessary.
[bookmark: _Toc225167729]7. Recommendations 
According to the comparative analysis of India and the UK, the strategic recommendations to KFC are as follows: 
	Recommendation
	Issue Identified
	Proposed Solution
	Justification

	1. Product Strategy Improvement emphasising on healthier options
	Increasing health consciousness in both markets, especially in the UK where consumers are more aware of nutrition
	Introducing healthier menu items such as grilled chicken as well as low-calorie meals, and transparent nutritional labelling in both markets
	Health trends are influencing fast-food consumption globally. Offering healthier alternatives can enhance brand perception, attract health-conscious consumers, and ensure long-term competitiveness (Akter et al., 2025). 

	2. Pricing Strategy with a focus on India
	High price sensitivity and affordability concerns among Indian consumers
	Expanding and focusing on value-based pricing through budget meals, smaller portion sizes, and localised combo offers
	India’s lower disposable income requires affordability to drive frequency (Nationmaster.com, 2026). Competitive pricing can increase market penetration and customer loyalty in a price-sensitive environment

	3. Digital Expansion and Integration
	Uneven digital adoption in India is present and increasing reliance on digital platforms in the UK
	Strengthening can be done for mobile app functionality, personalise offers using data analytics, and improve delivery partnerships with platforms like Swiggy and Uber Eats
	Digital convenience is a key driver in both markets. Enhanced digital engagement can improve customer experience, increase sales, and build stronger brand relationships (Mudgal and Rana, 2023).

	4. Sustainability and Ethical Practices
	Growing concerns about environmental impact and ethical sourcing globally
	Adopting sustainable packaging and thereby also reducing carbon footprint, to ensure ethical sourcing of ingredients accordingly
	Sustainability is increasingly important for brand reputation. Addressing environmental concerns can improve customer trust and align with global corporate responsibility trends (Dey, 2025).


[bookmark: _Toc225167700]Table 5: Recommendations for KFC
The suggestions are aimed at enhancing the competitiveness of KFC in India and the UK by mitigating the major market-specific issues, as well as ensuring the global uniformity. To begin with, the enhanced product strategy of the healthier menu choices is the answer to the increasing interest of consumers towards their health, especially in the UK (Akter et al., 2025). The integration of grilled products and more transparent nutrition is a solution that could help to improve brand perception and appeal to a larger audience. Secondly, pricing policies in India should be further adjusted, as, in India, price sensitivity is high and restricts regular use. Middle-income earners can be drawn to buy value meals and lower-priced packages, which will help the company reach a larger customer base (Reuters, 2025).
Thirdly, in both markets, digital expansion is necessary. Though the UK is already enjoying the advantages of digital technology, the market of online food delivery is actively developing in India (Mudgal and Rana, 2023). At the same time, the customer experience can be improved by increasing mobile applications, personalisation, and cooperation with delivery platforms to make sales. Lastly, it is also becoming crucial to embrace sustainable and ethical business, like eco-friendly packaging and responsible sourcing (Dey, 2025). This will not only enhance brand reputation but will as well match KFC with all that the consumers globally anticipate and the sustainability objectives as well.


[bookmark: _Toc225167730]SECTION 2: REFLECTIVE ACCOUNT (Gibbs Reflective Cycle)
This reflective account focuses on evaluating the research, analysis, and process of learning which results in undertaking the development of the international marketing report.
[bookmark: _Toc225167731]1. Description
This assignment entailed the analysis of international marketing of KFC in India and the UK with emphasis laid on adaptation and standardisation. It started with the process of picking an appropriate brand and markets that provided a good comparative potential. The core of the analysis was based on secondary research consisting of academic journals, industry reports, and data on the company. Analysis was systematized with the use of such frameworks as PESTEL, STP, and the 7Ps marketing mix.
There was also a significant amount of information to be filtered to find the relevant and credible sources in the research process. High importance was laid on the recent data so that the data is accurate and relevant. The comparative analysis was also sustained throughout the report in order to meet the academic expectations. The reflective part was created in agreement with the report to critically analyse the research and analytical procedure undertaken.
[bookmark: _Toc225167732]2. Feelings
At first, I was sure of my choice of KFC and the specified two markets because they presented some distinct differences in terms of cultural and economic backgrounds. But later on, in the process of conducting the research, I did encounter difficulties when trying to leave the descriptive writing and make a critical comparative analysis. At times, it has been hard to find credible and relevant data about both countries especially India because data at various sources differs.
I also found it difficult to make good use of theoretical frameworks without having to explain them too much. A trade-off between the level of analysis and the number of words was an added strain. In spite of these, I grew more comfortable in the course of the process especially in the connection between theory and practical business activities. It slowly made me more confident about academic writing and critical thinking.
[bookmark: _Toc225167733]3. Evaluation 
The systematic application of the marketing models was one of the strengths of the process and assisted in structuring the analysis in a logical manner. The comparative methodology, used between the UK and India, proved to be efficient in bringing out the important differences and creating valuable insights. Besides, working with different academic and industrial sources enhanced the validity of the arguments.
But it was not so successful in every respect. There was also the propensity at times to describe and not critically analyse information especially during the initial stages of writing. The extent of the analysis was also a problem since it was likely to incorporate too much general information instead of emphasising most significant differences. Moreover, it was necessary to plan more carefully to integrate the data in all sections altogether. Comprehensively, the structure was good, but the aspect of consistent critical depth can be improved.
[bookmark: _Toc225167734]4. Analysis 
It was necessary to use theoretical frameworks that included PESTEL, STP and marketing mix that were utilized in guiding the analytical process. Such models offered a systematic way of analysing the complex international marketing settings and resulted in the analysis being focused and systematic. To give examples, PESTEL was used to determine the significant macro-environmental differences, and STP was used to explore the consumer targeting and positioning approaches better.
This experience helps to understand that it is necessary to use theory, not just describe it. The frameworks proved to be useful when applied to explain the real-life information and produce the strategic decisions taken by KFC. Also, the process showed that critical analysis does not consist of just pointing out differences but also clarifying what they mean. This is consistent with what is required in academic expectations of postgraduate learning in which evaluation and synthesis are vital in learning.
[bookmark: _Toc225167735]5. Conclusion
The assignment helped me to improve my knowledge about the international marketing strategies and the necessity to adjust the business practices in accordance with the cultural and economic backgrounds. I also understood that the process of analysis involves more than mere accumulation of information but requires the analysis of data critically and connecting the same to pertinent theoretical frameworks. The analysis of India and the UK brought to the fore the need to strike a balance between international uniformity and local sensitivity in companies.
I also learned to appreciate better the difficulties of academic research, such as the choice of credible sources and the ability to process a lot of information. Notably, this experience enhanced my skills toward organizing arguments in a logical way and defining them in a clear and academic way. All in all, the process has helped in building up the analytical and the research skills required in the study at the postgraduate level and at the future practice.
[bookmark: _Toc225167736]6. Action Plan
	Goals
	S (Specific)
	M (Measurable)
	A (Achievable)
	R (Relevant)
	T (Time-bound)
	Application to Future Career / Daily Life

	Improve critical analysis
	Use structured paragraph technique (point, evidence, analysis, implication) in all assignments
	Achieving higher marks in critical thinking criteria and reduced feedback on descriptiveness
	Practice with past questions and feedback application
	Essential for postgraduate-level performance
	Within next 2 assignments
	Enhance decision-making and problem-solving skills in managerial roles.

	Enhance research quality
	Use more peer-reviewed journals and credible databases
	Minimum 10–12 high-quality references per assignment
	Access university library and Google Scholar
	Improves academic credibility and depth
	Ongoing across next semester
	Supports evidence-based decision-making in professional environments.

	Strengthen time management
	Develop a clear timeline for research, writing, and editing
	Complete drafts at least 3 days before deadline
	Use planners or digital tools
	Reduces stress and improves work quality
	Immediate implementation
	Improves productivity, task prioritisation, and meeting deadlines.

	Improve application of theory
	Apply frameworks (PESTEL, STP, 7Ps) critically, not descriptively
	Clear linkage between theory and analysis in feedback
	Practice with case studies
	Key requirement for high grades
	Within next 3 months
	Enables practical application of business frameworks in real-world strategic planning.

	Develop academic writing clarity
	Proofread and refine language for formal tone and coherence
	Fewer grammatical and structural errors in feedback
	Use proofreading tools and revision techniques
	Enhance presentation and readability
	Ongoing throughout course
	Strengthens professional communication skills, including report writing, presentations.
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