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[bookmark: _Toc227700712]1.Introduction 
A subsidiary of Yum! Brands, Kentucky Fried Chicken (KFC) is one of the most recognized quick-service restaurant (QSR) brands globally, operating in over 150 countries through a combination of standardized brand identity and locally adapted marketing strategies (Yum! Brands, 2023). This report critically assesses KFC’s international marketing mix in two contrasting markets: the United Kingdom, a mature and highly regulated developed economy, and Bangladesh, a fast-growing emerging market characterized by collectivist culture and price sensitivity. The analysis applies the PESTEL framework to compare macro-environmental forces, with a particular emphasis on socio-cultural dynamics using Hofstede’s cultural dimensions. It further evaluates the company’s segmentation, targeting and positioning (STP) strategies and compares the adaptation of the 7Ps marketing mix in both countries.  In addition, the report analyses KFC's directional development strategy in Bangladesh using Ansoff's matrix, evaluates ethical and unethical marketing practices related to the marketing mix, and concludes with strategic recommendations to strengthen KFC's international marketing performance. Finally, this report includes a reflective account of the research and analytical process employing Gibbs’ Reflective Cycle. 
[bookmark: _Toc227700713]2.Background Information About the Company 
[bookmark: _Toc227700714]2.1: Background Study 
Kentucky Fried Chicken (KFC) was founded in 1930 by Colonel Harland Sanders in Corbin, Kentucky, United States (Encyclopedia Britannica, n.d.). Sanders developed the brand’s distinctive “Original Recipe” chicken, which is prepared using a proprietary blend of eleven herbs and spices that later became central to KFC’s global product differentiation strategy. The company expanded significantly through franchising during the 1950s, enabling rapid growth across the United States and beyond. KFC subsequently experienced extensive international expansion during the 1960s and 1970s, establishing itself as a leading global fast-food brand. In 1997, KFC became a subsidiary of Yum! Brands, Inc., one of the world’s largest quick-service restaurant corporations (Yum! Brands, 2023). Today, KFC operates in more than 150 countries worldwide, reinforcing its position as one of the most internationally recognized fast-food brands. 


 
[bookmark: _Toc227700715]2.2: Business Vision and Mission 
KFC operates under the corporate mission of Yum! Brands, which is to create the world’s most beloved, trusted, and fastest-growing restaurant brand. The organization emphasizes food quality, operational excellence, customer satisfaction, and community engagement (Yum! Brands, 2023). Strategically, KFC aligns with a transnational approach, seeking to balance global brand standardization with local responsiveness. This strategy is consistent with the framework developed by Bartlett and Ghoshal (1989), which argues that multinational enterprises must simultaneously achieve global efficiency and local adaptation. 
 
[bookmark: _Toc227700716]2.3: Entry into Host Countries 
KFC entered the United Kingdom market in 1965 and became one of the earliest American fast-food brands to establish a presence in the country. Over time, it has expanded to more than 1,000 outlets, operating within a mature and highly competitive quick-service restaurant (QSR) sector (Statista, 2024). 
In contrast, KFC entered Bangladesh in 2008, initially opening outlets in Dhaka and targeting urban middle-class consumers. This expansion reflects the country’s economic growth, rapid urbanization, and increasing exposure to Western consumption patterns (Kabir and Islam, 2018). Unlike the UK, where KFC operates in a saturated market, Bangladesh represents an emerging growth market with significant expansion potential. 
[bookmark: _Toc227700717]3.Macro-Environmental Analysis (PESTEL) 
The PESTLE framework analyses a business’s macro-environment by examining political, economic, social, technological, legal, and environmental factors that influence organizational strategy and performance (Johnson, Scholes and Whittington, 2023). 
[bookmark: _Toc227700718]Figure 1: PESTEL 
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(Source: Compiled by author using Johnson, Johnson, Scholes and Whittington, 2023). 
Political factors relate to government policies, political stability, and regulatory frameworks that influence business operations. Economic factors include inflation rates, exchange rates, and income levels, all of which directly affect consumers’ purchasing power and overall demand. Social factors relate to cultural values, demographic trends, and patterns of consumer behavior. Technological factors focus on innovation, digitalization, and advancements in production processes and service delivery systems. Legal factors encompass regulations, employment law, and industry compliance requirements, while environmental factors address sustainability concerns, environmental protection, and corporate social responsibility initiatives (Kotler and Keller, 2022; Hill, 2023). 
Continuous monitoring of these macro-environmental factors enables organizations to adapt strategically, reduce risks, and maintain competitiveness in dynamic and uncertain markets. For KFC, the United Kingdom and Bangladesh represent highly contrasting macro-environmental contexts, requiring differentiated strategic approaches tailored to each market’s political, economic, social, technological, legal, and environmental conditions. 
[bookmark: _Toc227700719]3.1: Political Factors 
The United Kingdom is characterized by a favorable political environment in terms of stability and institutional transparency, supported by a well-established regulatory framework. The Food Standards Agency (FSA) enforces strict food safety, hygiene, and nutritional labelling requirements, which are unfavorable in terms of compliance costs but favorable for enhancing consumer trust and brand credibility. In addition, post Brexit trade adjustments have resulted in increased import costs for key raw materials such as poultry, which is unfavorable for-profit margins within the quick-service restaurant (QSR) sector (BBC, 2023). However, the UK’s regulatory clarity remains favorable for reducing strategic uncertainty and supporting long-term business planning. 
In contrast, Bangladesh presents a favorable environment for foreign direct investment and market entry, but it is unfavorable in terms of bureaucratic efficiency and administrative processes (World Bank, 2023). Government policies are generally supportive of international brands, which is favorable for business expansion; however, inconsistencies in regulatory enforcement and procedural delays are unfavorable for operational efficiency and risk management. Furthermore, political patronage in certain sectors may create an unfavorable influence on transparency in local partnerships, requiring multinational firms such as KFC to adopt careful stakeholder management strategies. 
[bookmark: _Toc227700720] 3.2: Economic Factors 
The United Kingdom is a high-income, service-based economy with a GDP per capita of approximately $56,661 and a GNP per capita of around $47,000 (World Bank, 2025). A favorable economic factor is the high level of disposable income and strong consumer purchasing power, which supports sustained demand in the quick-service restaurant (QSR) sector. This is reflected in KFC’s estimated £1.4 billion (approximately $1.75 billion) system sales in 2025, demonstrating strong market performance. However, unfavorable economic factors include market saturation and intense competition from established brands such as McDonald’s, Burger King, and independent food chains, which restrict growth opportunities. In addition, inflation levels of approximately 3–4% are unfavorable, as they increase operating costs and may reduce discretionary consumer spending. 
Bangladesh, in contrast, is a lower-middle-income economy experiencing rapid economic growth, with a GDP per capita of approximately $2,800 and a GNP per capita of around $2,900 in 2025 (World Bank, 2025). A favorable economic factor is the country’s rapid urbanization and the expansion of the middle-income population, which has increased demand for branded fast-food products. However, inflation rates of around 5–6% are unfavorable, as they may slightly reduce consumer purchasing power. Despite these challenges, KFC’s estimated system sales of $120–150 million in 2025 indicate favorable and growing demand within the QSR sector. 
[bookmark: _Toc227700721]3.3: Social factors  
Social factors significantly differentiate the United Kingdom and Bangladesh markets, while evolving consumer preferences continue to shape fast-food consumption patterns in both contexts. 
· UK: Consumers in the United Kingdom increasingly priorities health-conscious lifestyles, plant-based alternatives, and sustainably sourced ingredients. The growing adoption of digital ordering platforms, mobile applications, and personalized promotional strategies represents favorable factors for KFC, as they enhance convenience and customer engagement. However, increasing health awareness and heightened scrutiny of sugar, salt, and fat content act as unfavorable factors, as they may reduce demand for traditional fried food products (Mintel, 2023). 
· Bangladesh: In Bangladesh, urban youth and the emerging middle class are increasingly influenced by Western fast-food culture, social dining experiences, food delivery platforms, and social media trends. These factors are favorable for KFC, as they support rising demand for branded fast food and enhance market expansion opportunities. In addition, rapid urbanization and increasing exposure to global consumption patterns are also favorable factors, as they strengthen consumer acceptance of international food brands such as KFC (World Bank, 2024). 
[bookmark: _Toc227700722]3.4: Cultural Analysis – Hofstede’s Six Dimensions 
Culture refers to the collective values, beliefs, and behaviors that influence how individuals in a society behave, interact, and make decisions. Hofstede’s cultural dimensions framework provides a widely recognized model for analyzing cultural differences across countries through six key dimensions: power distance, individualism versus collectivism, masculinity versus femininity, uncertainty avoidance, long-term versus short-term orientation, and indulgence versus restraint. 
Accordingly, this framework is widely applied in international marketing to assist multinational companies such as KFC in adapting their strategies to the cultural expectations of different markets, including the United Kingdom and Bangladesh (Hofstede, Hofstede and Minkov, 2010). 

[bookmark: _Toc227700723]Figure-2: Comparative Cultural Scores (UK VS BANGLADESH) 
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(Scores adapted from Hofstede Insights, 2011) 
[bookmark: _Toc227700724]3.4.1: Power Distance 
Power distance refers to the extent to which a society accepts hierarchical structures and unequal distributions of power.  
Bangladesh scores 80 on this dimension, indicating a high level of acceptance of authority, formal relationships, and hierarchical social structures. As a result, marketing strategies that emphasis trust, brand reputation, leadership, and family approval are likely to be more effective in the Bangladeshi context (Hofstede Insights, n.d.). 
In contrast, the United Kingdom scores 35, reflecting a low power distance culture characterized by a preference for equality, individual autonomy, and informal social relationships. Consequently, marketing communications in the UK should adopt a more informal, transparent, and customer-centric approach to align with cultural expectations (Hofstede Insights, n.d.). 

[bookmark: _Toc227700725]3.4.2: Individualism versus Collectivism 
Individualism versus collectivism refers to the degree to which individuals are integrated into groups and priorities personal goals over collective interests.  
The United Kingdom scores 76 on this dimension, indicating a highly individualistic society in which personal freedom, independence, and self-expression are strongly emphasized. Consequently, consumers tend to make purchasing decisions based on personal preferences, convenience, and lifestyle choices. Therefore, marketing strategies in the UK should focus on personalization, individual satisfaction, and lifestyle-oriented messaging (Hofstede Insights, n.d.). 
In contrast, Bangladesh scores 5, reflecting a strongly collectivist culture in which family, community, and social networks play a central role in shaping behavior. As a result, marketing campaigns that emphasis shared experiences, group dining, and social bonding are likely to be more effective in this market, as they align with prevailing cultural values (Hofstede Insights, n.d.). 

[bookmark: _Toc227700726]3.4.3: Masculinity versus Femininity 
Masculinity versus femininity refers to the extent to which a society values achievement, competition, and success (masculinity) as opposed to cooperation, quality of life, and social well-being (femininity).  
The United Kingdom scores 66 on this dimension, indicating a relatively masculine culture in which ambition, performance, and achievement are highly valued. Consequently, marketing messages that emphasis success, prestige, competition, and high standards are likely to resonate with British consumers (Hofstede Insights, n.d.). 
In contrast, Bangladesh scores 55, reflecting a moderately masculine culture. While achievement and success remain important, there is also a stronger emphasis on relationships, social harmony, and emotional connections compared to highly masculine societies. Therefore, marketing strategies in Bangladesh should combine achievement-oriented messaging with relational and emotional appeals to align with cultural expectations (Hofstede Insights, n.d.). 

[bookmark: _Toc227700727]3.4.4: Uncertainty Avoidance 
Uncertainty avoidance refers to the extent to which a society feels uncomfortable with ambiguity, uncertainty, and unstructured situations.  
Bangladesh scores 60 on this dimension, indicating a relatively higher level of uncertainty avoidance. Consumers in such contexts tend to prefer familiar brands, clear product information, and price stability. As a result, marketing strategies should emphasis quality assurance, reliability, guarantees, and consistent service to build consumer trust (Hofstede Insights, n.d.). 
In contrast, the United Kingdom scores 35, reflecting a low level of uncertainty avoidance and a greater openness to innovation, experimentation, and new product offerings. Consequently, marketing strategies in the UK can focus more on novelty, variety, and innovation, as consumers are generally more willing to try new products and experiences (Hofstede Insights, n.d.). 

[bookmark: _Toc227700728]3.4.5: Long-Term Orientation versus Short-Term Orientation 
Long-term orientation refers to the extent to which a society prioritizes future rewards through perseverance, planning, and adaptability, whereas short-term orientation focuses on tradition, immediate outcomes, and the preservation of social norms.  
The United Kingdom scores 60 on this dimension, indicating a relatively strong long-term orientation. This suggests that consumers value innovation, sustainability, and long-term benefits. Consequently, marketing strategies can emphasis future value, product quality, and sustainable practices to align with consumer expectations (Hofstede Insights, n.d.). 
In contrast, Bangladesh scores 38, reflecting a more short-term oriented culture in which consumers place greater emphasis on tradition, immediate benefits, and established social norms. Therefore, marketing strategies should highlight short-term value, affordability, and cultural familiarity to appeal effectively to the local market (Hofstede Insights, n.d.). 

[bookmark: _Toc227700729]3.4.6: Indulgence versus Restraint 
Indulgence versus restraint refers to the extent to which a society allows relatively free gratification of basic human desires related to enjoyment, leisure, and personal satisfaction, as opposed to controlling such desires through strict social norms.  
The United Kingdom scores 69 on this dimension, indicating a relatively indulgent culture in which consumers place a high value on leisure, enjoyment, and personal gratification. Consequently, marketing strategies that emphasis pleasure, rewards, experiential consumption, and emotional satisfaction are likely to be particularly effective (Hofstede Insights, n.d.). 
In contrast, Bangladesh scores 20, reflecting a restrained culture in which consumption is more controlled and influenced by practicality, self-discipline, and social norms. Therefore, promotional strategies should emphasis affordability, value for money, and functional product benefits to align with consumer expectations in this market (Hofstede Insights, n.d.). 

[bookmark: _Toc227700730]3.4.7: Cultural Factors – Favourable and Unfavourable for KFC 
In the United Kingdom, KFC operates within a cultural environment characterized by several favorable factors, including high individualism, relatively high indulgence, low uncertainty avoidance, and a strong openness to innovation. These cultural attributes support consumer preferences for convenience, personalization, and the adoption of new menu offerings. However, unfavorable factors such as increasing health consciousness and a shift away from traditional fried food consumption may negatively influence demand (Mintel, 2023; Hofstede Insights, n.d.). 
In contrast, Bangladesh presents a cultural context with favorable factors such as strong collectivism, high respect for hierarchy, and family-oriented dining practices, all of which encourage group consumption and enhance brand loyalty. Nevertheless, unfavorable factors, including low indulgence and a continued preference for home prepared meals, may limit the frequency of fast-food consumption and constrain market growth (Hofstede Insights, n.d.; World Bank, 2024). 

[bookmark: _Toc227700731]3.4.8: Advantages & Disadvantages of Hofstede’s Cultural Analysis for KFC 
Advantages 
· Provides a structured framework that guides the adaptation of marketing strategies to local cultural preferences (Hofstede, Hofstede and Minkov, 2010). 
· Facilitates the development of communication strategies, such as adopting informal and transparent messaging in the UK and more authority- and family-oriented approaches in Bangladesh (Hofstede Insights, n.d.). 
· Supports product development and promotional strategies by considering cultural dimensions such as indulgence, value orientation, and social norms (Hofstede Insights, n.d.). 
· Assists in market segmentation and targeting by identifying culturally driven consumer behavior patterns (Hofstede, Hofstede and Minkov, 2010).  
[bookmark: _Toc227700732]Disadvantages 
· Oversimplifies complex and dynamic cultural environments, potentially overlooking regional and subcultural differences (McSweeney, 2002). 
· Cultural dimension scores may be outdated and may not fully reflect current societal trends and behavioral changes (McSweeney, 2002). 
· Provides generalized cultural tendencies rather than precise predictions of individual consumer behavior, limiting its practical accuracy in decision-making (Hofstede, Hofstede and Minkov, 2010). 

[bookmark: _Toc227700733]3.5: Technological Factors 
The United Kingdom’s advanced technological infrastructure supports the widespread use of online ordering systems, AI-powered marketing campaigns, and digital delivery partnerships, all of which are favorable factors for KFC’s operations and competitive performance (BBC, 2023). 
In Bangladesh, smartphone adoption is high, and social media plays a crucial role in marketing and brand communication, which is a favorable factor for enhancing brand awareness and customer engagement. However, logistics and supply chain infrastructure are still developing, which can limit operational efficiency and is an unfavorable factor for market performance (World Bank, 2025). 

[bookmark: _Toc227700734]3.6: Legal Factors 
In the United Kingdom, employment laws, advertising regulations, and food safety standards are strictly and consistently enforced, creating a stable and predictable operating environment. This represents a favorable factor for KFC, as it supports long-term planning, compliance certainty, and operational stability (BBC, 2023). 
In Bangladesh, halal certification and food safety compliance are mandatory requirements, which represent a favorable factor for maintaining consumer trust and market confidence. However, inconsistent enforcement of regulations and bureaucratic delays increase operational risk, which is an unfavorable factor for business efficiency and smooth operations (Kabir and Islam, 2018; World Bank, 2025). 

[bookmark: _Toc227700735]3.7: Environmental Factors 
In the United Kingdom, environmental sustainability is a strategic priority, with strong regulatory pressures on packaging waste, carbon emissions, and corporate environmental responsibility. These regulations support the adoption of sustainable business practices, which is a favorable factor for KFC’s long-term operations and brand reputation (Jones, 2024). 
In Bangladesh, awareness of environmental issues is gradually increasing, which is a favorable factor for long-term sustainability and future policy development. However, weak regulatory enforcement and limited environmental governance create operational and compliance challenges, which are unfavorable factors for effective environmental management (Asian Development Bank, 2023). 

[bookmark: _Toc227700736]3.8: Similarities & Differences of PESTEL Analysis for KFC 
▪ Similarities 
Political/Legal: Both the United Kingdom and Bangladesh operate within regulatory frameworks that support food safety standards and business operations (BBC, 2023; Kabir and Islam, 2018). 
Economic: Both markets demonstrate strong demand for fast food, supporting growth opportunities for KFC (World Bank, 2025). 
Social: Digital adoption and social media significantly influence consumer behavior in both countries (Mintel, 2023; World Bank, 2024). 
Environmental: Both markets are experiencing a growing focus on sustainability and environmental responsibility (Jones, 2024; Asian Development Bank, 2023). 
▪ Differences 
Political: The UK is characterized by a stable and predictable political environment, whereas Bangladesh is more bureaucratically complex (World Bank, 2023). 
Economic: The UK represents a mature, high-income economy with moderate inflation, while Bangladesh is an emerging, fast-growing, price-sensitive market (World Bank, 2025). 
Social: UK consumers are health-conscious and convenience-driven, whereas Bangladesh is more youth-oriented and influenced by social dining culture (Mintel, 2023; World Bank, 2024). 
Technological: The UK has advanced logistics and AI-driven systems, while Bangladesh shows strong smartphone adoption but relatively weaker supply chain infrastructure (World Bank, 2025). 
Legal: The UK has consistent regulatory enforcement, whereas Bangladesh experiences inconsistent enforcement (Kabir and Islam, 2018). 
 
Environmental: The UK has strong environmental regulations, while Bangladesh has increasing awareness but weaker enforcement (Jones, 2024; Asian Development Bank, 2023). 
[bookmark: _Toc227700737]5. Analysis of STP 
STP (Segmentation, Targeting, and Positioning) is a strategic marketing framework used by organizations to identify distinct customer groups, select the most attractive segment(s) to serve, and position products or brands effectively in the minds of the target audience (Kotler and Keller, 2022).

[bookmark: _Toc227700738]Figure 3: STP



Source: Created by Learner,2026
For KFC, a multinational quick-service restaurant (QSR) brand operating in the United Kingdom and Bangladesh, STP plays a critical role in aligning its global brand strategy with diverse local consumer expectations. 
[bookmark: _Toc227700739]Figure 4: STP Comparison - UK vs: Bangladesh 
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Source: Compiled by author using (Kotler & Keller, 2016). 
[bookmark: _Toc227700740]5. 1: Segmentation 
Market segmentation is the process of dividing a broad market into smaller groups of consumers with similar needs, characteristics, or behaviors to design more effective marketing strategies (Kotler and Keller, 2016). KFC applies demographic, geographic, and psychographic segmentation to understand and respond to consumer differences in the United Kingdom and Bangladesh. 
Demographic segmentation focuses on variables such as age, income, and occupation. In the United Kingdom, KFC primarily targets young adults aged 16–35, including students and young professionals who prefer convenient, affordable, and accessible fast-food options. In Bangladesh, the brand also targets urban youth and middle-class consumers within the same age group who are attracted to international brands and modern dining experiences (Kotler and Keller, 2016). 
Geographic segmentation considers location-based differences. In the United Kingdom, KFC operates widely across major cities and towns where demand for quick service restaurants is high. In Bangladesh, the brand primarily targets major urban centers such as Dhaka and Chattogram, where purchasing power and exposure to global brands are stronger (Jobber and Ellis-Chadwick, 2019). 
Psychographic segmentation focuses on lifestyle, values, and consumer behavior. In the United Kingdom, consumers generally lead busy, convenience-oriented lifestyles, while in Bangladesh, consumers are more influenced by social status, family-oriented dining culture, and perceptions of international brands (Kotler and Keller, 2016). 
The VALS framework classifies consumers based on their values, attitudes, and lifestyles (Kotler and Keller, 2016). In the United Kingdom, KFC primarily appeals to Experiencers and Strivers, while in Bangladesh it attracts Strivers and Believers, who value brand reputation and family-oriented consumption. 
KFC also targets heavy users, particularly students, young professionals, and urban youth who frequently purchase fast food. Loyalty programmed, mobile applications, and promotional offers are used to enhance customer engagement and encourage repeat purchases (Kotler and Keller, 2016). 
[bookmark: _Toc227700741]5.2 Targeting 
Targeting refers to the process of selecting specific market segments that a company aims to serve through its marketing strategy (Kotler and Keller, 2016). KFC applies different targeting approaches in the United Kingdom and Bangladesh to align with local market conditions and consumer behavior. 
In the United Kingdom, KFC adopts a differentiated targeting strategy, where different marketing offerings are designed to appeal to multiple customer segments. For example, value meals and combo deals attract price-sensitive students, while mobile application promotions and loyalty programmed engage digitally active young professionals within the highly competitive quick-service restaurant market (Kotler and Keller, 2016). 
In Bangladesh, KFC follows a concentrated targeting strategy, focusing primarily on urban youth and middle-income families. The company utilizes social media campaigns and seasonal promotional activities during key cultural festivals such as Eid and Ramadan to align with culturally relevant consumer needs and enhance brand engagement (Jobber and Ellis-Chadwick, 2019). 
These targeting strategies enable KFC to strengthen customer engagement and achieve marketing objectives within a short- to medium-term planning horizon, while maintaining alignment with local market conditions (Kotler and Keller, 2016).  
[bookmark: _Toc227700742]5.3: Positioning 
Positioning refers to how a brand is perceived in the minds of consumers in relation to its competitors within the market (Ries and Trout, 2001). KFC applies different positioning strategies in the United Kingdom and Bangladesh to align with varying consumer expectations and market conditions. 
In the United Kingdom, KFC is positioned as “affordable enjoyment”, emphasizing taste, convenience, and quick service. This positioning aligns with consumer expectations in the highly competitive quick-service restaurant (QSR) market, where value for money and efficiency are key purchasing factors (Kotler and Keller, 2016). 
In Bangladesh, KFC is positioned as a premium international quick-service dining experience, where halal certification, modern restaurant ambience, and strong global brand image enhance its appeal among urban middle-class consumers (Jobber and Ellis-Chadwick, 2019) 
[bookmark: _Toc227700743][image: ]Figure 5: Perceptual Map – KFC UK 
 
 
The perceptual map positions UK fast-food brands based on price and perceived quality/taste (Kotler and Keller, 2016). KFC is positioned in the mid-price, moderate to high-quality segment, appealing to consumers seeking convenient, tasty food at reasonable prices. McDonald’s is positioned at a lower price point with slightly lower perceived quality, while Burger King occupies a higher-price, higher-quality position, targeting a more premium segment. KFC’s central positioning enables it to attract a broad consumer base, including students, young professionals, and families, by balancing affordability with consistent taste and convenience. 

[bookmark: _Toc227700744]5.4 Similarities and Differences 
Similarities 
· Both markets use demographic, geographic, and psychographic segmentation and incorporate the VALS framework to understand consumer behavior (Kotler and Keller, 2016). 
· Both focus on heavy users such as students and young professionals who frequently consume fast food (Kotler and Keller, 2016). 
· KFC adapts its positioning in both markets to align with local expectations regarding taste, convenience, and perceived quality (Kotler and Keller, 2016). 
Differences 
· Targeting: The United Kingdom adopts a differentiated targeting strategy, while Bangladesh follows a concentrated targeting approach (Jobber and Ellis Chadwick, 2019). 
· Positioning: In the UK, KFC is positioned as “affordable enjoyment,” whereas in Bangladesh it is positioned as a “premium international dining experience” (Kotler and Keller, 2016; Jobber and Ellis-Chadwick, 2019). 
· Culture: The UK is characterized by individualism and indulgence, while Bangladesh is more collectivist and family-oriented (Hofstede Insights, n.d.). ▪ Promotion: The UK relies heavily on digital apps and loyalty programmed, whereas Bangladesh focuses more on social media campaigns and festival-based promotions (Mintel, 2023; World Bank, 2024). 
[bookmark: _Toc227700745]6.Marketing Mix -7Ps (Product, Price, Place, Promotion, People, Process, Physical Evidence) Comparative Analysis 
The marketing mix is a strategic framework used by companies to design and implement effective marketing strategies. It consists of the 7Ps: Product, Price, Place, Promotion, People, Process, and Physical Evidence (Kotler and Keller, 2016).  
For KFC, the 7Ps are adapted to local cultural and economic conditions in the United Kingdom and Bangladesh, reflecting a global standardization–adaptation approach in international marketing. 

[bookmark: _Toc227700746]Figure 6: 7PS
 

Figure 
6
PS
7
 
         
         
 
Product
Price
Place
Promotion
People
Process
Physical 
Evidence
7
Ps
 

Source: Compiled by author using (Kotler & Keller, 2016).  
[bookmark: _Toc227700747]6.1 Product 
A product refers to anything offered to a market to satisfy customer needs and wants, including goods, services, features, design, branding, and packaging (Kotler and Keller, 2016). 
 
[bookmark: _Toc227700748]6.1.1: UK – Product Width & Depth 
Width (Product Categories):  burgers and wraps, rice/box meals, snacks and sides, beverages, and desserts (Kotler and Keller, 2016). 
[bookmark: _Toc227700749]Figure 7:  
[image: ]
Source: Created by learner Depth (Variations within Categories): 
· Chicken meals: Original Recipe, Hot & Spicy, Grilled  
· Burgers & wraps: Zinger, Fillet, Veggie options  
· Meals: Individual meals, combo meals, family buckets.  
In the United Kingdom, the “Family Bucket” focuses on convenience and variety for group dining (Euromonitor, 2023). 
[bookmark: _Toc227700750]6.1.2: Bangladesh – Product Width & Depth 
Width (Product Categories):  rice meals, snacks and sides, and beverages (Kotler and Keller, 2016). 




[bookmark: _Toc227700751]Figure 8:  
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Source: Created by learner 
 Depth (Variations within Categories) 
· Chicken meals: Original Recipe, Spicy (locally adapted) 
· Rice meals: Zinger rice, family combo meals 
· Beverages: Soft drinks and local flavor drinks 
In Bangladesh, the “Rice & Chicken Combo” is an example of product adaptation that aligns with local staple dietary preferences while maintaining KFC’s global brand identity (Kabir and Islam, 2018). 
[bookmark: _Toc227700752]6.1.3: Branding Strategy 
UK (Youth-oriented and functional): KFC is positioned as a convenient and value driven fast-food brand, focusing on speed, affordability, and personal consumption needs (Kotler and Keller, 2016). 
Bangladesh (Aspirational and social): KFC is positioned as a premium dining experience, where visiting the brand is often perceived as a social or celebratory occasion for middle-class families, reflecting its aspirational brand image (Kabir and Islam, 2018). 

[bookmark: _Toc227700753]6.2 Price Strategy 
Price refers to the amount charged for a product and is the only element of the marketing mix that generates revenue for an organization (Kotler and Keller, 2016). 
[bookmark: _Toc227700754]6.2.1 Pricing Factors and Raw Materials 
· Final pricing decisions are influenced by the cost of raw materials (such as poultry, oil, and packaging) as well as key market conditions. 
· Demand and Competition: High levels of competition in the UK market (e.g., London) compared to more premium positioning in Dhaka (Jobber and Ellis Chadwick, 2019). 
· Inflation and Economic Conditions: Rising supply chain costs in the UK versus fluctuating economic conditions in Bangladesh (World Bank, 2025). 
· Taxes: The UK applies 20% VAT, whereas Bangladesh imposes local supplementary duties affecting final pricing (BBC, 2023). 
· Purchasing Power: Higher disposable income in the UK supports value-based pricing strategies, while lower purchasing power in Bangladesh requires greater emphasis on affordability (World Bank, 2025). 
[bookmark: _Toc227700755]6.2.2 International Pricing Methods 
· KFC applies multiple pricing approaches to ensure market suitability: 
· Cost-based pricing: Adding a profit margin to total production costs (Kotler and Keller, 2016). 
· Demand-based pricing: Adjusting prices according to consumer willingness to pay (Kotler and Keller, 2016). 
· Competition-based pricing: Benchmarking against competitors such as McDonald’s and local QSR brands (Jobber and Ellis-Chadwick, 2019). 
· Psychological pricing: Using price points such as £4.99 or 199 BDT to influence consumer perception (Kotler and Keller, 2016). 
· Differential pricing: Setting different price levels across countries based on economic conditions (World Bank, 2025). 
[bookmark: _Toc227700756]6.2.3 Additional Pricing Strategies 
Bundle pricing: Offering meal combinations (e.g., “Meal Deals”) to enhance perceived value and increase average transaction value (Kotler and Keller, 2016). 
[bookmark: _Toc227700757]6.2.4 Penetration Pricing (Low Price Strategy) 
Penetration pricing involves setting relatively low initial prices to gain market share (Kotler and Keller, 2016). 
· UK: Used for new product launches, such as limited time wrap or meal promotions (Kotler and Keller, 2016). 
· Bangladesh: Applied to rice meal offerings to attract price-sensitive consumers and encourage adoption of the brand (Kabir and Islam, 2018). 
 
[bookmark: _Toc227700758]6.3 Promotion Mix  
Promotion refers to the communication activities used by organizations to inform, persuade, and remind customers about their products and services. Integrated Marketing Communications (IMC) is the coordination of all promotional tools to deliver a consistent and clear message to target audiences (Kotler and Keller, 2016). 

[bookmark: _Toc227700759]6.3.1: Types of Communication and Media Strategies 
KFC uses both personal and impersonal communication methods across its markets. Personal communication involves direct interaction with customers; in the United Kingdom, the emphasis is on fast and efficient service, while in Bangladesh the service approach is more personalized and hospitality-oriented (Kotler and Keller, 2016). 
Impersonal communication involves mass communication through channels such as advertising, social media, and digital platforms. 
Media strategies also differ across markets. In the United Kingdom, KFC relies heavily on digital advertising, mobile applications, social media marketing, and sports sponsorships, reflecting high digital penetration and consumer engagement (BBC, 2023; Mintel, 2023). In Bangladesh, the company focuses on Facebook, YouTube, influencer marketing, outdoor advertising, and festival-based promotional campaigns to effectively engage target consumers (World Bank, 2025). 

[bookmark: _Toc227700760]6.3.2 Integrated Promotional Tools Sales Promotion: 
· UK: Mobile app discounts and meal deals (Kotler and Keller, 2016) 
· Bangladesh: Eid promotions and combo meal offer (Kabir and Islam, 2018) Personal Selling: 
· UK: Efficient and standardized service delivery (Kotler and Keller, 2016) 
· Bangladesh: More personalized and customer-oriented service (Kabir and Islam, 2018) 
Direct Marketing: 
· UK: Email marketing and app-based notifications (Kotler and Keller, 2016) 
· Bangladesh: SMS marketing and social media messaging (World Bank, 2025) Public Relations and Sponsorship: 
· UK: Community engagement initiatives and sports-related sponsorships (BBC, 2023) 
· Bangladesh: Cultural events and festival sponsorships (Kabir and Islam, 2018) 
KFC also faces creative, media, and regulatory challenges when adapting promotional strategies across different international markets. 
 
[bookmark: _Toc227700761]6.4: Place (Distribution) 
Place (distribution) refers to how products are made available to customers through various channels, ensuring convenience, accessibility, and efficient delivery (Kotler and Keller, 2016). 
[bookmark: _Toc227700762]6.4.1: Distribution Channels (Place) 
A direct channel refers to a distribution method in which products are sold directly from the producer to the final consumer without intermediaries. KFC utilizes direct channels through its own restaurants and mobile applications, enabling efficient service delivery and direct customer interaction (Kotler and Keller, 2016). 
In contrast, indirect channels involve intermediaries such as wholesalers, retailers, or third-party delivery platforms that facilitate product distribution to consumers. KFC collaborates with delivery partners such as Uber Eats and Food panda to extend its reach beyond physical outlets, enhancing accessibility and convenience (Kotler and Keller, 2016; BBC, 2023). 

[bookmark: _Toc227700763]6.4.2: KFC Stores United Kingdom: 
· Modern restaurant formats with digital ordering kiosks (BBC, 2023) 
· Strong presence of drive-thru and takeaway services (Mintel, 2023) 
· Emphasis on speed, convenience, and technology integration (Kotler and Keller, 
2016) 
[bookmark: _Toc227700764]Figure 9: United Kingdom
 

 
Source: Compiled by KFC in UK 
 
Bangladesh: 
· Located primarily in shopping malls and major urban centers (World Bank, 2025)
· Larger and more premium interior design (Kabir and Islam, 2018) 
· Focus on dine-in experience and social dining environment (Kabir and Islam, 2018) 
[bookmark: _Toc227700765]Figure 10: Bangladesh  


 
Source: Compiled by KFC in BD 
While KFC utilizes both direct and indirect distribution channels in both markets, physical restaurants remain the primary point of customer contact. However, outlet design and service style are adapted to reflect local consumer behavior and expectations (Kotler and Keller, 2016). 
[bookmark: _Toc227700766]6.5: People 
People in the extended marketing mix include all employees involved in delivering a product or service. Employee training and motivation directly influence service quality, customer satisfaction, and overall brand image (Kotler and Keller, 2016). 
[bookmark: _Toc227700767]6.5.1: Total Number of Employees 
· United Kingdom: KFC UK and Ireland operate over 1,000 restaurants and employs more than 33,500 people across its restaurant network and support teams (KFC UK, 2023). 
· Bangladesh: Although exact current figures are not officially published, estimates suggest that approximately 1,000 employees work across KFC outlets in Bangladesh, primarily in restaurant operations and part-time roles (The Daily Star, 2021). 
[bookmark: _Toc227700768]6.5.2: Training and Development 
KFC provides structured training programmers to ensure employees can deliver consistent service quality. Training includes customer service, food safety standards, and leadership development, which enhances operational efficiency, reduces errors, and ensures standardized service delivery across markets (Kotler and Keller, 2016). 
[bookmark: _Toc227700769]6.5.3: Employee Motivation 
KFC motivates employees through financial incentives, recognition programmers, career progression opportunities, and supportive working environments. Motivated employees contribute to improved customer service, stronger customer engagement, and enhanced brand reputation (Kotler and Keller, 2016). 
 
[bookmark: _Toc227700770]6.6: Process 
A process refers to a set of structured activities and procedures used by an organization to efficiently deliver products or services and ensure consistent customer satisfaction (Kotler and Keller, 2016). 
[bookmark: _Toc227700771]6.6.1: Customer Complaint Process  
United Kingdom (KFC UK): Customers can submit complaints through website forms, social media platforms, or in-store channels. The process includes acknowledgement, investigation, resolution, and follow-up, ensuring service quality improvement and customer satisfaction (KFC UK, 2023). 
Bangladesh (KFC BD): Complaints are handled through in-store forms, social media channels, and telephone services, following a similar structured process. KFC Bangladesh focuses on prompt response and corrective action to maintain brand reputation and customer trust (The Daily Star, 2021). 

[bookmark: _Toc227700772]6.7: Physical Evidence 
Physical evidence refers to all tangible elements that help customers evaluate and experience a service, build trust, and strengthen brand recognition (Kotler and Keller, 2016). 
These include the store environment, website, uniforms, packaging, signage, and other visible cues that support the service offering. 
· Store Environment and Facilities: KFC outlets in both the United Kingdom and Bangladesh maintain clean, branded interiors and structured seating arrangements. Smoking areas are provided where permitted by local regulations. A well-maintained and comfortable environment enhances customer experience and strengthens overall brand image (Kotler and Keller, 2016). 
· Website and Digital Presence: KFC websites in both markets feature high-quality food imagery, promotional content, and online ordering facilities. These digital platforms act as virtual physical evidence, reinforcing brand credibility and supporting customer decision-making (Kotler and Keller, 2016).  
[bookmark: _Toc227700773]Figure 11: KFC UK Website 
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Source: Compiled by KFC UK Website 
[bookmark: _Toc227700774]Figure 12: KFC BD Website 
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Source: Compiled by KFC BD Website 
· Staff Uniforms: KFC staff in both the United Kingdom and Bangladesh wear branded red and black uniforms, which promote professionalism, consistency, and strong brand recognition among customers (KFC UK, 2023; KFC Bangladesh, 2021). 
· Packaging Design: KFC uses consistent branded packaging in red and white across both markets, which reinforces brand identity, ensures hygiene standards, and enhances perceived product quality (Kotler and Keller, 2016). 
[bookmark: _Toc227700775]7. Directional Development Strategy – Bangladesh (Ansoff Matrix) 
Directional development strategy refers to the ways in which a company achieves growth through new markets, new products, or increased sales within existing markets (Kotler and Keller, 2016). The Ansoff Matrix identifies four growth strategies: market penetration, market development, product development, and diversification (Ansoff, 1957). 
For KFC in Bangladesh, this framework is particularly relevant due to rapid market growth, rising income levels, and changing consumer behavior (World Bank, 2024). 

[bookmark: _Toc227700776]Figure -13:  
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Source: Created by learner 
[bookmark: _Toc227700777]7.1: Market Penetration  
KFC increases sales of existing products in Bangladesh through expansion of outlets in major urban areas, promotional pricing strategies, partnerships with delivery platforms such as Food panda and Pathao, and targeted digital marketing campaigns (World Bank, 2024; Statista, 2024). 
[bookmark: _Toc227700778]7.2: Market Development 
KFC expands into new geographic and customer segments by opening outlets in smaller cities, shopping malls, and highway locations, as well as exploring institutional markets such as corporate catering and educational institutions (Statista, 2024). 
[bookmark: _Toc227700779]7.3: Product Development 
To align with local preferences, KFC introduces menu adaptations such as rice-based meals, spicier flavor profiles, seasonal festival promotions (e.g., Ramadan), and new side dishes and desserts (World Bank, 2024). 
[bookmark: _Toc227700780]7.4: Diversification 
KFC may pursue diversification by introducing breakfast menus, local fusion products, or packaged ready-to-cook items. This strategy involves higher risk as it requires entry into new product categories and potentially new markets, but it can also create new revenue streams (Ansoff, 1957; Kotler and Keller, 2016). 
[bookmark: _Toc227700781]8. Ethical & Unethical Issues in the Marketing Mix  
This section evaluates the ethical and unethical aspects of KFC’s marketing mix in the United Kingdom. 

[bookmark: _Toc227700782]8.1: Ethical practices 
Product transparency: KFC demonstrates ethical responsibility by providing clear nutritional and ingredient information to consumers. For Example: Calorie details and product composition are displayed on menus and digital platforms, enabling customers to make informed dietary choices (Kotler and Keller, 2016). 
Sustainable packaging (physical evidence): The company adopts environmentally responsible practices using recyclable packaging materials. For example, these initiatives reduce environmental impact and align with growing consumer expectations for sustainability in the UK market (Euromonitor, 2023). 

[bookmark: _Toc227700783]8.2: Unethical practices 
Promotion of HFSS products 
The marketing of high fat, sugar, and salt (HFSS) food products raises ethical concerns. For Example, Fast food advertising targeting younger audiences may contribute to unhealthy dietary behaviors (World Health Organization, 2020). 
Pricing strategies (JND – Just Noticeable Difference) 
Subtle changes in product size or price may not always be clearly communicated to consumers. For example, reducing portion sizes while maintaining the same price may mislead consumers regarding perceived value (Monroe, 2003). 
Overall, KFC in the United Kingdom demonstrates strong ethical practices in areas such as product transparency and sustainability, although concerns remain regarding the promotion of HFSS products and pricing perception strategies (Kotler and Keller, 2016).  
[bookmark: _Toc227700784]9. Strategic Recommendations  
Based on the analysis of KFC’s international operations in the United Kingdom and Bangladesh, several strategic recommendations are proposed to strengthen market competitiveness, operational efficiency, and ethical credibility. These recommendations reflect a glocalization strategy, balancing global brand consistency with local market responsiveness (Bartlett and Ghoshal, 1989). 
[bookmark: _Toc227700785]9.1: KFC Recommendations – Bangladesh 
· Expand delivery through Food panda & Pathao (Press Xpress, 2023) 
· KFC should strengthen its digital distribution strategy by expanding partnerships with leading food delivery platforms such as Food panda and Pathao to improve accessibility and enhance market penetration in urban areas (Statista, 2024; World Bank, 2025). 
· Menu localization should be further enhanced through the introduction of rice-based meals, spicier flavor profiles, and culturally relevant seasonal products aligned with local dietary preferences and collectivist consumption behavior (Kabir and Islam, 2018; Hofstede Insights, n.d.). 
· The company should consider geographic expansion into secondary cities and emerging urban centers, as well as institutional markets such as universities and corporate catering, to capture untapped demand in a growing middle-income economy (World Bank, 2025). 
· Investment in culturally relevant digital marketing campaigns through social media platforms such as Facebook and YouTube should be prioritized to strengthen brand engagement among young, digitally active consumers (Mintel, 2023; World Bank, 2024). 
· New product development initiatives such as breakfast menus, fusion products, and packaged convenience meals should be introduced cautiously to test consumer acceptance and reduce product risk in an emerging market environment (Kotler and Keller, 2016). 
[bookmark: _Toc227700786]9.2: KFC Recommendations – UK 
· KFC should expand its healthier product portfolio, including plant-based and low-calorie options, in response to increasing health consciousness and regulatory pressure in the UK fast-food sector (Mintel, 2023; BBC, 2023). 
· The company should strengthen its omnichannel delivery strategy by further integrating platforms such as Deliveroo, Uber Eats, and Just Eat to enhance convenience and customer reach in a highly competitive QSR market (Euromonitor, 2023). 
· Sustainability initiatives should be reinforced through local sourcing strategies, reduced packaging waste, and transparent environmental reporting to meet consumer expectations and regulatory requirements (KFC UK Sustainability Report, 2023; Jones, 2024). 
· Short-term promotional campaigns, including limited time offers and influencer collaborations, should be used to maintain customer engagement and competitiveness in a saturated market (Mintel, 2023). 
· Greater use of digital storytelling and interactive social media engagement should be adopted to strengthen emotional branding and customer loyalty in a digitally advanced market (Euromonitor, 2023). 
[bookmark: _Toc227700787]10. Reflective Account Using Gibbs’ Reflective Cycle 
Reflective analysis of KFC’s international marketing strategies in Bangladesh using the Ansoff Matrix 
[bookmark: _Toc227700788]Figure -14: 
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Source: TSW, 2024 
[bookmark: _Toc227700789]10.1 Description  
While completing this assignment on KFC, I analyzed its international marketing strategies in Bangladesh using the Ansoff Matrix. This required in-depth research into the fast-food industry, KFC’s global and local operations, and comparative practices, particularly in the United Kingdom. A range of academic theories and industry reports were used to identify and evaluate strategies such as market penetration, market development, product development, and diversification, along with their associated risks and strategic recommendations (Kotler and Keller, 2016; World Bank, 2025). The purpose of this task was to connect theoretical frameworks with real-world business applications. 
 
[bookmark: _Toc227700790]10.2 Feelings 
At the beginning, I felt interested and curious about KFC’s international marketing strategies, but I also felt uncertain about finding reliable and country-specific data (Mintel, 2023). As I progressed, my confidence increased as I was able to access credible academic journals and industry reports. These sources helped me understand KFC’s delivery partnerships, menu localization, and promotional strategies more clearly, which improved the structure and depth of my analysis (Mintel, 2023). 
 
[bookmark: _Toc227700791]10.3 Evaluation 
The Ansoff Matrix was highly effective in providing a clear structure for analyzing KFC’s growth strategies and categorizing its marketing approaches (Kotler and Keller, 2016). Additionally, comparing Bangladesh and the UK helped me gain deeper insights into how multinational companies adapt their strategies across different markets (Bartlett and Ghoshal, 1989). 
However, a limitation of my research was the lack of detailed publicly available data specifically on KFC Bangladesh. As a result, I had to rely heavily on secondary sources, which sometimes affected the consistency and depth of the analysis (World Bank, 2025). 
 
[bookmark: _Toc227700792]10.4 Analysis 
The application of the Ansoff Matrix helped me link theoretical concepts with practical business strategies. For example, market penetration was evident through expansion of outlets and increased delivery services, while product development was reflected in menu localization to suit local customer preferences (Kabir and Islam, 2018; World Bank, 2025). 
Furthermore, the comparison between Bangladesh and the UK highlighted how marketing strategies differ based on cultural, economic, and consumer behavior differences. This reinforced the importance of glocalization in international marketing strategies (Bartlett and Ghoshal, 1989). In addition, using structured notes and systematic research improved the clarity and organization of my overall work. 
 
[bookmark: _Toc227700793]10.5 Conclusion 
From this reflection, I have learned that: 
· The importance of applying theoretical frameworks with real-world evidence to strengthen analysis (Kotler and Keller, 2016). 
· Marketing strategies must be adapted according to cultural and economic differences in international markets (Bartlett and Ghoshal, 1989). 
· Using credible and high-quality academic and industry sources is essential for producing reliable academic work (Mintel, 2023). 
 
[bookmark: _Toc227700794]10.6 Action Plan 
In future assignments, I will: 
· Start research earlier to allow access to more detailed and reliable country specific data. 
· Use academic journals and verified industry reports from the beginning of the research process (Mintel, 2023). 
· Apply theoretical models earlier to guide the structure of my analysis more effectively (Kotler and Keller, 2016). 
· Maintain a well-organized digital reference system for accurate Harvard referencing. 
· Use visual tools such as charts and frameworks to improve clarity and presentation of ideas (Bartlett and Ghoshal, 1989). 
Overall, this reflective process has strengthened my research skills, critical thinking, and academic writing ability. It has also reinforced the importance of linking theoretical knowledge with practical business applications in international marketing (Kotler and Keller, 2016). 
 
[bookmark: _Toc227700795]11. Conclusion 
In conclusion, this report has analyzed KFC’s international marketing strategies in the United Kingdom and Bangladesh. The findings show that KFC uses a globalization strategy, maintaining a strong global brand while adapting to different cultural, economic, and market conditions. 
The analysis highlights clear differences between the two markets. The UK is a mature, competitive market that focuses on convenience, digital innovation, and health-conscious consumption. In contrast, Bangladesh is an emerging market driven by urban growth, rising middle-class demand, and strong cultural influences such as collectivism and family-oriented dining. 
The study also shows that KFC adapts its STP strategy and 7Ps marketing mix effectively in both countries, with different positioning, pricing, product offerings, and promotional methods to suit local consumer needs. 
Overall, KFC’s success depends on its ability to balance global consistency with local adaptation, ensuring competitiveness in both developed and developing markets. 
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