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[bookmark: _Toc236752225]SECTION 1: Report on the International Market Entry Strategy and Marketing Mix
[bookmark: _Toc236752226]1. Introduction 
This report examines the international market entry strategy and marketing mix of Pizza Hut, comparing its operations in its home country, the United States, and its host country, India. The market entry approach adopted by Pizza Hut in India is analysed with the key elements of its marketing mix (ethical and unethical) to evaluate the impact of this international brand as it adapts to different market environments through different theories and frameworks.
Pizza Hut is an American multinational restaurant chain famous for different types of pizza. It was started in May 1958 in Kansas by two brothers, named Dan and Frank Carney, who currently have over 16,000 restaurants in almost 100 countries (Pizza Hut, 2025). With more than 60 years of great experiences, Pizza Hut now has 350,000 employees across all 100 countries (Pizza Hut, 2025). 
· The vision is to be the most loved and trusted pizza brand worldwide by delivering exceptional food, service, and customer experiences.
· The mission is to provide customers with high-quality, delicious pizzas and innovative menu offerings while ensuring convenience, value, and excellent customer service.

Figure 1: First outlet of Pizza Hut
(Source: Pizza Hut, 2025)
In 1996, Pizza Hut entered India with a single restaurant in Bangalore and this category was pioneered by the first multinational restaurant chain (Pizza Hut India, 2026a).  The company has adapted its menu to local preferences by introducing vegetarian options and Indian-inspired flavours. In the current market, Pizza Hut has become one of the leading pizza brands in both countries. 
This report analyses Pizza Hut's international marketing strategy in the USA and India using PESTLE, STP, market entry, positioning, and the market entry strategy. It concludes with ethical evaluation, recommendations, reflection, and an action plan.
[bookmark: _Toc236752227]2. Macro-environmental analysis of both countries 
A PESTEL analysis helps to evaluate the key external factors, including Political, Economic, Sociological, Technological, Environmental and Legal, that influence a company (David Hayden, 2025). It offers contextual information about brand positioning, the business direction, growth targets, and threats. Political, Economic, Social, and Technological forces are favourable for Pizza Hut as they support market growth, customer demand, and digital expansion. However, Legal and Environmental forces are unfavourable as strict regulations, and sustainability obligations increase operational costs. Both countries, India and the USA, offer large consumer markets and growing digital adoption. However, the USA is a mature, high-income market, whereas India is a rapidly growing, price-sensitive market. 

Figure 2: PESTEL Framework 
(Adopted from David Hayden, 2025)
PESTEE of both the USA and India are analysed to compare and contrast the external environments of these countries for the business of Pizza Hut.
Political
USA: The USA has a stable political system with -0.1 points in 2024, an increase from -0.19 points in 2023 (Global Economy, 2024). The food service industry has strict regulations from agencies such as the Food and Drug Administration (FDA) (FDA, 2019).— Opportunity
India: The government has permitted 100% Foreign Direct Investment (FDI) in the food processing sector (Government of India, 2025). Government initiatives such as “Make in India” support business growth (PIB, 2025).— Opportunity 
Economic
USA: In 2026, the USA had a nominal Gross Domestic Product (GDP) of almost $32.4 trillion (Clark, 2026). It is the world's largest economy. — Opportunity 
India: In 2026, GDP growth is estimated at 7.4% by the double engine of consumption and investment (PIB, 2026). — Opportunity
Socio-cultural 
USA: 83% of people in America eat fast food at least once a week (The Barbecue Lab, 2022). 32% of adults had fast food during August 2021 to August 2023 (Tsai, 2025). Furthermore, Americans support product varieties including veg and non-veg. — Opportunity
India: 45% of urban Indians eat at fast-food restaurants at least once a week, while almost 7% eat on a daily basis (Venkatesan, 2024). 
Urbanisation is increasing in India due to its large demographic weight (Kundu, 2025).— Opportunity
However, focusing on culture, almost 9% of Indians consume eggs, while 31% are pure vegetarians (BWC India, 2021).— Threat
Technological
USA: A total of 13.5 million users are expected between 2024 and 2029 (Statista, 2026). Supports the culture of using online ordering, AI-driven marketing, and delivery platforms.— Opportunity 
India: India had 958 million Active Internet Users in 2026, which has 8% year-on-year growth (NDTV, 2026). It focuses on the culture of digital ordering and food delivery platforms, such as Swiggy and Zomato, critical sales channels.— Opportunity
Environmental
USA: The USA consumers are increasingly concerned about sustainable packaging with food safety (Nordigården et al., 2025). The culture of sustainable-driven products among the USA consumers helps to reduce the use of plastic packaging.  — Opportunity
India: Single-use plastic products are banned in India (Nøklebye et al., 2023). It encompasses the culture of favouring brands which adopt eco-friendly packaging and sustainable sourcing practices. — Opportunity
Legal
USA: Strict food safety regulations: Food Safety Modernisation Act (FSMA) (FDA, 2024). Employment law: Fair Labour Standards Act — Opportunity
India: Strict food safety regulations: Food Safety and Standards Regulation, 2011 (FSSAI, 2025). Employment law to comply with daily working hours and minimum wages — Opportunity

The overall PESTEL factors analysis shows the comparison and contrast of the opportunities of Pizza Hut in both countries. Both the USA and India offer opportunities for Pizza Hut, but the nature of these opportunities differs. 
Economically, the USA provides a mature market with high purchasing power and stable demand, whereas India offers higher growth potential due to its rapidly expanding urbanisation. 
Socially, the increasing number of fast food eaters is more or less the same in both countries, which helps Pizza Hut to increase its business. American consumers prioritise convenience and product variety, while Indian consumers require greater menu localisation, particularly vegetarian and culturally adapted options. 
Technologically, both countries support digital ordering and delivery services, although India is experiencing faster growth in smartphone and digital payment adoption.
Legally, both markets impose strict food safety and labour regulations, but India's regulatory environment can vary across states, creating additional complexity. Environmentally, consumers in both countries increasingly favour sustainable practices. Therefore, Pizza Hut needs to focus on the differences of these countries by localising its marketing strategies.
[bookmark: _Toc236752228]3. Comparing and contrasting cultural factors
In order to compare the cultural differences of the consumers of India and the USA, Hofstede's cultural dimensions were used. This framework indicates that India has higher power distance and collectivism than the USA, where individualism is more prominent.

Figure 3: Country Comparison Tool of Hofested 
(Source: Hofstede Insights, 2025)
Based on the analysis of Figure 3, the six dimensions show the similarities and differences of culture between India and the USA. One of the most noticeable differences is Power Distance, where India scores 77 compared to the USA’s 40 score. High power distance encompasses a more bureaucratic and hierarchical society (Budhiraja and Modi, 2021). The score indicates that Indian society is more accepting of hierarchical relationships and authority (Figure 3). For Pizza Hut, this means that management structures in India may be more centralised, with employees expecting clear instructions from supervisors. In contrast, employees in the USA generally prefer a more participative and egalitarian work environment. While the Indian approach can support efficient decision-making, it may limit employee initiative and innovation.
In terms of Individualism, the USA scores 60, whereas India scores only 24 (Figure 3). According to Komisarof and Akaliyski (2025), Individualism is characterised by freedom, self-reliance, personal autonomy, and the right to privacy. American consumers tend to make independent purchasing decisions and value personal choice. Consequently, Pizza Hut in the USA can successfully promote open kitchens, customised Personal Pan Pizza by consumers, individual pizza options, and customised ordering experiences (Coley, 2024). In contrast, Indian society is more collectivist, with family and group dining playing a significant role. For example, families in some states, such as Rajasthan, Haryana, Gujarat and Madhya Pradesh are vegetarian (India Today, 2024). As a result, Pizza Hut benefits from offering family meal deals, sharing platters, and group-oriented promotions. This cultural difference requires distinct marketing approaches in each country.
Regarding Motivation towards Achievement and Success (Masculinity), both countries score relatively high, with the USA at 62 and India at 56 (Figure 3). Zheng et al. (2025), stated that Masculinity involves traits, such as assertiveness and competitiveness. Consumers in both markets appreciate quality, value, and achievement-oriented lifestyles. Pizza Hut can therefore position itself as a modern and aspirational brand. However, a report stated that American consumers may place greater emphasis on product quality and service efficiency, while Indian consumers often seek a balance between quality and affordability (AHDB, 2025; (Penumatsa, Tirumalasetty and Vikas, 2023).
In the context of Uncertainty Avoidance, both countries have relatively moderate scores, with India at 40 and the USA at 46, as shown in Figure 3. This suggests that consumers in both markets are generally open to innovation and new product offerings. Pizza Hut can introduce new flavours, digital ordering technologies, and promotional campaigns with a reasonable expectation of acceptance. Nevertheless, customers still expect consistency in food quality and service standards.
The countries show similar scores in Long-Term Orientation, with India scoring 51 and the USA 50. This indicates that consumers in both markets value future benefits while maintaining respect for traditions. Pizza Hut leverages this by balancing innovation with established menu favourites. In India, for example, introducing local flavours while maintaining its global brand identity helps strengthen customer loyalty.
Furthermore and finally, the greatest contrast is found in Indulgence, where the USA scores 68 and India scores 26. American consumers, especially Gen Z, prefer meals at sit-down restaurants and indulgent food experiences (Mathews and Mattox, 2026).  This group of consumers prefer socialising with clothes compared to other consumer groups in the US. This supports demand for premium pizzas, desserts, and value-added services. In India, consumers are relatively more restrained and price-conscious (Chanda, 2023). This factor makes affordability and value-for-money crucial factors influencing the purchasing decisions of Indian customers. So, Pizza Hut has to focus on setting its pricing strategy according to that. Therefore, Hofstede's cultural framework helps Pizza Hut understand cultural differences, enabling effective localisation of products and marketing strategies. However, it oversimplifies national cultures, overlooks regional diversity and changing consumer behaviour, and may not accurately represent individual preferences, limiting its effectiveness in dynamic international markets.

[bookmark: _Toc236752229]4. STP (Segmentation, Targeting, and Positioning) 
	STP Element
	USA
	India

	Segmentation
	Age: 10 to 80 years old
Income and families: middle- and upper-income families.
Location: Urban areas.
Lifestyle: There is no particular choices
	Age: 10 to 80 years old
Income and families: Middle- and upper-income families.
Location: Urban areas, especially metro cities.
Lifestyle: distinction between vegetarian and non-vegetarian eaters

	Targeting
	Middle and upper-income class, along with students, and families.
	growing middle class, young consumers, students, and families.

	Positioning
	A convenient, innovative, and reliable pizza brand
	Locally adapted pizza brand offering affordable menu options.


Table 1: STP Analysis
Segmentation 
The segments of a business focus on demographics, lifestyle, and behavioural factors. In both countries, Pizza Hut has been more famous with older people than with younger people (Gelski, 2022). However, all ages from 10 to 80 years old, both male and female, are the segmented customer groups of Pizza Hut. Key customer groups include working professionals, students, families, and convenience-oriented consumers who seek quick and easy meal solutions. In contrast, Pizza Hut segmented the Indian customers based on their income levels, urbanisation, and cultural preferences. This pizza chain also targets college students and families living in metropolitan and tier-one cities. 
Targeting 
In the USA, Pizza Hut targets middle- and upper-income families who value quality and customised dining experiences. This brand also targets customers seeking premium products through specialty pizzas and customised meal options.
In India, Pizza Hut targets a broader customer base, such as the growing middle class and younger consumers who are increasingly influenced by Western food culture. Indian culture is oriented towards family culture, where a major target segment is based on group activity. This pizza brand also targets price-sensitive consumers through value meals, discounts, and promotional offers. The vegetarian consumers of India are also the target people, as Pizza Hut added some veg items, such as Tandoori Paneer Ultimate Cheese and others (Pizza Hut India, 2026b). 
Positioning 
As the culture between the USA and India are somewhat different, the positioning strategies of Pizza Hut are also somewhat distinct from each other. In India, Pizza Hut has adopted a more localised positioning strategy by blending its menu with the customer demand and culture they follow. For example, this brand has also added a number of veg items in its menu, such as “Fiery Schezwan Veggie”, “Mozzarella Cheese”, “Duo Peppers-Red” and other options (Pizza Hut India, 2026b). Domino's Pizza and Mojo Pizza are the competitors in the Indian market (Figure 4). Therefore, in this country, it maintains the cultural aspects of the consumers, which has helped to create a good position in the market. 

Figure 4: Positioning map of Pizza Hut in India
On the other hand, in the USA, this pizza chain brand positions itself by offering fast delivery and digital ordering solutions. In this market, Pizza Hut competes with Domino's Pizza, Little Caesars and Papa John's (Burke, 2026) (Figure 5). Consumers of Pizza Hut emphasise product variety and value deals, by making the brand attractive to busy people. 

Figure 5: Positioning map of Pizza Hut in the USA

[bookmark: _Toc236752230]5. International Marketing Mix (7Ps) strategies

Figure 6: 7Ps Marketing Mix
A. Product 
USA
· Offers a wide range of pizzas, wings, pasta, desserts, and premium speciality pizzas (CSP Daily News, 2016). 
· Focuses on customisation and innovation in products and services.
· Pizza Hut has introduced the new $5 Flavor menu with different types of items (CSP Daily News, 2016).
· Pizza varieties, crusts, and toppings, while its product width (brand extension) covers multiple categories, including pizzas, wings, pasta, garlic bread, beverages, desserts, and sides, catering to diverse customer preferences.

Figure 7: $5 Flavor Menu
(Source: CSP Daily News, 2016)

India
· Adapts products to local tastes through vegetarian pizzas, Smokey BBQ Veggie, Tandoori Paneer, and spicy flavours (Pizza Hut India, 2026b). 
· Beef and pork products are largely avoided due to cultural preferences (X, 2022).

Figure 8: Veg option in India
(Source: Pizza Hut India, 2026b)
B. Price 
USA
· The value-based and competitive pricing strategy has been used, for example, Melts start at $6.99, and Personal Pan Pizzas at $7.99 (Pizza Hut, 2026b).
India
· In India, a competitive pricing strategy is also used, such as Pizza starting from Rs 299 (Pizza Hut, 2026a). 
· Gives different types of offers, like discounts on birthdays on every order and Flat off 100 by using a given coupon as shown in Figure 9 (Pizza Hut, 2026a).

Figure 9: Offers Pizza Hut India
(Source: Pizza Hut, 2026a)
C. Place
USA
· Across the USA, there are almost 1,500 outlets, including dine-in restaurants, takeaways, drive-throughs, and delivery outlets (Pizza Hut USA, 2026).
· Online delivery options are also available across the country. 

Figure 10: Pizza Hut restaurants in the USA
(Source: Pizza Hut USA, 2026)
India
· Pizza Hut operates almost 850 Pizza Hut restaurants across India (Sharma, 2024).
· More than 300 restaurants function as on-the-go consumers, Fast Casual Delco (FCD) restaurants and are tailored to a fast-paced lifestyle (Sharma, 2024). 
· Online delivery options are also available across the metro cities by partnering with Swiggy and Zomato (Indian Retailer, 2026). 






Figure 11: Pizza Hut restaurants in India
(Source: Sharma, 2024)
D. Promotion
USA
· Focuses on digital marketing, such as Pizza Hut serves up a “Newstalgia” campaign celebrating “what fans know” and “love about the pizza restaurant” with the PAC-MAN box (Hut Life, 2021). 
· Loyalty programs, mobile applications, social media campaigns, and sports sponsorships. 

Figure 12: Pac-Man marketing campaign
(Source: Hut Life, 2021)
India
· Uses social media, influencer marketing, festival promotions, family offers, and local advertising campaigns to increase brand awareness.
· The digital campaign by Pizza Hut has launched a digital campaign by offering discounts across its dine-in and aggregator channels (Instagram, 2026).
· Pizza Hut has introduced a digital campaign called “#UltimatePanSatisfaction” powered by social media and online advertising (Nusra, 2020). 

Figure 13: Digital marketing in India
(Source: Instagram, 2026)
E. People
USA
· Employees are trained to provide efficient customer service and personalised experiences 
· Staff are encouraged to blend learning programs for the managers and team members (Pizza Hut, 2023). 

India
· Staff training emphasises hospitality, relationship-building, and customer support by creating 15,00 apprenticeships (Restaurant India, 2026).
· Pizza Hut offers employees on-the-job management-level training (PR Newswire, 2015). 
F. Process
USA
· Advanced digital ordering systems, like the QuikOrder platform, are used in developing and maintaining internet-ordering systems (Hut Life, 2018).  
· As a customer experience platform, Medallia is used by Pizza Hut USA to improve its engagement with customers (Seymour, 2019). 
· Pizza Hut has launched a new mobile app by redesigning the old one to remove friction from the mobile experience (Fantozzi, 2025). 
India
· In India, the digital ordering system is also used by this brand (Nusra, 2020). 
· In this country, the online application is also available to the people. 

G. Physical Evidence 
USA
· In the USA, the roofs of all Pizza Hut stores are more or less red to create differences between Pizza Hut restaurants and other restaurants (Pizza Hut, 2015). 
· The official website link of Pizza Hut USA: https://www.pizzahut.com/ 

India
· Customers experience the digital process in the store from viewing the menu via QR codes to making payments (Nusra, 2020). 
· The official website link of Pizza Hut India: https://www.pizzahut.com/ 
[bookmark: _Toc236752231]6. Market entry strategy in India
In the international arena, the right entry allows a business to attract new customers, minimise the risk of losses, and increase its competitiveness with international competitors (Liu and Natalia, 2021). Exporting, licensing, franchising, joint ventures, wholly owned subsidiaries, and strategic alliances are the international market entry strategies. In India, Pizza Hut entered in 1996 in Bangalore by using the franchising strategy.  According to Newbery et al. (2024), Franchising is a business model which helps to leverage resources through a network to enhance its performance in other places. Franchising is one of the most widely used market entry strategies among businesses. 
In order to understand the market entry strategy of Pizza Hut in India, the Uppsala model has been aligned. Schweizer and Vahlne (2021), stated that the Uppsala model focuses on the fact that managers are constantly changing capabilities due to uncertainty, complexity, volatility, and ambiguity through commitments and the knowledge development process (Figure 14). Furthermore, another study reveals that the Uppsala model emphasises the traditional internationalisation system of multinational corporations (Gao et al., 2022).  

Figure 14: Uppsala Model 
(Source: Schweizer and Vahlne, 2021)
The entry of Pizza Hut in India using the franchising model, where investments come from the franchise partners (PTI, 2017). It is known from the Hofstede cultural dimensions and PESTEL analysis that India represents a culturally and economically distant market from the USA. This factor forces businesses to gain market knowledge before committing substantial resources. As per the Uppsala model, after commitment, Pizza Hut initially adopted a franchising approach to understand the culture of the market. This allowed the company to enter the Indian market with relatively low financial risk. At that time, the economy of India was about to turn around. Furthermore, using the sentiments of the local consumers, Pizza Hut started adopting the local flavours to create more genuine connections with them. 
Through opening a few franchises in this market, the brand started to gain knowledge about the different cultures, dietary habits, and purchasing behaviour of Indian people. This gradual learning process helped this business to adapt its product by introducing local taste and vegetarian categories, such as Paneer Makhani pizza, Schezwan Veggie pizza and others. 
However, having some limitations in this market entry strategy can affect the business. Ackermann (2024), reveals that franchise status is endogenous as it is triggered by poor performance. It is reported that in India, the Pizza Hut outlets faced a quarterly loss due to a one-time charge in February 2026 (Salecha, 2026). Thus, dependence on franchise partners reduced direct control over service quality and operational practices. 
[bookmark: _Toc236752232]7. Ethical issues faced by Pizza Hut in India
As a global fast-food brand, Pizza Hut has generally adopted ethical marketing practices in India by respecting local culture, promoting inclusivity, and ensuring product transparency. However, like many fast-food companies, it has also faced criticism regarding certain aspects of its marketing mix. Evaluating both ethical and unethical issues provides a balanced understanding of the brand's operations in the Indian market.
Ethical and Unethical Issues
In the process and place factors of the marketing mix, Pizza Hut is committed to reduce 100% of single-use plastic from its packaging by the year 2025. In Mumbai, India, Pizza Hut has started its most sustainable-focused store by prioritising the goal of the brand, “Recipe for Good Growth” (Nusra, 2023). The franchise also focuses on wastewater management and energy consumption by installing a solar unit. Therefore, such initiatives create trust and enhance engagement among the customers. 
However, one of the key issues is the cultural issue that Pizza Hut faced. In India, Pizza Hut had to give Rs 30,000 as compensation to a Jain family (Hindustan Times, 2015). In 2014, the family alleged that they were pure vegetarians and they ordered veg pizza from Pizza Hut. Despite this, this brand gave them non-vegetarian pizza (Hindustan Times, 2015). The family had highlighted that due to the negligence of the company, their religious sentiments were hurt. This issue is linked to the product under the marketing mix.
On the other hand, Pizza Hut follows the Indian government regulations established by the Food Safety and Standards Authority of India (FSSAI) in using its ingredients and suppliers (Debroy, 2024). However, it is reported that in Goregaon, Mumbai, one of the franchise owners, Sapphire Foods India Ltd, was alleged to have 11 violations (Debroy, 2024). Another complaint against a franchise in Aurangabad was “failure to amend mislabelling and display violations” (Debroy, 2024). This also affects the product aligned with the marketing mix strategy of Pizza Hut. 
There are multiple complaints against different outlets of Pizza Hut in India that the outlets use excessive salt levels, along with the lack of allergenic warnings (Debroy, 2024). Along with this ethical issue, there was an inadequate separation between non-vegetarian and vegetarian items (Debroy, 2024). These cases create a lack of trust in the brand as their demands and culture are affected. 

Figure 15: Reviews for Pizza Hut on Google Play 
(Source: Google Play, 2021)
Figure 15 shows the negative feedback from the customers in India based on their service experiences. This indicates the lack of proper process and people in the marketing mix of the restaurants. Customers complain about the services of Pizza, such as delayed delivery and issues with the Pizza Hut app (Google Play, 2021) (Figure 16). These ethical issues indicate a failure in the ethical responsibility of this brand within its marketing mix. 

Figure 16: Reviews from employees 
(Source: Glassdoor, 2026)
Another unethical issue is regarding people in the marketing mix. Figure 16 shows the review on Glassdoor stating the issues in management, partner-dependent service, delayed work, toxic culture and zero autonomy (Glassdoor, 2026). Therefore, these issues create a problem for delivering the services ethically in India. 
[bookmark: _Toc236752233]8. Recommendations for future international marketing strategies
[bookmark: _Toc236752234][bookmark: _jd9ct7du8qh]8.1 Recommendations for India
Product: Strengthen cultural sensitivity through vegetarian and non-vegetarian separation
In India, cultural sensitivity is creating issues for multinational brands, like Pizza Hut. Pizza Hut needs to establish dedicated preparation stations, utensils, cutting boards, and storage areas for vegetarian and non-vegetarian ingredients. This would minimise the risk of cross-contamination and reassure vegetarian consumers about food purity. For example, of this strategy, McDonald's India has successfully implemented separate preparation counters for vegetarian and non-vegetarian products across 50 cities of India (Ghosal, 2019). This strategy will help to build strong consumer trust by maintaining strict vegetarian standards. 
People: Improve Employee Well-being and Ethical Workplace Culture
Pizza Hut needs to provide employees with greater autonomy in handling customer issues and daily operational decisions In India. Empowering frontline staff can improve service quality, increase job satisfaction, and reduce workplace stress. Employees who feel trusted and valued are more likely to deliver positive customer experiences.
Furthermore, Pizza Hut should establish anonymous employee feedback systems and regular workplace satisfaction surveys. This would allow management to identify issues such as toxic culture, excessive workload, and operational inefficiencies before they negatively affect employee performance and customer service. The example of Starbucks focuses on the supportive care-taker of the partners by providing training (Li, 2022). Starbucks is considered an employee-focused culture where every employee is referred to as “partners”. These initiatives have helped Starbucks maintain strong service quality and high employee engagement levels.
[bookmark: _Toc236752235][bookmark: _5dgghartxm73]8.2 Recommendations for the USA
Process: Improve Service Processes and Digital Customer Experience
In order to enhance the process of the international marketing mix, Pizza Hut can implement AI-powered delivery tracking and route optimisation systems in its app within its USA branches. It will help to improve delivery accuracy and reduce waiting times for customers. Real-time order tracking could be provided to customers so they can monitor the status of their orders. This would increase transparency and build customer trust.
For example, in India, Domino’s Pizza redesigned the app by integrating improved UI and adding a new feature where users can find the nutritional values of a pizza (Jain, 2023). Pizza Hut can also redesign its app to reduce service failures, improve customer trust, and strengthen ethical responsibility within its marketing mix in the USA.
[bookmark: _Toc236752236]9. Conclusion
Pizza Hut has successfully expanded from its home market in the USA to India by adapting its marketing strategies to local cultural, economic, and consumer preferences. The analysis highlights the importance of localisation in its product offerings, positioning, and market entry approach, such as the franchising method in India. While the company has achieved significant growth, addressing ethical concerns related to people, product and process management will be essential for enhancing customer satisfaction, employee well-being, and long-term competitiveness in the Indian market.


[bookmark: _Toc236752237]Section 2: Reflective Account 
[bookmark: _Toc236752238]1. Introduction 
Throughout the process in this report, I have followed different approaches for researching and preparing the assessment. Here, I have used Gibbs reflective cycle to follow the six steps of discussing my experiences regarding opportunities and issues in this path. Gibbs’ reflective cycle is a six-staged framework which guides the analysis and evaluation of the experience of an individual (Gibbs, 1988) (See Figure 17). 

Figure 17: Gibbs’ Reflective Cycle 
(Adapted from Gibbs, 1988)
[bookmark: _Toc236752239]2. Description 
I selected Pizza Hut from the list of multinational organisations in the brief of this module. In order to analyse the international marketing strategy, I chose the headquarters and home country of Pizza Hut, which is the USA. On the other hand, analysing the marketing mix, cultural aspects and ethical issues, India is selected as the host country of Pizza Hut. In the report, I used some frameworks to compare and contrast between these two countries. The comparative analysis of PESTEL, Hofstede cultural dimension, STP, and marketing mix of 7Ps is conducted for both the USA and India. I also evaluated Pizza Hut’s market entry strategy in India using the Uppsala Model and assessed ethical and unethical issues associated with the company’s marketing practices.
Throughout the report, I compared and contrasted the different aspects between these two countries where Pizza Hut operates. I also compared Pizza Hut’s practices with those of competitors such as Domino’s, McDonald’s and Starbucks by giving recommendations. 
[bookmark: _Toc236752240]3. Feelings 
At the beginning of this assessment, I felt confident about researching a globally recognised company such as Pizza Hut as a large amount of information was available from both academic and industry sources. However, I also felt slightly overwhelmed by the wide range of topics that needed to be covered, including market entry strategies, cultural analysis, ethical issues, and marketing mix adaptation.
During the research, at a certain moment I became frustrated due to analysing a large number of data from these two countries. The compare and contrast took a huge time as each data are from different sources. Nevertheless, at the end I felt that comparing multiple sources helped me develop a balanced perspective. Therefore, gradually, I felt more confident to connect the theoretical concepts with real world business aspects. 
[bookmark: _Toc236752241]4. Evaluation
Throughout the process of researching, one of the main advantages was the availability of extensive sources about the international operations of Pizza Hut. The use of the above-mentioned frameworks helped to structure the report effectively and provided a systematic strategy for analysis between India and the USA. The frameworks helped me to establish a well-defined research on understanding the marketing mix and international entry strategies. I have used multiple figures to give clear concepts on the analysis. 
In contrast to these situations, I have faced issues searching for some specific information, like ethical issues of Pizza Hut in India. The limited or scattered information across multiple sources made the data collection process difficult as well as time-consuming. I struggled to manage my time effectively as I had a deadline for the submission of this report. Furthermore, analysing ethical issues requires careful consideration as perceptions of ethical behaviour can vary among the stakeholders. Another challenge was ensuring that all sections remained connected while avoiding repetition. Despite these difficulties, the research process improved my analytical and critical-thinking skills.
[bookmark: _Toc236752242]5. Analysis 
This assessment highlighted the importance of adapting marketing strategies to different international environments. The analysis demonstrated that Pizza Hut’s success in India is largely due to its ability to localise products, pricing, and promotional strategies while maintaining a globally recognised brand image. The application of the Uppsala Model showed that gradual international expansion can reduce uncertainty and support market learning. Hofstede’s framework further illustrated the influence of cultural differences on consumer preferences and organisational practices.
I have a certain amount of critical thinking skills that I have used throughout my report. According to Li, Noordin and Yang (2026), critical thinking helps the students to evaluate evidence, construct arguments, and analyse ideas with intellectual facts. However, in certain cases, I still need to improve for my future development. 
Furthermore, I also enhanced my knowledge on ethical considerations for international marketing strategy.  A study stated that ethics give a business some principles, such as reliability, safety and integrity that enhance the brand image (Caldeira and Infante-Moro, 2025). This emphasised the importance of aligning operational practices with customer expectations and ethical responsibilities. The assessment reinforced the idea that successful international marketing requires more than simply transferring a business model from one country to another.  
[bookmark: _Toc236752243]6. Conclusion & Action Plan
The analysis stated that I have developed a stronger understanding of international marketing and strategic analysis. The assessment also increased my awareness of the role of ethics in business operations. However, there is a gap in some aspects, such as critical thinking, time management and research skills. Therefore, I have developed an action plan focusing on my future skills and abilities for my academic and professional life. 

	Development Area
	Action to Improve
	Academic Benefit
	Professional Benefit
	Timeline

	Research Skills
	Use more academic journals, databases, and industry reports in future projects.
	Produce higher-quality assignments and dissertations.
	Make evidence-based business decisions.
	Next 12 months

	Critical Thinking
	Practise evaluating multiple viewpoints and challenging assumptions.
	Strengthen analytical sections of coursework.
	Improve problem-solving and strategic decision-making.
	Ongoing

	Academic Writing
	Improve conciseness, academic tone, and critical evaluation.
	Achieve higher grades in assignments.
	Prepare professional business reports and proposals.
	Next 6–8 months

	Time Management
	Use project planning tools and create structured schedules.
	Improve assignment quality and reduce stress.
	Increase productivity and efficiency in the workplace.
	Ongoing

	Digital and Data Analysis Skills
	Learn advanced Excel, Power BI, Google Analytics, and AI tools.
	Strengthen data-driven research projects.
	Support a future career in marketing and operations management.
	Next 6 months


Table 2: Action Plan
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Fiery Schezwan Veggie

Mozzarella Cheese, Mushroom, Duo
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Smokey BBQ Veggie

Mozzarella Cheese, Exotic Veggie Mix, Corn,
White Pizza Sauce, BBQ Drizzle
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Celebrates 30 Years
in India with

Campaign

Pizza Hut has completed 30 years of operations in India
and has launched a nationwide consumer campaign to
mark the milestone.
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Pathetic service. Even after successful payment, my order was not delivered. We waited for around 3 hours, but there was no update
and no delivery. The contact numbers provided were switched off, making it impossible to get any assistance. It is currently 10:27 PM
as | am submitting this feedback. | am extremely disappointed with this experience. Instead of using this app, | would recommend
others order through Swiggy or Zomato, where customer support and order tracking are much more reliable.

1 person found this review helpful

Did you find this helpful? Yes No

O Kumar Narayan

** 14 June 2026

Horrible Ul - No Order History option! As you can see in the Account menu, there is absolutely no "My Orders" or "History" button. How
are customers supposed to track what they bought before? Having to search the entire menu to place the exact same order every time
is a massive waste of time. Please add a dedicated History and Repeat Order button immediately. app version: 1.10.0

2 people found this review helpful

Did you find this helpful? Yes No
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All that glitters is NOT gold
£ Anonymous employee

Former employee, more than lyear @ Gurgaon, Haryana

X Recommend X CEOapproval X Business outlook

Pros
The office is decent looking. There is free food. thats works for a lot of people.

Cons
where do i begin.

the leadership does not knwo their heads from their A*ses
everything is "partner” dependent

every thing is rushed yet extremely delayed

they put highly inexperience people in critical roles
everything is knee jerk

the company hasnt seen growth since donkey's years

the environment is toxic but friendly at first glance

the indian team has zero autonomy
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