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[bookmark: _heading=h.c8ye9qvflc0y]Section 1: Report
[bookmark: _heading=h.j2zzz5yu0ypw]1. Introduction
[bookmark: _heading=h.t59sp6h06wch]KFC is well-known for its quick-service restaurants that are under its parent company and are ranked among the top-selling brands in the world, Yum! Brands. It has a substantial presence in the world market, and it operates almost 32,000 restaurants in over 150 countries and collects more than 34 billion system sales, which underlines its superiority in the fast-food market (Statista Research Department, 2025a). The aspect of international marketing is critical in facilitating such firms to grow, diversify, and continue to be competitive in different markets that have different economic, cultural, and regulatory factors.
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[bookmark: _heading=h.2a9d0nku3ws1]Figure 1: A KFC Store
(Source: Fortune, 2026)
This report will concentrate on the United States and the United Kingdom since they are both developed markets, but the strategies of KFC vary between these two nations, regardless of their having equal economic maturity. As an example, the UK market has been projected to significantly grow in the recent past, with KFC registering double-digit growth in terms of sales, a signifier of a responsive market. This report aims to critically review the international market environment and marketing strategies of KFC in terms of models like PESTEL Analysis, STP Model and 7Ps of Marketing Mix.
[bookmark: _heading=h.t5g0thyjkrwh]2. Comparative Market Analysis (PESTEL)
[bookmark: _heading=h.bg2zylj2cttc]2.1 Political Factors
The political climate of the United States is very stable and conducive to business, and the regulatory systems are very stable, thus favouring multinational corporations like KFC. However, in the case of the United Kingdom, Brexit and consequent change of regulations have brought about much transformation of food standards, and trade regulations and businesses are left with more uncertainty. The alterations post-Brexit has placed the decision-making powers in the home country and regulatory divergence, which has affected the food supply chains and regulatory requirements (Food Standards Agency, 2023). Therefore, both markets are politically stable, but the UK has a more complicated and dynamic regulatory situation than the US.
[bookmark: _heading=h.91qrg2xqh9dn]2.2 Economic Factors 
Both the economies of the United States and the United Kingdom encourage high demand in the area of the fast-food business, but there are primary differences in the consumer purchasing capacity and inflation rates. The consumer demand is relatively stable with high disposable incomes, which benefits the United States; the inflation is relatively low, and it is approximately 2.4% in 2024, which will relieve the pressure on prices and the consumption of food (Wearden, 2024). Conversely, the United Kingdom has had a long-lasting cost-of-living crisis in which inflation has soared to 11.1% in 2022 and continues to affect it even in the year 2025 (Francis-Devine, 2026). Food prices that rose by 4.2% in 2025 still limit consumer spending, thus affecting the prices and affordability of fast food (Harari, 2026).
[image: ]
[bookmark: _heading=h.fls3of3zet5]Figure 2: Food Price Inflation during 2025
(Source: Harari, 2026)
[bookmark: _heading=h.ug3v76dfdk9h]2.3 Social Factors
The United States and the United Kingdom have a social aspect that affects the consumption of fast food, due to their cultural values. Giving reference to Hofstede Cultural Dimensions, the two countries are extremely individualistic, the United States rated 91, and the United Kingdom 89, which implies that both countries like convenience and personal choice very much (Geert Hofstede, 2025). This contributes towards the excessive consumption of fast food in the US because of a fast-paced lifestyle. Nevertheless, the UK is more aware of health and changing towards a healthier diet despite its similar cultural characteristics, as the country has a higher uncertainty avoidance (46 vs 35), making its drinking and eating habits more hesitant and choosier than those in the USA.
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[bookmark: _heading=h.gdgtstnp91rk]Figure 3: Country Comparison
(Source: Geert Hofstede, 2025)
[bookmark: _heading=h.7sjikjn4j2nn]2.4 Technological Factors
The fast-food industry has undergone a great evolution of technological developments, both in the United States and the United Kingdom, especially in terms of online delivery and mobile ordering systems. In the United States alone, it is one of the most substantial markets in the world, and the online food delivery market is expected to grow to about 353 billion dollars by 2024 due to the presence of such giants as Uber Eats and DoorDash (Statista Research Department, 2025b). On the same note, the United Kingdom boasts of a fast-growing online food shop worth approximately 48 billion in 2024, with apps such as Deliveroo and Just Eat (Statista, 2025). As a result, both of the markets have high levels of digital penetration, with the United States doing so on a much larger scale.
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[bookmark: _heading=h.lw35mh186x8e]Figure 4: Global Restaurant Digitalisation Market Size
(Source: Market.us, 2026)
[bookmark: _heading=h.o04o5pumoxw1]2.5 Environmental Factors
The environmental issues are also becoming an influencer in the fast-food business operations in the United States and the United Kingdom, especially on packaging waste. In the US, food packaging has been almost half of the municipal solid waste, which means that, under the applied pressure of environmental preservation, there is a strong interest for businesses to embark on adopting environmentally friendly practices. Likewise, the packaging of food and beverages contributes 83% of plastic household waste in the United Kingdom, which increases regulatory and consumer pressure (Business Waste Ltd, 2025). In turn, these two markets exhibit a decreased demand for single-use packaging, but the UK displays a stronger regulatory impetus in terms of sustainability.
[bookmark: _heading=h.wpol63lm2yc9]2.6 Legal Factors
Both the United States and the United Kingdom have legal systems that have a great impact on the KFC business, especially in food safety and labour laws. In America, stringent federal bodies govern food safety grants, such as the FDA, as well as labour regulations such as the Fair Labour Standards Act, and place a federal minimum wage of $7.25 at an hour (Notshe, 2026). The United Kingdom, on the contrary, has stricter food safety standards implemented on national levels, and a more rigid statutory wage system, where the National Living Wage will be 12.21 in 2025 (The Food Foundation, 2025). As a result, the labour cost environment in the UK is more controlled than it is in the US.
[bookmark: _heading=h.9sxe50x77gy4]3. Consumer Behaviour and Cultural Analysis
The consumer behaviour within the United States and the United Kingdom has been shown to exhibit a similar pattern as well as a critical dissimilarity due to the cultural values, lifestyle patterns, and changing health awareness. In the Consumer Behaviour Theory, the influence on buying choices is mediated by psychological, social, and cultural factors and how they influence individuals in choosing, purchasing, and consuming a product (Chen, 2024). Convenience-oriented behaviour is a strong determinant of fast-food consumption in the United States, as it can be attributed to the fast-paced lifestyle and lack of time. As evidenced empirically, the prevalence of fast food dieters among U.S. adults is around 32% on average, who ingest about 11.7% of daily calories as a result of fast food diets (Shah et al. 2025). This brings out the point of situational factors in consumer decision making, with convenience taking precedence over health concerns.
[image: ]
[bookmark: _heading=h.u6bo9ksyotws]Figure 5: Percentage of adults consumed fast food on a given day in the United States
(Source: Shah et al. 2025)
Theoretically, this is a depiction of low-involvement decision-making in the Consumer Behaviour Theory, where consumers take fast and automatic decisions with little consideration. Moreover, the loyalty of brands within the U.S. market is another force that has been strengthening the aspect of repeated purchasing due to the familiarity, a sense of taste consistency and attachment to an existing brand like KFC. This behaviour is also reinforced by the pre-eminence of the drive-thru culture and on-the-go consumption, which means that the functional value (speed and accessibility) is cherished more than the health value.
Conversely, convenience is a factor that is also critical in the United Kingdom, but consumer behaviour is becoming health-conscious and complex in its decision-making process. It is noted that more than two-thirds of consumers in the UK are actively trying to eat healthily, which reflects a change in consumption behaviour towards more thoughtful and conscious consumer behaviours (Statista Research Department, 2025c). This comes in line with Consumer Behaviour Theory, where the more information and social one has, the more they get engaged in the decision of consuming products with higher levels of involvement in the decision-making process, especially in regard to nutritional and ethical product information. But such a change is not complete. It helps to overcome behavioural contradictions, even with increased awareness among consumers. An example of this is that 69% of consumers in the UK say they struggle to eat better at fast-food establishments (Food Standards Agency, 2025). This would indicate that cognitive dissonance exists; in which consumers are aware of their health risks but consume them due to convenience, taste, and situational factors.
Importantly, although both markets show convenience-based behaviour, the UK is showing a shift away to a more high-involvement decision making, especially driven by health and sustainability issues. Calorie transparency and sustainable sourcing are some of the ethical messages that consumers in the UK are increasingly sensitive to, compared to the relative speed and brand recognition that are more important to U.S. consumers.
[bookmark: _heading=h.4nkyra2dufnm]4. STP Analysis
[bookmark: _heading=h.d9tl8y4ptzdl]4.1 Segmentation
Demographic Segmentation
KFC is aimed mostly at young adults (18-35), families, students and working individuals in the middle-income category, cutting across both genders. Consumption patterns are also affected by education and occupation; urban, educated consumers in the United Kingdom are showing a greater preference towards healthier and morally responsible food products than consumers in the United States.
Geographic Segmentation
KFC is present in the United States in large numbers, both in the city and the suburbs, with the culture of drive-thru being strong. Conversely, in the United Kingdom, the brand pays more attention to larger urban areas with a high population density, which will correspond to changing consumption patterns and a demand based on delivery.
Psychographic Segmentation
KFC is aimed at busy people who like to have their meal quickly, with a certain taste and a certain style. This is closely associated with time-saving behaviour in the United States, but it is important to note that in the United Kingdom, psychographic segmentation is evolving to more heavily rely on health awareness and ethical concerns.
Behavioural Segmentation
The brand is allocating consumers into segments based on purchasing behaviour, such as how often they eat fast food, brand loyalty, and sensitivity to price promotions. Whereas most U.S. consumers are showing more routine consumption behaviour, UK consumers are showing more selective and health-based behaviour.
[bookmark: _heading=h.lx0ghmjb6ag7]4.2 Targeting
KFC has a differentiation targeting strategy, where the targeting is varied depending on the market features. The brand in the United States is focused more on the mass market, with a wide customer population aiming to get fast, inexpensive, and consistent food. This strategy would go hand in hand with the high frequency of fast-food consumers and high brand loyalty in the U.S. market. Conversely, KFC has a more selective targeting strategy in the United Kingdom, targeting younger adults and urban residents. This can be seen in its growth policy and venture into city stores, which have continued to increase the demand for fast food (Reuters Staff, 2025). Targeting health-conscious consumers and those who react to new dietary trends is also needed in the UK market.
[bookmark: _heading=h.ltywyju36rhf]4.3 Positioning
KFC uses its positioning strategy to focus on taste, low cost and brand heritage, although this is different in the markets. KFC presents itself as a source of affordable, convenient, and tasty fast food to everyone in the world who acknowledges the presence of KFC and values its iconic original recipe and good brand name (Murtaza, 2026). The brand, in the US, is offered as a classic fast-food serving quickly, high-indulgence meals that resonate with the consumer's preferences of expedience and familiarity. Conversely, KFC takes a more contemporary stance in the United Kingdom, adding a variety of menu items and adjusting to changing consumer tastes, such as healthy and more alternative foods. More importantly, it is shown as an incomplete approach to adaptation, in which the core brand identity is preserved, and positioning is modified to indicate local consumer expectations. This strategy allows KFC to achieve brand equity at a global level with increased local relevance in an ever-competitive market.
[bookmark: _heading=h.9svloa91fmzs]5. Marketing MIX: 7Ps comparison
[bookmark: _heading=h.z24unqd5bzwa]5.1 Product 
KFC’s core product which is the fired chicken remained as a standardised offering across the globe, but the local adaptations differ significantly between US and UK, where KFC emphasis traditional Southern-style items, such as Original Recipe Chicken, Sandwiches and family buckets (Mylonakis and MichalisEvripiotis, 2016). 
The menu is highly focused on the value meals and large portions, which reflects American consumption habits. In contrast to this, the UK market shows a greater localisation and diversification. KFC UK offers different items like; rice boxes, wraps, and healthier alternatives which are aligned with changing customer preferences (KFC, 2026). This also reflects the UK’s increasing demand for varied and healthier fast-food options.     
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[bookmark: _heading=h.ywn0r3efk474]Figure 6: KFC estimated cumulative GVA effects 2014-2023 on the UK
(Source: KFC, 2026)
On the other hand, the UK’s consumers are more sensitive to the quality and taste variations, which needs KFC to adapt the ingredients and sourcing practices, with having 60% of chicken sourced from domestic markets and ensures freshness and trust (Martin, 2026).      
[bookmark: _heading=h.budv4e5ghb7m]5.2 Price 
The pricing strategies differ due to the economic conditions and competition. In the United States KFC uses the value-based pricing strategy while offering meal deals and discounts for competing with chains, like McDonald’s and Wendy’s (Sievert et al. 2025). However, some recent data shows that KFC has struggled with the value perceptions while contributing to a 5% decline in same-store sales in the US (Maze, 2025).
Also, in the United Kingdom, pricing is higher due to the operational costs and consumer’s willingness to pay against the food. On the other hand, affordability remains a critical aspect as the UK's fast-food market is highly competitive and price sensitive. Aziz (2021) has suggested that 57.78% of UK consumers are satisfied with KFC’s pricing options.  
[bookmark: _heading=h.uflyx5az71af]5.3 Place
KFC has a strong global distribution presence across 31980 outlets across the globe, for which the strategy of distribution differs significantly (Global.KFC. 2024). In the United States, KFC operates in a mature and saturated market, with slower growth. The expansion is limited and focus is given on the optimisation of current locations and digital delivery channels. The United States also noted higher reliance on the co-branded outlets, like KFC with Taco Bell or Pizza Hut for the maximisation of revenue per location and reduction of operational costs (Shekhar, 2026).
[image: KFC: Fast food restaurant rising on the back on expansion | news.com.au —  Australia's leading news site for latest headlines]
[bookmark: _heading=h.dshqh86emwz7]Figure 7: KFC’s incredible rise
(Source: Murphy, 2019)
In the UK, KFC demonstrated an aggressive expansion strategy. The brand operates across 1000 outlets and plans to make an investment in £1.49 billion for expanding further, which includes 500 new outlets (Sweney, 2025). Almost 70% of the UK based outlets are noted as franchise-owned, while supporting rapid expansion while maintaining local market responsiveness (Franchise Company, 2020). At the same time, KFC UK has expanded in the delivery infrastructure, while partnering with the platforms such as Deliveroo and Just Eat, along with enhancing digital ordering systems.     
[bookmark: _heading=h.egiar2enfkna]5.4 Promotions  
In the United States the promotion process is focused on mass advertising with celebrity endorsements, and brand nostalgia, which is the Colonel Sanders Campaigns. On the other hand, the declining engagement and increased competition have created an impact on the business performances.
In the UK, KFC uses creative and culturally relevant campaigns, while a notable example can be of KFC’s “FCK campaign” that has improved the brand perception after the cries and the awareness has been increased from 7% to 29% (Jolly, 2023; Novoa, 2025). Additionally, the UK campaign has been highly localised and humorous which targets younger consumers who show 57% of preferences for big fast-food chains.        
[bookmark: _heading=h.5kpica4lyucg]5.5 People 
In the US, KFC faces several challenges with service level consistency due to the intense competition and labour turnovers. This has affected the customer satisfaction and loyalty of the brands. In the United Kingdom, KFC has employed more than 30,000 people, who emphasise structured training and service quality (Cui and Ting, 2009). The research has addressed relatively lower satisfaction levels in the service and quality perceptions, while addressing operational challenges.    
[bookmark: _heading=h.e2jpfdcuq5jy]5.6 Process
In the United States, there is a strong focus on efficiency and drive-through services that reflect a fast-paced lifestyle (Severson, 2023). The digital ordering and delivery platforms are necessary for the completion of this stage.
In the UK, KFC has adopted the processes for the inclusion of delivery and take away expansion, while aligning with the changing consumer behaviours. Across the globe, KFC has noted a shift towards off-premise consumption with a massive growth of delivery and take-away options.    
[bookmark: _heading=h.ft3g69s5ay84]5.7 Physical Evidence 
In the United States, KFC outlets maintained a classic fast-food design while emphasising the heritage, and familiarity. On the other hand, some of the locations are outdated, and affect the brand perceptions.
In the United Kingdom, KFC has made investment in decorating modern store formats, and refurbishment, while enhancing the customer experiences (Jordan, 2025). The planned investments include upgrading 200 existing stores, while indicating a shift towards the premium physical environment (Abdelmeguid et al. 2024).      
[bookmark: _heading=h.hlycsxt3c0ay]6. Directional Development Strategy of KFC in the United Kingdom 
[bookmark: _heading=h.6c12hxgb2wib]6.1 Market Penetration through Value, Convenience, and Digital Expansion
Market penetration is the main directional strategy of KFC in the UK, which focuses on raising the frequency of purchase and capturing the customers of competitors like McDonald and Burger King. The UK is a highly mature market, therefore, instead of generating new demand, expansion is done by stimulating the existing demand. Therefore, the current yearly revenue is estimated to be $4.6B per year with KFC UK and Ireland (Growjo, 2025). One of the most important aspects of this strategy is the value-based pricing and intensity of promotion. KFC UK has a high frequency of introducing limited-time offers, sharing buckets, and meal deals that are aimed at appealing to consumers with a low cost of living, in times of economic stress like inflation and a rise in cost of living. This would enhance the repeat buying behavior and position KFC as a cheap indulgence. The combination of these efforts will help in customer retention and more often orders without necessarily altering the core product offering.
[bookmark: _heading=h.p6ty6fwtf6pq]6.2 Product Development and Localisation Strategy for UK Consumers
In combination with penetration, another strategy deployed by KFC is its product development strategy to suit the evolving consumer preference in the UK especially with regards to health awareness, ethics in consumption as well as diversification of flavours. In Britain and Ireland, KFC has committed to spend 1.49 billion pounds (2.0 billion dollars) of its money in the next five years that would generate more than 7,000 employment opportunities within its business and through its supply chain (Reuters, 2025). The brand has implemented menu innovation to meet the local preferences and eating expectations, such as plant-based options (vegan burgers created jointly with outside providers), lower-calorie or grilled alternatives. These are developments that are in response to the growing demand of healthier fast-food options and regulatory actions with respect to better nutrition labeling. Moreover, KFC UK also introduces local and restricted products periodically, such as spicy ones and flavours that have certain cultural influence, and which attract the diverse population in the UK. KFC reported that the market size in the UK was expanding with regards to fried chicken, and the market size stood at 3.1billion pounds (Reuters, 2025). This assists the brand to be relevant in a market where consumers want diversity and something new.
[bookmark: _heading=h.vnb9vae6kbrn]7. Ethical Issues in the Marketing Mix of KFC in the United States and United Kingdom 
KFC marketing mix efforts in the United States and the United Kingdom cause various ethical issues, especially those that involve health effects, advertising and sustainability. Although in both countries the brand meets the legal requirements, the brand value of KFC has been wavering throughout the globe, as shown in the figure below.
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[bookmark: _heading=h.gn7xoyvmqzp7]Figure 8: Brand Value of KFC from 2014 to 2024 across the world
(Source: Bajj, 2025)
[bookmark: _heading=h.jdtzfh7l0xix]7.1 Health, Nutrition, and Advertising Ethics
One of the major ethical concerns in the United States and the United Kingdom is the role of product offerings by KFC in increasing the worries on obesity and diet related diseases. Since KFC is a fast-food brand where fried and high-calorie foods got most of the popularity, there has been a tendency to blame it for promoting unhealthy eating habits.
In the United States, with relatively lax advertising laws, the encouragement of high-calorie meal plans and the use of large portions are ethical issues. When Americans indicate that healthiness is very or extremely important in food, 35% of those who attest to the same degree indicate that their own diets are of high healthiness with only 3% of adults who say that healthiness is not too or not important (Pew Research Center, 2025). Marketing initiatives that promote indulgence and value pricing can promote excessive consumption especially in younger and low-income consumers. In the United Kingdom, despite the more stringent rules in the sphere of advertising, particularly in advertising to children, the ethical discussion of the promotion of unhealthy food in the general media and in Internet resources remains open. Promotional campaigns are such that even in cases of being in line with regulations, concern can be raised whether the long-term encouragement of an unhealthy diet needs to be encouraged by the persuasive power of such campaigns.
[image: ]
[bookmark: _heading=h.4n5xyeb0fxe]Figure 9: Americans on Healthy Food and Eating
(Source: Pew Research Center, 2025)
[bookmark: _heading=h.3wbymbmve3vh]7.2 Sustainability, Packaging, and Supply Chain Responsibility
The other significant ethical concern is the environmental sustainability and the supply chain practices. In the two nations, KFC has been attacked over the use of single-use packaging, sourcing of poultry and carbon emission of massive supply chains.
In the United Kingdom, where the consumers and regulators are more emphasis on sustainability, packaging waste is treated with more ethical uncertainty and agreements to include recyclable or biodegradable material. Although KFC has undertaken certain environmental conservation efforts, critics accuse it of making gradual as opposed to radical changes (Zhang, 2024). Ethical issues are more divided in the United States, but they still exist, especially with the consumer groups that are more environmentally conscious. In general, despite the steps taken by KFC to adopt responsible marketing practices, in both markets, there are still ethical issues to be resolved by striking a balance between profitability and social responsibility in terms of health and environment.
[bookmark: _heading=h.67w2fz5d0o92]8. Recommendations
[bookmark: _heading=h.r2tu9jut5bzd]8.1 Recommendation 1: Strengthen Health-Oriented Menu Innovation and Responsible Marketing (US & UK)
KFC ought to focus on introducing more healthy products both in the United States and the United Kingdom to support the growing consumer need for nutritious and balanced fast-foods. This involves the launch of increased grilled options, low calorie meal packages, vegetarian proteins and open nutritional labelling on all menu items (Stewart et al. 2026). In the UK, where regulatory and social pressure on the topic of obesity and childhood nutrition is even more pronounced, KFC must do even more to limit the aggressive advertising of high-fat high-salt food in the digital and broadcast media. In the US where consumer autonomy is greater but health issues are still important, the brand may consider the concept of promoting the idea of balanced indulgence that would enable consumers to consume products and at the same time be conscious about their nutritional intake. Also, responsible marketing approaches, including not direct marketing of unhealthy foods to children, will contribute to increasing brand trust in the long-term and decreasing the level of ethical criticism in both markets.
[bookmark: _heading=h.kmfatf24yra0]8.2 Recommendation 2: Enhance Sustainability Leadership and Digital-First Customer Experience
KFC ought to move faster in the sustainability fronts by switching to fully recyclable or compostable packs, becoming more carbon efficient in its supply chain, and be more transparent in its sourcing practices, especially in poultry production. This is more so in the UK where consumers are the most sustainability-aware but it is also coming to be the case in the US as more people become environmentally conscious. Together with sustainability, KFC can also improve its digital ecosystem by improving the personalisation of mobile apps, loyalty reward systems, and AI-assisted ordering and demand forecasting in both markets. A digital-first strategy will be a single strategy to enhance efficiency in operations, retention of customers, and help in promoting more targeted and ethical (Sikder, 2024). Sustainability leadership and enhanced digital interaction will enable KFC to consolidate its worldwide brand name as well as adapt efficiently to the developing international consumer requirements.    
[bookmark: _heading=h.lo30hjt7z9kl]9. Conclusion
The comparative assessment of KFC in the United States and United Kingdom addresses the critical need of making alignment with international marketing strategies with local market dynamics. The findings have demonstrated that while KFC maintains a highly standardised global brand identity, its success is dependent on the ability of differing macroenvironmental conditions, regulatory frameworks and consumer behaviours. The US represents a highly mature and highly saturated market where the business faces intense competition and decline of growth, and needs to have stronger assessment of value-based pricing, operational efficiency and brand revitalisation. In contrast to that, the UK offers a highly dynamic growth environment, including creative promotions and sustainability initiatives for aligning with more health-conscious and ethically aware consumers.    
Furthermore, the research has further addressed that socio-cultural factors play a decisive role to shape the consumer expectations, while influencing product development and ethical considerations. In this case, the issues, such as health concerns, environmental impact, and responsible marketing have become a significant area of consideration specifically in the UK based markets.

[bookmark: _heading=h.wqnqc9461q3n]Section 2: Reflection
The Gibbs Reflective Cycle is a framework used to examine learning experiences in six steps: description, feelings, evaluation, analysis, conclusion, and action plan (Ocampo et al. 2025). The model facilitates critical thinking and self-brainstorming by helping any individual look back into experiences and see areas of improvement in the course of academic and professional work in the future.
[image: ]
[bookmark: _heading=h.ftn7ulozy131]Figure 10: Gibbs Reflective Model
(Source: McLeod, 2025)
Description
In my effort to put together this international marketing report on KFC in the United States and the United Kingdom, I did a lot of research and analysis to learn how international brands alter their strategies in various markets. I analysed different frameworks like PESTEL, STP, and marketing mix 7Ps in order to analyse the differences between the environment, culture and strategy. It involved collecting verifiable information through journals, reports, and other sources in the industry, to have confidence and accuracy within my analysis. I also cross-examined economic, social, and technological to learn about the effect of market conditions on business decisions. Colomer et al. (2020) state that reflective learning enhances in-depth cognition, and encourages learning through facilitating critical thinking about the experiences and knowledge. This academic method aids in arranging intricate information in an efficient manner and becoming more astute in the analysis and critique of ideas.
Feelings
At first, the research was strenuous as two developed markets had to be analysed, and loads of data had to be gathered and compared thoroughly. Of particular concern to me were the issues of locating credible materials and having the correct usage of theoretical frameworks. Reflection aids the learner to acquire self-reflexivity and enhance their capacity to handle complex academic assignments (Aladini et al. 2025). I grew increasingly comfortable in understanding market differences, and relating theory to business strategy. The study of economic and social indicators helped me to be more motivated and develop my skills in scholarly research and critical thinking and feel confident in undertaking assignments.
Evaluation
The preparation of this report proved to be quite challenging and rewarding because it allowed me to enhance my research and analytical skills and exploit the credible sources as well as marketing models to full advantage. I managed to contrast critically the United States and the United Kingdom markets and how KFC can suit its strategies accordingly. A clear organised presentation of ideas was aided by the systematic use of PESTEL and STP frameworks. Reflective practice allows building a career by discovering the areas of strengths and weakness, whereas evaluation assists people in reaching better performance in the future (Graf and Harris, 2016). But, accessibility to the current data and controlling word count at the expense of critical analysis was difficult.
Analysis
Reflection allows us to relate theoretical knowledge to practice, enhancing our skills to make sound decisions and resolve more complex issues (Aladini et al. 2025). This experience has taught me to have critical thinking and use of evidence-based assessment in international marketing because without theory, there is no data and practical knowledge on the ground. The comparative analysis of two developed markets also helped me to structure the observation of economic, cultural and technological factors related to the business. It also has improved my writing and researching skills in academic writing, especially in the use of original journal materials and industry reports. I learned that reflective learning promotes lifelong learning and understanding of the intricate subjects.
Conclusion
Finally, the reflective process allowed me to review my learning process and recognise potential improvement areas in research, analysis, and writing papers. I also learned a lot concerning international marketing strategies and the significance of relying on believable information and theories. The process also enhanced the confidence rate in me to carry out comparative analysis of the market and to use marketing models efficiently. I learned that good academic and professional development requires constant contemplation. In general, this assignment has increased my critical thinking, time management and research skills, which will help me to improve my further academic activities and develop as a professional in the sphere of international business and marketing.
Action Plan
	Area of Development
	Action I Will Take
	Timeframe
	Expected Outcome

	Research skills
	I will also be reading more journal articles and other industry reports that are peer-reviewed in order to advance my knowledge on the subject of international marketing.
	Next 3 months
	Stronger academic research and better use of credible sources.

	Time management
	To avoid the stress of having to finish tasks at the last minute, I will plan a routine study routine and do assignments earlier.
	Next semester
	Improved productivity and timely completion of assignments.

	Academic writing
	I will work on structured thinking and Harvard referencing by university sites and comments.
	Ongoing
	Clear, critical, and well-referenced academic work.

	Critical reflection
	I will frequently use Gibbs reflective models and thus analyse my learning and performance.
	Ongoing
	Continuous academic and professional development.


[bookmark: _heading=h.dwdd73crdhv1]Table 1: Action Plan for Self-improvement
(Source: Self-developed)
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Figure 1. Percentage of adults age 20 and older who reported eating fast food on a given day,
by calories consumed: United States, August 2021-August 2023
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