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[bookmark: _Toc226276157][image: ]Section 1: International Marketing Report 
[bookmark: _Toc226276158]Introduction
The success of international marketing is based on the ability to balance brand consistency and local responsiveness. In the case of KFC, the issue lies in how to transform a global fried-chicken brand into various economic realities, legislation, cultural demands, and consumption patterns. KFC is a suitable case since it is one of the Yum! Brands’ (Yum!, 2024). Most international with more than 30,000 restaurants across over 20 countries in 2024 and has an opening of approximately 2, 900 new outlets that year. Such a scale also provides it with a high degree of brand power, yet it implies that market-specific adaptation becomes a strategy requirement instead of a tactical choice (KFC, 2025).
This report will compare KFCs international marketing mix in United Kingdom and India. The reason why these markets are appropriate is that these are two distinct yet significant consumer markets, albeit with a wide income gap, food culture, digital payment habits, regulation, and social norms. The UK fast-food market is an established, competitive, high-cost labour market, high health awareness, and digitally advanced consumers. India is a high growth, price-sensitive market with greater contribution of localisation of vegetarian and flavour, and swiftly growing app-based order and digital payment. The World Bank statistics show that the UK GDP per capita was over $53,000 and India was approximately 2,695 in 2024 and that reflects the difference in purchasing power which defines pricing and value policies (The World Bank, 2024).
The report initially compares the macroenvironment of both nations through the PESTEL approach with special consideration to the social factors, consumer behaviour and culture. It subsequently compares KFCs STP strategy and 7Ps in the two markets to find out where KFC standardises the core brand and where it differentiates. The report then examines the directional development strategy of KFCs in India, appraises the ethical problems that are linked to the marketing mix and gives recommendations on future international marketing strategy.
[bookmark: _Toc226276159][image: ]Company and market context
[image: KFC Compared To Other Fast-Food Brands]
Figure 1: KFC
KFC is an international fast-food chain of chicken under Yummy Brands. At the corporate level, the brand enjoys a strong franchising model, standard operating systems and globally identifiable brand resources including the Colonel Sanders image, fried chicken heritage and value-sharing formats. However, the expansion of KFCs outside the United States has always relied on local adjustment. Yum! The annual report 2024 of the brands also highlights the global growth and the focus on innovation of KFC, as it is evident that the brand fights on the basis of both the level of development and the experience of the consumers (KFC, 2025).
KFC is operating in a mature market in UK with high competition with McDonalds, Burger King, Nandos, independent fried chicken outlets and aggregators which increase consumer switching. The market is influenced by the pressures of cost-of-living, constraining labour conditions and growing sensitivity of high-fat, high-salt, and high-sugar foods. According to government statistics, the food and non-alcoholic beverage prices increased by 4.5% in the year to December 2025, which places pressure on household finances and make value communication a core of the fast-food competition (GOV.UK, 2025).
KFC operates in a different market structure in India. It grows faster, though value sensitivity and the heterogeneity of customer base are higher and more varied among [image: ]metros, cities of the second tier, and younger digital consumers. Devyani International, which is the large franchisee of KFCs in India, emphasizes network growth, adoption of technology, consumer focus, and operational efficiency as the significant growth drivers (Chauhan et al., 2024). This is a model of development that is centered on access, localization, and size as opposed to mere imitation of a Western model.
[bookmark: _Toc226276160]Comparative market analysis
[bookmark: _Toc226276161]Political factors
UK has favourable political environments to operate business. UK is politically stable, institutions are relatively predictable and there is a well-established system of consumer protection. In the case of KFC, the effects on policy are not the political risks in the traditional meaning, but pressure on labour, health and food marketing. The UK regulatory landscape is progressively interfering with food promotion, notably of the less nutritious food and beverage products, which directly impacts the process of advertising and product bundling of brands like KFC (Lauber et al., 2021). 
At the national level, India has moderately political stable environment. It is politically stable to conduct business, although the environment in which the business is conducted is more complicated due to differences between the regulations of the nation and the local differences between the state-level enforcement and infrastructure, as well as the urban administration. In the case of KFC, it enhances the complexity of executing store roll-out, supply chains, and local marketing (Negi and Sharma, 2025). The organised quick-service chains, in particular those combining delivery, app ordering, and digital payments, have been supported by political support of the digital infrastructure and economic formalisation.
All in all, the political climate is more favourable in India than in the UK to KFC. The political stability of both countries supports long-term investment, which is favourable in both market presence and franchise development.
[bookmark: _Toc226276162]Economic factors
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Figure 2: Economic outlook of UK
One of the most evident differences between the two countries is generated by economic conditions. Economic environment of UK is strongly favourable for doing business like KFC. UK is richer and its GDP per capita is over $53,000 in 2024, albeit with a low growth rate of 1.1 and consumers continue to be threatened by food inflation. The rates of the National Living Wage are also increasing, with the rates of those aged 21 and up being GBP12.21 during the period between April 2025 and March 2026. In the case of KFC the top line purchasing power is high coupled with high pressure on labour costs and visible value demand. Convenience can be affordable to the consumers, yet they also demand portion value, offers, and hassle-free digital fulfilment (ONS, 2025).
India is the reverse model: Its economic environment is unfavourable from broad perspective but for specific city it is favourable. The lower income per customer, but the accelerated economic growth. According to the World Bank data, the GDP growth of Indias is 6.5% in 2024, inflation is 5.0, and the GDP per capita is approximately 2,694.7. This forms a market in which discretionary spending is more limited at an individual level but the reachable middle-class and aspirational youth groups keep growing. KFC [image: ]cannot afford to depend on premium pricing as it would in a richer market, it must design affordability, low-end entry-level price points and attractive combo design without losing brand aspiration. 
The UK is economically mixed but moderately favourable to KFC and India is strategically favourable to grow. UK has a better consumer purchasing powerComparatively, India is not favourable in individual spending power, but more favourable in growth potential since the increasing incomes, urbanisation and the presence of large value seeking consumer base favour expansion should KFC continue with affordable prices.
[bookmark: _Toc226276163]Social factors
Social factors of UK is immensely favourable for doing chain fast food business like KFC. Fast food consumption in the UK is well-established and integrated into the urban lifestyles, so this environment is moderately favourable to KFC. Consumers are accustomed to the presence of fried chicken products and experience the convenience-based consumption of takeaway, delivery, and mobile ordering. Nevertheless, this benefit is growing to be counterbalanced by a growing health awareness, especially worries about obesity and high-energy, high-salt foods. This means that the level of demand is high, but KFC is under an increasing pressure to reconcile decadence with more health-conscious views, somewhat diminishing the overall appeal of the social environment (Ali et al., 2020).
Conversely, social environment in India is very favourable to the expansion of KFCs, but it has to adapt much. Indian consumers are in their youth, they are becoming more urbanised and are much sensitive to aspirational global brands which is favourable to demand in international fast-food chains. Nonetheless, social factors are more culturally entrenched and intricate than in the UK. Religion, tradition and regional tastes are the key factors to dietary preferences, i.e. KFC will have to localise its menu actively by introducing vegetarian alternatives, rice-based dishes and local tastes. Also, Indian [image: ]consumers are very price-sensitive and promotion-oriented, and their activity is high in terms of using the apps to get offers and place orders online. These elements provide a favourable growth platform, although only when KFC is aligned to the local cultural and consumption trends.
In general, the social conditions are favourable in both countries but are more favourable in India compared to UK in terms of growth. UK has a stable and recognizable market with a high convenience adoption, though its growth potential is constrained by rising health awareness. India, on the contrary, offers a dynamic and growing consumer base, where social trends contribute to market development, although more localisation is required (Kasian et al., 2023). 
[bookmark: _Toc226276164]Technological factors
The issue of technology is important in both countries but based on different reasons. In the UK, Technological factors is favourable for doing business. Technology is mainly a service-efficiency tool. Mobile ordering, delivery integration, app rewards, and restaurant collection systems are used by KFC to minimize friction and strengthen loyalty (Jha et al., 2025). The digital layer helps to provide convenience to an already existing retail ecosystem.
In India technological factor is moderately favourable. Technology in India is both efficiency and a growth enabler. The focus of Deveyani Internationals on the use of technology implies that online systems facilitate market growth, consumer information acquisition, and standardisation of operations in geographically differentiated places. Coupled with UPI-based payment patterns and app-based ordering, technology can be made the focus of affordability campaigns, frequency stimulation, and scalable growth, but not necessarily convenience.
[bookmark: _Toc226276165]Legal factors
Legal factors in the UK for fast food business is unfavourable from promotion perspective. The KFCs marketing mix is very heavily affected by legal factors. The most topical matter in the UK is the stricter legislation on advertisement and promotion of less nutritious food and beverage. According to government guidance, restrictions entail 9 pm watershed of such advertising on TV, as well as a general ban on paid-for online advertising when said regulations become effective on the UK-wide on 5 January 2026. In the case of KFC, where the products tend to be in the indulgence-led categories, this constrains media choices and increases the strategic merit of brand advertising, owned media, app ecosystems, store experience, and menu innovation which may be out of the most constrained areas.
India’s legal environment is more inclined towards food safety, labelling, franchise compliance and market execution in various jurisdictions. The regulations of Food Safety and Standards Authority of India’s regulate the labelling and display requirements of food businesses, which strengthens the significance of clear communication and compliance with operations. This is especially important in the case of KFC, as they need to advertise vegetarian dishes and control consumer confidence in products and preparation (Uddin, 2020).
The legal environment is more unfavourable in the UK than in India for KFC. The legal requirements are the same in both markets, yet in the UK, the advertising of less [image: ]healthy foods is more controlled, directly reducing the promotional options of KFCs, and raising reputational risk. The demand of the legal environment in Indias is also high, especially in food safety, labelling and multi-jurisdiction compliance but is relatively less restrictive in terms of marketing, which makes it easier to grow than in the UK.
[bookmark: _Toc226276166]Environmental factors
Environmental factors are unfavourable for operating business in the UK. The intensity of expectations varies, whereas both markets are influenced by environmental pressure. Consumers and regulators in the UK are increasingly relating food brands to packaging waste, sourcing, carbon footprints and animal welfare. KFC thus finds itself in a market where the pressure of sustainability can be applied to brand perception particularly to young people in the cities.
In India environmental factors are moderately unfavourable. Environmental issues are also increasingly becoming an issue in India, yet affordability and availability continue to supersede instant buying choices to the majority of consumers. However, the packaging waste, the consumption, and the sourcing standards cannot be overlooked in the market as big franchise systems formalise. On the global brand level, Yum! Through the Raised Responsibly programme, Brands emphasizes its science-supported chicken welfare model, where environmental and welfare control has become a component of the corporate legitimacy despite the absence of its demand at the point of sale by local consumers (Kasian et al., 2023).
The environmental conditions in both countries are moderately unfavourable but more so in the UK. In the UK, consumers and regulators are putting more pressure on brands in terms of packaging waste, sourcing, carbon emissions and animal welfare and reputational expectations on KFC are rising. Environmental issues are also increasingly becoming an important concern in India, although at present it is not as significant in the consumer choice as affordability and availability of the product, that is, the push is there, yet it is not as commercially aggressive as in the UK.
[bookmark: _Toc226276167][image: ]Comparative analysis of STP
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Figure 3: KFC's Strategic Differences in UK and India
[bookmark: _Toc226276168]Segmentation
KFC has a demographic, psychographic, behavioural and geographic segmentation of the two markets however the logic of segmentation is not the same. The major segments in the UK are young adults, urban convenience customers, family shareable meals purchasers, and value-driven frequent purchasers who react to app deals and bucket offers. The importance of behavioural segmentation is particularly special since the ordering channel, day part, and offer usage determine the demand patterns (Lakshmi and Kalyango Jr, 2021).
Segmentation in India is more extensive, more stratified. KFC focuses on urban and semi-urban youth, aspirational middle-income families, digital-first consumers, students and value-sensitive groups going to organised quick service not only because of the food, but also because of the experience. Dietary segmentation is less subtle compared to the UK since vegetarian and non-vegetarian preferences affect the menu structure and communication. Geographic segmentation is also more important because there are wide variances in metros and emerging cities.
[image: ]The segmentation strategy of KFCs in India is more culturally complicated than in the UK as the role of dietary preferences in the menu design and communication is more significant.
[bookmark: _Toc226276169]Targeting
KFC applies differentiated targeting in the UK. It has the option of sharing meals with groups, app-based deals on digitally viable customers, single boxes on quick meals, and featured meat-free or lighter-closer varieties like rice boxes to those who want variety. Fried chicken is already familiar to consumers, and frequency and relevance are the primary targeting factors. The official UK transactions and menu formats show a strategy that is based on repeat purchase, convenience and perceived value, but not market education (Mondurailingam et al., 2015).
In India, KFC also has differentiated targeting although with higher market development intention. First-time or infrequent customers are price-sensitive and promoted at the entry level. Specialized vegan menus are the ones that make the brand more acceptable to ambivalent diets. Younger digital consumers are the focus of app-only offers and youth-oriented messaging. Family and sharing buckets are attractive to collectivist meal events. Indian targeting is therefore not just in terms of the growth of share, but also expanding the category and relevance of KFC to more occasions.
KFC employs differentiated targeting in both markets, although in India the approach is more growth-oriented, and in the UK it is more retention- and frequency-oriented.
[bookmark: _Toc226276170]Positioning
The global core positioning of KFCs is developed on the basis of chicken expertise, bold taste, recognisable brand heritage and indulgent satisfaction.
KFC has been positioned in the UK as affordable, tasty, comfort food, easily available and with high value signals. The tone is usually jocular and culturally assertive. An indulgence positioning is favored by the product architecture of bargain buckets, hot wings offerings, and application rewards, which are affordable and within reach (Shaikh et al., 2021).
[image: ]KFC is an international but locally relevant fast-food brand in India. The descriptions of the app stores use energetic and youth-oriented language and focus on offers, free burgers, and items in the apps to show that the brand wants to feel exciting, modern, and digital-native. Veg categories and localised formats minimize the cultural distance. The outcome is two-fold positioning of global coolness and local fit.
KFC also has a more stable world-wide brand image in both of these countries, whereas in India, its positioning is more adapted to focus on local relevance and cultural fit.
[bookmark: _Toc226276171][image: ]Comparative analysis of the 7Ps
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Figure 4: Comparative analysis of the 7Ps
[bookmark: _Toc226276172]Product
One of the most powerful points of divergence is product adaptation. KFCs core product in the UK is still fried chicken in the common Western fast-food varieties, backed by sharing buckets, burgers, wraps, fries and side-led diversity. The fact that some non-meat or lighter-choice consumers have some diversification with the presence of items [image: ]like the Veggie Ricebox, but the menu still conveys that chicken is the main focus (Harrington et al., 2025).
India is far more adaptive. KFC India has veg category and rice based food like Rice Bowlz. This is a strategic move since it will align the menu with the Indian meal patterns and mixed group dining events and make the brand more culturally inclusive. Adaptation of product in India is not peripheral hence, it is core to market fit.
[bookmark: _Toc226276173]Price
The UK pricing indicates a more high-income yet inflation sensitive market. KFC does not communicate value by offering radically low entry prices but bucket deals, limited-time offers, and app rewards. This is to ensure that margins are maintained and affordability perceptions are retained in a high cost operating environment. This rationale is backed by visible offers like the 20 Hot Wings Bucket at GBP7.99.
Price strategy in India is more aggressive. The offers of discounted chicken pieces, free burgers and rupee-off promotions demonstrate that KFC considers pricing as a fundamental acquisition and retention tool. The Indian market needs lower threshold, more frequent offers and a translation of value into purchase prompts that is clearer due to lower GDP per capita and value sensitivity (Mondurailingam et al., 2015).
[bookmark: _Toc226276174]Place
Place strategy in UK is based on network accessibility and omnichannel convenience. The physical stores are also important, whereas the digital accessibility is also necessary with the help of the app ordering, delivery, and collection. The place element thus goes further into the channel architecture other than restaurant geography.
Place strategy in India is a combination of expanding physical presence to a broader geography with online ordering to eliminate geographic and lifestyle barriers. The fact that Devyani Internationals concentrate on the growth of the network helps to believe that the growth is based on the expansion of the market presence in the cities and formats (Sharfi, 2020). The Indian place strategy is expansionary and the UK one is optimisation based in effect.
[bookmark: _Toc226276175][image: ]Promotion
Marketing in UK should be within tighter health and advertising regulations. This promotes the transition towards owned channels, in-app offers, unique brand advertising, and tactical value messaging. KFC does not have to cease being culturally bold, although the legal climate increases the price of incorrect communications and decreases the freedom of paid advertisements on HFSS products (Lakshmi and Kalyango Jr, 2021).
Promotion in India is more sales-conversion based. The official communications will predict free items, app-only offers, and direct-response incentives. The young voice, online convenience, and rich messaging with offers are useful in quicker trial and repurchase. Promotion is thus more transactional in India and more reputation-controlled in the UK.
[bookmark: _Toc226276176]People
The staffs of service are also vital in both countries as the fast-service restaurants present the brand by frontline speed, cleanliness and friendliness. In UK, the cost of labour is high and wage controls mean that efficient training and process standardisation is required. In India, employees also contribute to a warm reception of an international brand by a greater range of customers. The individuals in both markets are not only executors of the services, but also brand interpreters.
[bookmark: _Toc226276177]Process
Process design in the UK also focuses on the minimization of queues, online ordering, delivery, and operational uniformity. The KFCs mobile ordering system shows that there is intent to streamline the customer experience and make it more self-driven (Wani et al., 2025).
Process must fit scale, affordability and high promotional intensity in India. Checkout, coupon redemption, payment integration, and fulfilment reliability are essential when numerous purchases occur due to the offers and apps campaigns. The importance of digital process efficiency is explained by the fact that price-based promotions can [image: ]become untrustworthy in a short period of time, in case the redemption process turns out to be frustration.
[bookmark: _Toc226276178]Physical evidence
Physical evidence is restaurants, packaging, digital interface, hygiene cues, and visual branding. In the UK, trust and convenience are enhanced with good app design, branded packaging, and standardised store formats. Physical evidence also assists in confirming quality and modernity of an organised QSR brand in India where traditional and unorganised food choices are still prevalent. Premium reassurance is achieved through clean environments, identifiable design, and refined digital touchpoints consequently despite the fact that pricing can be accessible.
[bookmark: _Toc226276179]Directional development strategy in India
KFCs market penetration and localised market development can be described as the directional development strategy in India. The annual report of Devyani Internationals identifies consumer centricity, network expansion, technology adoption, and operational excellence as growth levers that jointly imply the strategy of extending reach and increasing relevance.
There are four components that are related to this strategy. First, KFC is increasing the physical network with an aim of capturing the increasing demand in more cities. Second, it localises the menu to minimise cultural opposition and maximize the number of occasions to buy, particularly by offering vegetarian products and presenting the menu in rice-based formats (Jain et al., 2022). Third, it uses digital platforms and app-based incentive to engage younger customers and drive frequency. Fourth, it has an aspirational global brand image in order to ensure that its expansion does not transform the brand into a pure low-price player.
Strategically, India is not another foreign branch of KFC. It is a scale-growth market and the company can be able to create future demand by normalising the brand on a wider consumer segments. The decision to modify products significantly without sacrificing brand symbolism is a geocentric strategy: think like a global brand, but act like a local in [image: ]designing customer values. This causes India to be an instance of controlled adaptation and not complete localisation.
[bookmark: _Toc226276180]Ethical issues in KFC’s marketing mix
The first ethical issue is public health. The main product of KFCs is the hedonistic fast food, and in the UK that overlaps with policy attempts to minimize the exposure to HFSSs promotion, particularly in children. The impending ban on paid Internet advertising, as well as TV programming, is a manifestation of the ethical issue that persuasive marketing may exacerbate poor consumption habits. Although KFC is acting within the law, the bigger ethical issue is whether the excessive marketing of fried, salty foods is ethically right in a world where obesity is an issue of concern (Thin, 2024).
The second problem is the appropriateness of advertising. The example of the ASA decision on some elements of a KFC campaign in 2023 shows that even edgy or provocative advertising can lead to reputational backlash, particularly in the case of children being exposed. Ethical marketing must not only be creative, but must also be sensitive to the vulnerability of the audience and social norms.
Animal welfare and sourcing is the third problem. The products of KFCs rely on high poultry supply chains, and welfare governance is a material ethical issue. Yum! Brands Raised Responsibly framework demonstrates that the company is aware of this difficulty, but the presence of a policy is not the excuse to stop questioning the issue; on the contrary, it proves that welfare is a valid concern that has to be discussed with the sense of accountability.
The fourth problem is the cultural and dietary clarity in India. As a global chicken brand is introduced to a market with high vegetarian tradition and food sensitivity, it has an ethical responsibility to be transparent in terms of ingredients, preparation, and distinction between vegetarian and non-vegetarian dishes (CAHAYA et al., 2024). The significance of this obligation is supported by FSSAI labelling and display requirements.
[bookmark: _Toc226276181][image: ]Recommendations
· To begin with, KFC must intensify healthy-choice architecture in the two markets without compromising its essence. This in the UK may be seen in the form of increasing apparent option to lower-energy bundles, grilled-or-lighter formats, and more explicit nutrition-directed choice support. In India, it might be the creation of more balanced meal formats that continue to provide local flavour and value. 
· Second, KFC must not stop differentiated value design but instead of uniform discounting. Value propositions should be robust yet frugal among UK consumers as the environment is high cost. Indian shoppers require colder price pyramids, low-cost test versions and online-only deals. Value must hence be local in design rather than global in template.
· Third, KFC needs to put more investments into culturally intelligent menu development. Development of vegetarian and local-flavour should go on in India particularly during mixed-group meals. Multicultural exploration of taste and non-meat innovation can be used in the UK to expand the relevance and decrease reliance on a small fried-chicken identity (Uddin, 2020).
· Fourth, the company should shift more promotional power into owned ecosystems. The limitations of the UK HFSS render apps, CRM, loyalty mechanics, and first-party data more and more valuable. Direct digital relationships are also rewarded in the mobile-first market of Indias. Creating promotion on owned channels enhances resilience in compliance and customer understanding.
· Fifth, KFC needs to proactively share ethical responsibility, particularly on animal welfare, transparency in ingredients and responsible advertising. This would not address all criticism but would narrow the divide between operational policy and the perception of the citizens.

[bookmark: _Toc226276182][image: ]Conclusion
The UK-India comparison demonstrates that the international marketing success of KFCs is based on the strategic adaptation, but not replication. The UK market demands that KFC competes based on convenience, value signalling, operational efficiency and manoeuvring the health and advertising regulation. India needs a greater adaptation with menu localisation, enhanced price engineering, digital-first promotion, and network expansion. The global brand is still familiar in both markets, although the path to relevance is different. 
The KFCs international marketing mix thus represents a hybrid approach: standardised brand essence and executed locally. This is especially evident in product, price, promotion and place. The future competitiveness of the company will also be based on its ability to maintain this balance in order to meet tougher ethical demands, increasing digital competition, and shifting consumer definitions of value.


[bookmark: _Toc226276183][image: ]Section 2: Reflective account
[bookmark: _Toc226276184]Gibbs’ reflective cycle
[bookmark: _Toc226276185]Description
I have used Gibbs reflective cycle to prepare this report. I explained the assessment requirements and marking criteria and made KFC in the United Kingdom and India my choice due to a good ground to compare them and structured the report according to the necessary sections: macroenvironment, STP, 7Ps, directional development strategy, ethical issues, and recommendations. 
When I was writing my research, I gathered evidence about the company, regulatory, and market. I gave priority to the primary sources like Yum! KFCs official UK and India sites, annual report of the brands, governmental data, regulation advice, and franchise annual reports. I then classified findings according to themes and revised the report according to coherence and academic tone (Adeani et al., 2020).
[bookmark: _Toc226276186]Feelings
Initially, I was confident due to the fact that KFC is a well-known international brand and 7P framework is not complicated. But after I started doing research, I found that a good report needed more than description. I had to justify why KFC acts differently in each market and prove my arguments with facts.
I was also uncertain about making a distinction between description and analysis. It was not hard to observe that India has vegetarian and the UK encourages app deals, but much more difficult to turn these observations into critical comparison. The more the patterns became apparent, the more confident I felt since I could understand that KFCs decisions were a reaction to various cultures of consumers, income, and regulation (Ocampo et al., 2025).
[bookmark: _Toc226276187]Evaluation
The good thing about my process is also that I had a clear structure at the beginning, and it has assisted me in maintaining a logical flow. The quality of sources was also another strong point. The discussion was grounded on company and government [image: ]materials and the comparative approach helped to take me out of describing countries in isolation. 
Weaknesses were also there. The early research stage was first inefficient because I gathered excessive general information and insufficient evidence that directly related to the research question. I was also more people, process, and physical evidence oriented than product oriented and price oriented since the former four Ps produced more visible illustrations. To address this I went back to the framework and made sure that service provision and operational consistency was addressed to as a whole in the entire 7ps analysis.
[bookmark: _Toc226276188]Analysis
Applying Gibbs model enabled me to realize that successful academic writing relies on methodology as much as it relies on knowledge. The greatest insight was that critical analysis does not cumulate but develops out of comparison. It was not the amassing of facts that enhanced the report; rather the establishment of connections among facts. To use the example, UK HFSS regulation influenced the promotion strategy, and the lower purchasing power in India’s justified more aggressive price-led offers and menu adjustment.
The second learning was the source hierarchy. I think I overused secondary commentary in some of the assignments before. This assignment has made me understand the importance of developing the argument based on the primary sources and then explaining them with the help of larger concepts. This enhanced the accuracy of the report and made my conversation more accurate (Gibbs, 2021).
The third lesson was related to cultural analysis. Initially, I was very narrow-minded when it comes to culture which is consumer taste. Through the process of writing, I understood that culture influences the entire marketing mix and product legitimacy, tone of promotion, family dining, vegetarian accommodation and the symbolism of a western fast-food brand in India.
[bookmark: _Toc226276189][image: ]Conclusion
On the whole, this assignment enhanced my perception of the concept of international marketing in practice. I also got to know that global brands are successful because they can translate a familiar brand promise into customer value that is locally relevant. I also got to know that good academic work requires discipline in the choice of the source, critical comparison and clear line of argument. 
It also enhanced my ability to be critical about the application of marketing frameworks. And I applied models like PESTEL and STP in too mechanical way before doing this task. This report has made me realize that these frameworks are more effective when applied analytically and comparatively.
[bookmark: _Toc226276190]Action plan
The other lesson that was learned practically was the need to write drafts step by step. I attempted to master every paragraph at once and as a result, I ended up moving too slowly and the argument was redundant. As I moved to a more graded process of outlining, evidence collection, draft writing and final editing the report got better faster. This strategy assisted me in identifying gaps between sections, particularly, between PESTEL, STP, and the 7Ps. In the future, I will apply this staged approach at the very beginning and spend specific time on verifying that every paragraph has an explanation, comparison, and evidences, not description only (Randhir et al., 2016). That ought to enhance the level and clarity of the entire assignment at the outset.
In further tasks, I will start with a clearer research question in each section and then start gathering sources. I will also prepare a comparison matrix beforehand to know more conveniently what to compare and not to repeat.
I will also stick to prioritising primary and current sources, particularly in matters that are business and marketing oriented where conditions keep on changing rapidly. I would also like to be more effective in combining theory and evidence by applying more academic journal literature without losing its practical applicability.
Lastly, I will have to spend more time balancing the editing on all parts of a structure. The fact that I almost underdeveloped people, process, and physical evidence made me [image: ]realize that the most apparent points are not necessarily the most significant ones. An improved report must also be fully covered and not merely well discussed in the easiest parts.
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