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[bookmark: _Toc227599290]Introduction
International Marketing is described as the process where marketing strategies are planned, developed and put into practise across nations as a way of meeting the needs of customers in other countries as well as attaining organisational goals (Baack, 2018). International businesses need to examine economic, cultural and competitive landscapes to be able to modify their approaches. In this report, the author has examined the international marketing of KFC in two countries: the United States and the United Kingdom. The report looks at the macro-environment in PESTLE analysis, Hofstede model, segmentation, targeting and positioning (STP) and 7Ps marketing mix analysis. It also uses the Ansoff Matrix to consider the directional development strategy of KFC and debates about the ethical marketing issues and the strategic suggestions. Finally, this assessment provides a reflection in Section 2, using Gibbs' Reflective Cycle as the framework


[bookmark: _Toc227599291]Section 1: Report
[bookmark: _Toc227599292]Background Information about KFC
KFC (Kentucky Fried Chicken) was established in 1952 by Colonel Harland Sanders in the United States and is now owned by Yum!. Brands (KFC, 2024). KFC first entered the UK in 1965 and the first restaurant was started in Preston, England. As of 2024, Yum! Brands registered revenues of about US 7.0 billion, with KFC having over 30000 restaurants in more than 145 countries. The United States is still the biggest single market of KFC and has in excess of 4,000 stores, and the United Kingdom has more than 950 restaurants, which makes it one of the best European markets of KFC. It is estimated that the quick service restaurant (QSR) industry was worth more than US$900 billion in 2023. The company's mission is to deliver delicious chicken food, excellent customer service, and quality assurance as it expands its operations in the global markets. The vision of KFC is to deliver finger-lickin-good food and be the most loved and trusted brand in fast-food restaurants globally.
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Figure 1: Number of KFC restaurants worldwide from 2010 to 2024
Source: (Statista, 2024)


[bookmark: _Toc227599293]The Macro Environment (PESTLE Analysis)
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Figure 2: Pestle Analysis of KFC
Source: (Edrawmax, 2020)
1. Political Factors
United States: The political stability of the United States is high, which has provided a favourable climate to the multinational companies like KFC. The U.S. economy is projected to be 2.8% in 2024 with a nominal GDP of about US29.18 trillion with consumer spending and business investment taking the leading role (Brown, 2024). One of the good business policies was the Tax Cuts and Jobs Act that lowered the federal corporate tax rate to 21% down to 35%, making taxation less on multinational companies. Increasing federal and state minimum wage, however, of between US $7.25 and more than US $16 per hour raises labour costs, which are approximately 30-35% of operating costs in quick-service restaurant chains.
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Figure 3: Change in real USA GDP
Source: (Brown, 2024)
United Kingdom: The UK is a mature and stable political environment with a GDP worth approximately US 3.1 trillion (GOV.UK, 2025). In 2024, the National Living Wage rose to £11.44 per hour, which directly affected the costs of operations. Favorably, the predictability in business in the United Kingdom due to political stability and clear regulations provides an opportunity to international QSR brands like KFC. However, new trade barriers and high labour costs after Brexit raise the cost of operations and supply chains, which are not favourable to fast-food chains.
2. Economic Factors
United States: The US QSR market is characterised by high disposable income, where the GDP per capita is above US$80,000 in 2023. Consumer spending accounts for about 68 per cent of the GDP, and food-away-from-home expenditure is about 55 per cent of total food spending. The highest rates were 9.1% in 2022, but since 2024, inflation has been stable, at 3-4 per cent, which made the cost more predictable (GOV.UK, 2025). A robust economy with GNP of over US 29 trillion and consumer purchasing power in the United States favour an increase in QSR sales and profitability of brands such as KFC. Constant inflation rate of 34 is beneficial in that it allows companies to predict prices and cost decisions.
United Kingdom: The UK GDP per capita is about US 46,000, which is a lot lower than that of the US. The highest inflation in 40 years was 11.1% in 2022, which decreased discretionary expenditures (Willems, 2022). Inflation relaxed to approximately 45 per cent in 2023-2024; however, the real wages were harmed. The United Kingdom is an opportunity that is favourable because the QSR market is constantly rising, keeping companies like KFC in sales and profitability in the long term.
[image: UK inflation scales to 41-year high, but analysts bet it has peaked]
Figure 4: The highest inflation in 40 years in the UK
Source: (Willems, 2022)
3. Social 
Consumer Behaviour Trends:
In the United States, More than 37 per cent of adults eat fast food daily, and convenience is the major purchase motivator. About 60 per cent of consumers in the US claim to seek healthier menu items, which is why KFC should advertise the grilled chicken and calorie disclosure. Favorably, powerful fast-food utilisation conducts in the United States form positive demand in QSR fast-food companies such as KFC. Nevertheless, the increase of health awareness and anti-obesity concerns prompts the consumers to select healthier foods.
United Kingdom: Approximately 27 per cent of adults in the United Kingdom eat takeaway food at least once a week, and the need to use ethical sources and sustainability is in demand (Mallinson, Russell and Barker, 2023). It has been identified in surveys that consumers in the UK are more inclined to buy brands with sustainable packaging, more than 70 per cent. The increase in demand of takeaway food industry in the United Kingdom is contributing to the growth of the QSR market, which is an advantage to such a brand as KFC. Nevertheless, intense consumer demands in the area of ethical sour

Cultural Factors
Hofstede Cultural Dimensions Comparison
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Figure 5: Hofstede's Cultural Dimensions Model
Source: (Bruin, 2022)
According to Geert Hofstede’s cultural model:
· Individualism: The US scores 91, the UK scores 89, which means that the societies are highly individualistic, where individual choice is the basis of consumption.
· Power Distance: The US (40) and UK (35) have fairly low levels of hierarchy acceptance, which favours informal marketing communication.
· Uncertainty Avoidance: The US (46) and UK (35) show that they are moderate in risk tolerance and prefer menu innovation.
· Masculinity: US (62) is more competitive than the UK (66), which is performance-based consumption.
· Long-Term Orientation: The US (26) and UK (51) indicate a focus on short-term results, though the UK shows slightly more adaptability.
· Indulgence: The US (68) and UK (69) reflect highly indulgent societies that prioritise enjoyment and leisure in consumption.
In the United States and the United Kingdom, culture is mostly favourable to KFC since individualism is high and moderate on risk tolerance, allowing consumer choice, innovation, and embracing of different varieties of fast-food menu.
Advantages of the Hofstede Model:
The Geert Hofstede cultural model has some benefits to international marketing in the eyes of KFC. It offers quantifiable cultural contrasts across nations like the United States and United Kingdom that will assist the company in dividing global markets and altering the tone of advertising to suit local cultural worths (Bruin, 2022).
Disadvantages of the Hofstede Model:
It is grounded on historical information of IBM employees in 1970s and it might simplify the national culture and ignoring regional and generational distinctions that affect contemporary consumer behaviour.
4. Technological Factors
United States: Digital ordering is facilitated by more than 92 per cent internet penetration and widespread use of smartphones (more than 85 per cent). The US has an online food delivery worth more than US$100 billion as of 2023, with companies such as Uber Eats and DoorDash leading the pack. KFC has the benefit of state-of-the-art drive-thru AI ordering services and analytics (KFC, 2024). Favorably, High internet and smartphone penetration helps in increasing digital sales and convenience to the customer. Unfavorably, Margins may be strained by High competition in the online delivery market.
United Kingdom: One of the countries with the highest internet penetration is the UK (96%), where online food delivery is expected to bring in more than 12 billion in 2023, and Deliveroo is expected to contribute to this figure. More than 85 per cent of the transactions are contactless payments that help in digital transformation. Favorably, the high propensity of digital adoption and contactless payments augur well with efficiency and experience. Unfavorably, reliance on third-party delivery solutions leads to a rise in commission expenses.
5. Legal Factors
United States: In the USA, KFC has to meet the requirements of the Food Safety Modernisation Act (FSMA) that reinforces preventive food safety measures and requires providing hard supplier verification control (Belden and Orden, 2024). Fair Labour Standards Act (FLSA) governs minimum wage (federal rate US 7.25 per hour) and overtime rates, which have a direct impact on labour cost that constitutes almost 30-35% of QSR operations cost. Favorably, there are favourable regulations, which guarantee consumer trust and food safety and unfavorably labour costs raise the costs of operations.
United Kingdom: Good food safety laws improve brand image in the UK. KFC in the UK needs to work in accordance with the Food Safety Act 1990, which guarantees adherence to hygiene and contamination measures brought by the Food Standards Agency (Crutchfield and Roberts, 2022). The National Living Wage is the National Minimum Wage Act 1998 at 11.44 per hour (2024), which has raised the labour costs. Unfavorably, there are n increment in wage rate causes high labour costs.
6. Environmental Factors
United States: The main environmental challenges facing KFC in the US are Climate Change Regulation, Waste Management Policies, and Sustainable Packaging Requirements (Zhang, 2024). Although there is no nationwide plastic ban, various states, like California, have stringent single-use plastic laws that are stipulated in state environmental policies. Favorably, possibilities to engage in sustainable activities and attract the attention of environmentally aware buyers. Unfavorably, state specific laws bring about complexity and expenses of compliance.
United Kingdom: The UK has stronger environmental pressures with legally binding Net Zero 2050 targets, which are covered under the Climate Change Act 2008 (Muqeet and Waseem, 2024). Extended Producer Responsibility (EPR) is a new Environmental Act 2021 that will compel businesses to dispose of packaging waste. Favorably, the positive environmental practise will advance the image of corporate social responsibility. Unfavorably, there are legal costs on waste and emissions which add to the cost of operations and adherence.
Similarities and differences of Pestle factors
Similarities: The United States and the United Kingdom offer politically stable markets that favour multinational QSR brands such as KFC. Both markets are highly urbanised with a high rate of busy life, economically the markets have a high consumer demand of fast food. Online ordering is improved by high levels of internet penetration and adoption of digital payments. 
Differences: Nevertheless, there are major differences. US is better in terms of GDP and disposable income whereas UK is experiencing high inflation pressures (Zhang, 2024). There is an increase in labour costs in both, but UK post-Brexit regulations bring in extra trade barriers. Unlike the US, UK consumers are more likely to be socially inclined towards sustainability.
[bookmark: _Toc227599294]STP and Marketing Mix (7Ps) analysis of KFC in the United States and the United Kingdom
The STP framework has been applicable in international marketing to identify consumer segments, target profitable segments, and position a brand (Mogaji, 2025).
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Figure 6: STP Framework
Source: (lbtcdev, 2025)
[bookmark: _Toc227599295]Segmentation Strategy
Market segmentation is the division of the market into smaller segments according to the demographic, geographic, psychographic and behavioural factors. The market segmentation of the United States and the United Kingdom is as follows:
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Figure 7: Target Market Segmentation
Source: (Tempeam, 2025)
Demographic Segmentation: 
USA: The variables upon which demographic segmentation is done include age, income and family structure. Millennials and Generation Z in the United States are also extremely high in fast-food consumption, as they account for almost 60 per cent of the overall QSR expenditure (Jhamb and Dhiman, 2023). 
UK: The demographic segmentation used in the United Kingdom is also on young consumers aged between 18 and 40, as they constitute about 55 per cent of the takeaway food demand. Moreover, young professionals and students are important consumers, with almost 35 per cent of fast-food consumers in the United Kingdom being university students or young employees.
Geographic Segmentation:
USA: Geographic segmentation is based on population density, climatic and regional aspects (Critto, Harvey and Marcomini, 2025). Cities are vital markets to KFC since in the United States, the urban population is over 83 per cent, and cities drive over 70 per cent of QSR sales. 
UK: In the United Kingdom, 84 per cent of the entire population is urban, and more than half of KFC restaurants are located in large cities like London, Birmingham, and Manchester. Nevertheless, the UK market also focuses on high street and shopping centres because geographical distances are smaller than in the United States.
Psychographic Segmentation: 
USA: Psychographic segmentation emphasises the lifestyle, values and attitudes of the consumers (McDaniel, Shellhammer and Lopetcharat, 2023). In the United States, studies show that almost 65 per cent of those who consume fast food focus on convenience. 
UK: In the United Kingdom, psychographic trends are a bit different, with about 60 per cent of consumers favouring brands that show sustainability and ethical sourcing. Moreover, approximately 48 per cent of consumers in the UK take into account calorie content prior to buying fast food.
Behavioural Segmentation: 
USA: Behavioural segmentation is based on the rate of usage of consumers, loyalty, and benefits sought. In the US, 50 per cent of fast-food consumers buy take-out food at least twice a week, and 70 per cent of QSR sales are made by repeat buyers, which supports the significance of loyalty programmes and promotional discounts.
UK: The consumption frequency in the United Kingdom is a little bit lower, with approximately 40 per cent of consumers buying takeaway food on a weekly basis (Adams and Wrieden, 2022). Nonetheless, brand loyalty remains high, with about 65 per cent of consumers of fast food in the UK choosing well-known brands.
[bookmark: _Toc227599296]Targeting Strategy
Target Market in the United States:
In the US, KFC targets young adults aged between 18 and 34 years, a segment that constitutes about 52-55 per cent of the total consumption of fast food in the US market. The industry statistics indicate that close to 37 per cent of Americans eat fast food daily, and approximately 85 million individuals frequent quick-service restaurants daily.
Target Market in the United Kingdom:
KFC in the United Kingdom focuses primarily on urban millennials and Generation Z customers aged 18-35 years, who make up around 50% of the UK fast-food market (Carroll, 2026). It has been shown that almost a quarter of UK adults buy takeaway food at least once a week, with one in four consumers aged 18-34 years regularly ordering fast food online, indicating the significance of young customers in the market. 
[bookmark: _Toc227599297]Positioning Strategy
Brand Positioning in the United States:
KFC in the United States is a heritage fried-chicken brand that promises flavour, convenience, and sharing food with family (Ekawati Marhaenny Dukut, 2024). The brand also focuses on its well-known 11 herbs and spices recipe, which is one of the major differentiation points of over 70 years of brand history and a factor in brand recognition among consumers. 
Brand Positioning in the United Kingdom:
KFC in the United Kingdom markets itself as an innovative and responsible fast-food brand that brings together taste, sustainability, and transparency (Zhang, 2024). This positioning indicates evolving consumer expectations where about 70 per cent of consumers in the UK choose brands that show environmental accountability, and almost 48 per cent of consumers will consult calorie details prior to buying takeaway food. 
Perceptual map: KFC in the UK
· KFC's positioning focuses on two key dimensions: Sustainability (Eco-friendly to Non-Eco-friendly) and Innovation (Traditional/Static to Modern/Innovative).
· X-Axis: Shows the shift from static, traditional models to modern, innovative practices.
· Y-Axis: Shows the transition from basic environmental compliance to responsible, eco-friendly operations.
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Figure 8: Perceptual map of KFC in the UK
Source: (Self-Made)
[bookmark: _Toc227599298]Similarities and Differences in STP Strategy
Similarities:
KFC STP strategy demonstrates a number of similarities in the United States and the United Kingdom markets (Manimtim and Vigonte, 2024). The brand of both countries is aimed at young adults aged between 18 and 35, which is more than half of the fast-food consumers in both markets. 
Differences:
There are a number of differences between the two markets, although they have similarities. The consumer behaviour in the United States is more convenience-oriented, with 37% of the adult population consuming fast food on a daily basis, fostering the promotion of large portions and value-based promotion. 
[bookmark: _Toc227599299]7Ps Marketing mix of KFC in the USA and the UK
Marketing mix can be defined as a combination of marketing tools that a firm can control to market its products and determine customer demand in the target market. This section will examine the marketing mix 7s of KFC in two major markets, which are the United States and the United Kingdom.

[image: ]
Figure 9: 7Ps of Marketing Mix
Source: (Vectorstock, 2023)
1. Product Strategy
USA: KFC has a broad and extensive product range in the United States, with mass family and convenience consumers as its target market. The brand has 4,012 restaurants (ScrapeHero, 2025) and focuses on the main fried chicken products and the supporting products. The menu consists of Original Recipe Chicken, Extra Crispy chicken, Chicken Sandwiches, Famous Bowls, Popcorn Chicken and family bucket meals with sides like fries, biscuits and coleslaw.
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Figure 10: Products of KFC
Source: (Tergan, 2025)
UK: KFC has a total of more than 950 outlets in the United Kingdom, and it serves a daily customer base of more than 1 million people. The UK market is more localised as it retains the global staples like Original Recipe Chicken, Zinger Burgers, and chicken buckets. The menu will incorporate rice boxes, boneless chicken fillets, wraps, and healthier grilled meals that will meet the needs of urban and health-conscious consumers. 
Evaluation: In both markets, the brand is based on its iconic 11 herbs and spices recipe, which guarantees a high brand equity. Nevertheless, the consumption is not the same as the US consumers eat fast food approximately 2.5 times a week, whereas the UK consumers eat it once a week. This propels more volume-oriented products in the US, and the UK is more concerned with menu diversity and healthier choices.
2. Price Strategy
USA: In the United States, competitive pricing and value-based promotions are the strategy of pricing; in a market where the average cost of a fast-food meal is around US$7- 10 (Hinterhuber, 2022). With the US household figure being over US$74,000 as the average, KFC can sell bigger portion sizes at a price range of US$2030 as family buckets. 
UK: The United Kingdom has a low purchasing power, with an average fast-food meal priced at around £6-8. UK GDP per capita stands at about US 46000, which is very low compared to US 80,000 in the US. KFC uses bundle pricing extensively as part of its product and pricing strategy. 
Evaluation: Both markets have a pricing strategy that is founded on value promotions and affordability. Nevertheless, US prices are typically higher, as the income and the portions are larger, and UK prices are lower to stay competitive in the market that is more price-sensitive.
3. Place Strategy
USA: The strength of KFC in the United States in terms of distribution is that it has over 4,000 restaurants in urban and suburban locations. In the US, fast food is sold through drive-thru services to the tune of 70 per cent, which is why drive-thru infrastructure is a fundamental part of the KFC distribution strategy.  KFC primarily uses physical outlets and drive-thru services as its main distribution channels, supported by limited online delivery platforms.
[image: KFC ranked #6: 2025 USA TODAY 10BEST Readers' Choice Awards]
Figure 11: KFC in the USA
Source: (USA Today, 2025)
UK: KFC runs over 1,000 stores in the United Kingdom and is highly concentrated in major cities like London, Manchester, Birmingham, and Liverpool (ScrapeHero, 2024). Online delivery is also significant as the food-delivery market in the UK had surpassed 12 billion in 2023. Deliveroo, Just Eat, and others are taking up a large portion of orders, and some 35-40 per cent of QSR orders now include online ordering. KFC relies on a mix of dine-in outlets and strong third-party online delivery channels such as Deliveroo and Just Eat.
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Figure 12: KFC in the UK
Source: (Umesh Ellichipuram, 2023)
Evaluation: The model of distribution in the two countries involves the integration of physical restaurants and electronic delivery. Nevertheless, the US is more dominated by drive-thru restaurants because of suburban living, whereas distribution in the UK is more based in urban high streets and online delivery services.
4. Promotion Strategy
Integrated Marketing Communications (IMC) is the strategic coordination of all promotional tools and channels to deliver a consistent and unified brand message to target audiences (Hruska and Maresova, 2020).
USA: Fast-food businesses in the US spend over 5 billion dollars every year on advertising, and KFC has adopted television, online, and influencer marketing. The promotion via social media is particularly significant since around 72 per cent of adults in the US are active users of social media, and about half of consumers learn about new food items online (Hruska and Maresova, 2020).
UK: Digital marketing is a focal point of brand communication in the United Kingdom, where social media is used by nearly 84 per cent of adults. Viral marketing campaigns and humorous ads often target younger consumers aged 18-34, who form over 50 per cent of the fast-food shoppers in the UK (Kulkarni, Kalro and Sharma, 2023). 
Evaluation: In both countries, the promotion strategies are based on digital marketing and social media activities. Nevertheless, in the US, campaigns focus on taste, value, and product innovation, whereas in the UK, the campaigns are more based on humour, sustainability and cultural relevance.
5. People Strategy
Total number of staff employed in each country
USA: The fast-food sector of the US has over 4 million employees, and labour constitutes about 30-35 per cent of the overall costs of operation. KFC commits itself to employee development training programmes to achieve uniformity in food and service quality. KFC employs approximately 800,000–900,000 employees across the United States, mainly through franchise-operated restaurants (Raho and Ashleigh, 2021).
UK: The hospitality industry in the United Kingdom has almost 3 million employees, and KFC offers its employees training, apprenticeships, and career development. KFC employs around 33,500 employees in the United Kingdom and Ireland across its restaurant network (Raho and Ashleigh, 2021).
6. Process Strategy
2. Customer complaints process
USA: The efficiency of operations is important since more than 37 per cent of US adults eat fast food every day, and the average drive-thru service time in the US is about 5-6 minutes. KFC in the United States handles customer complaints through its official website, mobile app, and in-store feedback systems, where issues are recorded and escalated to franchise managers for resolution (KFC, 2024).
UK: Over 85 per cent of all retail transactions in the UK are contactless, and almost 4 out of 10 order their fast food via mobile apps or online. KFC in the United Kingdom manages complaints via online contact forms, social media channels, and customer service hotlines, with cases reviewed centrally and followed up by local restaurant teams (KFC, 2024).
7. Physical Evidence Strategy Pictures of the website for both countries.
USA: The United States KFC restaurants focus on the large dining spaces and drive-through facilities because Americans in the suburbs are used to this way of life. It has been spending millions of dollars on contemporary restaurant design and digital menu boards to enhance customer experience.
[image: ]
Figure 13: KFC USA Website
Source: (KFC, 2024)
UK: The design of restaurants in the United Kingdom is based on city settings and modern interiors, since more than 84% of the population resides in the city. Eco-friendly packing is also employed in many outlets, as close to three-quarters of consumers in the UK believe in environmentally friendly packaging (Issa and Bou Darwish, 2022).
[image: ]
Figure 14: KFC UK Official Website
Source: (KFC, 2023)
Similarities and Differences of 7Ps
USA: The USA strategy of KFC is based on the domination of drive-thru, bigger portion size and pricing based on values and supported by the high consumer purchasing power. Promotion focuses on product innovation and mass-market advertisement, whereas wide distribution is supported by physical outlets and online platforms.
UK: KFC UK strategy is based on online delivery, urban store locations and localised menu choices and sustainability. It is more bundle-oriented and cheaper in terms of pricing, more culture-related, digitally, and ethically oriented in promotion.
[bookmark: _Toc227599300]Directional Development Strategy of KFC in the United States
Definition of Directional Development Strategy
A directional development strategy is a long-term strategic path that a company takes to attain growth and competitive advantage in the current or new markets (Lei and Slocum, 2024). Directional strategies have become the key to the competitive success of such a brand as KFC in the global fast-food industry, which was estimated to be over US$900 billion as of 2023.
[bookmark: _Toc227599301]Application of the Ansoff Matrix to KFC in the United States
Ansoff Matrix is a strategic planning framework that assists businesses with growth plans by examining products and markets with four choices, market penetration, product development, market development, and diversification. The following will use the Ansoff Matrix on KFC in the USA.

[image: ]
Figure 15: Ansoff Matrix (Boolkah, 2024)
Market Penetration Strategy
Market penetration entails the promotion of sales of current products by advertising, pricing, and penetrating new markets (Meyer and Tran, 2024). KFC has more than 4,000 restaurants in the United States, approximately 13 to 14 per cent of the total outlets of the company worldwide, thus it is one of the biggest markets of the brand. 
Product Development Strategy
In the United States, KFC has frequent menu innovations, such as chicken sandwiches, spicy versions, and limited-time meals. A fast-food chicken sandwich alone generated more than US$4 billion in sales in the US in 2023, and this motivated KFC to compete with other brands (KFC, 2024). 
Market Development Strategy
KFC uses market development approach to open restaurants in the suburbs and on highways with high demand through the drive-through (Rehler and Hess, 2024). About 70 per cent of fast-food sales in the US are made by way of drive-thru service, and thus the growth of drive-thru restaurants is a working growth strategy. 
Diversification Strategy
The riskiest is due to diversification, where new products are introduced in new markets. Although diversification is not predominant in the US strategy of KFC, the brand has tried plant-based chicken substitutes to reach the expanding vegetarian and flexitarian market. There is a potential for growth in the plant-based food industry in the United States, with its market size estimated to be around US8 billion in 2023.
[bookmark: _Toc227599302]Ethical Issues in KFC’s Marketing Mix in the United States
[bookmark: _Toc227599303]Ethical Marketing Practices
1. Sustainable Packaging and Environmental Responsibility: The one ethical practise is linked to the physical evidence component of the marketing mix, and KFC has invested in the sustainability of packaging (KFC, 2024). The company has also launched recyclable packaging in numerous outlets in the United States and is determined to ensure that all its packaging is recyclable or reusable by 2025. 
2. Transparent Nutritional Information: The other ethical marketing practise is concerned with the product and promotion strategies. KFC also abides by the US calorie disclosure laws by ensuring that calorie values are shown on menus and electronic boards (ADAMS, 2024). With over 42 per cent of all adults in the US being categorised as obese, nutritional transparency will aid individuals in making informed decisions and promote health awareness in the population.
[bookmark: _Toc227599304]Unethical Marketing Practices
1. Promotion of High-Calorie Fast Food: One of the ethical issues is associated with the promotion plan. Most of the KFC marketing advertisements focus on oversized portions and luxury foods like fried chicken buckets and combo meals (KFC, 2024). An average fried chicken dish is over 1,200 calories, or over 50 per cent of the recommended daily calorie intake as an adult, leading to criticism that fast-food advertising is causing poor diets.
2. Targeting Young Consumers Through Digital Advertising: The other ethical problem is targeting in the promotion and people aspects of the marketing mix. The younger consumers aged 18-34 years, who constitute over 55% of the fast-food consumers in the United States, are the focus of social media marketing campaigns. Opponents claim that intensive digital marketing and influencer advertising can stimulate young people to consume unhealthy food often.
[bookmark: _Toc227599305]Recommendations for Strategic Development
USA Recommendations
· KFC must increase healthy dishes like grilled chicken, low-calorie foods, and vegetarian food to respond to the increasing health consciousness among the consumers in the US.
· Digital innovation should be reinforced through AI-based ordering systems and custom promotions via mobile applications offered by the company in order to enhance customer interaction and purchase repetitions.
· KFC should go on with the eco-friendly practices by launching environmentally friendly packaging with at least half of the materials being recycled to meet the green consumer expectations.
· To keep the US fast-food market exciting and competitive, localised menu innovation, such as limited-time flavours, should be increased.
UK Recommendations
· KFC can also increase sustainable activities by minimizing the use of plastics and using more recyclable packaging to comply with the high expectations of the UK environmental standards.
· Online delivery should also be enhanced with the help of such platforms as Deliveroo and Just Eat in order to increase speed and convenience of the brand.
· KFC needs to proceed with local menuization, paying attention to healthier and culturally appropriate foods, like wraps and rice boxes.
· There should be increased digital interaction using social media and app-based promotions to entice younger, urban consumers.

[bookmark: _Toc227599306]Section 2
[bookmark: _Toc227599307]Reflective Account using Gibbs Reflective Model
Gibbs Reflective Cycle, created by Graham Gibbs in 1988, is a systematic reflective model that facilitates people to learn from what they have encountered using six stages: description, feelings, evaluation, analysis, conclusion, and action plan (Athal, 2025). I applied this model to my research process, analysis and preparation of Section 1 of this assessment.
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Figure 16: Gibbs Reflective Cycle
Source: (Athal, 2025)
Description
Through this assessment, I had to evaluate the international marketing strategy of KFC in two major markets, the United States and the United Kingdom. The assignment was to analyse the macro environment using PESTLE analysis, targeting and positioning (STP), analyse the 7Ps marketing mix, and use the Ansoff Matrix to determine the directional development strategy of KFC.
I used a systematic research process to come up with the report. I gathered secondary data through academic articles, industry reports and statistical databases like market research publications, first. I collected information on the economic indicators, consumer behaviour trends and industry statistics of the QSR industry. Once the information had been gathered, I sorted the material into various analytical frameworks like PESTLE, STP and marketing mix. I further contrasted the variations in the two markets related to consumer behaviour, cultural aspects and economic status. 
Feelings
I experienced a bit of feeling overwhelmed at the start of the assignment since I needed to analyse various strategic frameworks and compare two large international markets in the report. It also appeared difficult to collect credible statistics on the QSR industry and ensure that the information was correct. I, however, grew more confident as I continued with the research stage. The analysis of the marketing strategies of a global brand was an interesting experience as it enabled me to relate theoretical marketing concepts like PESTLE analysis, STP strategy and marketing mix to business practises. I especially liked how KFC adjusts its marketing campaigns in various nations and still maintains the same global brand identity. 
Evaluation
In general, multiple positive elements were a part of the research and writing process. Among the strengths was the application of a recognised strategic framework, which includes PESTLE, STP and marketing mix. These models enabled me to present complicated information in a structured and logical analysis. The other favourable feature was the use of statistical data as support to the arguments, and this enhanced the confidence of the report. 
Nevertheless, some difficulties also occurred in the process. A challenge was to choose the most relevant information among a large amount of available data. The other difficulty was to make sure that the report was within the necessary word limit and still had a thorough analysis. Also, to understand economic and industry statistics in and out, one had to read carefully and think.
Analysis
This experience made me realise the connection between academic research and strategic analysis. Using the PESTLE Analysis enabled me to review external environmental forces like political policies, economic forces, technological forces and environmental forces which drive the operations of the business. Equally, the STP Marketing Model has enabled me to learn how businesses highlight certain groups of consumers and how they market their products in competitive markets. In the example of KFC, the targeting strategy analysis revealed that the company targets mainly the younger consumers aged between 18 and 35, who constitute a big percentage of fast-food consumers.
The Marketing Mix (7Ps) framework assisted me in assessing how product design, pricing, distribution and promotional strategies bring about a competitive advantage. I also understood the growing role of environmental and ethical concerns in marketing choices, particularly in developed markets like the United Kingdom, where there is a high level of awareness of sustainability. In the learning sense, this assignment enhanced my research, analytical and critical thinking capabilities. 
Conclusion
This experience made me realise that a strategic marketing analysis should be performed with the help of theoretical knowledge and research skills. The analysis was more systematic and comprehensible with the help of systematic frameworks like PESTLE, STP and the marketing mix. I have also understood that there is a need to compare various international markets in order to discover opportunities and challenges of global brands. The process has enhanced my capacity to synthesise volumes of information and put it into a rational scholarly format. Nevertheless, I understood that I would manage my time and conduct research more efficiently in other assignments. 
Action Plan
	Area for Improvement
	Actions I Will Take
	Expected Outcome
	Timeframe

	Research skills
	I will use more academic databases, such as Google Scholar and university library resources, to identify high-quality journal articles.
	Stronger academic evidence and more credible analysis in assignments.
	Next academic semester

	Time management
	I will create a structured research and writing schedule before starting assignments.
	Reduced stress and more efficient completion of tasks.
	Immediately

	Critical analysis
	I will practise analysing business case studies and applying strategic frameworks more frequently.
	Improved ability to evaluate business strategies critically.
	Within 3–6 months

	Academic writing
	I will review academic writing guidelines and practise referencing correctly.
	Clearer structure and improved academic quality of reports.
	Ongoing

	Data interpretation
	I will develop stronger skills in analysing statistics and market data.
	More accurate interpretation of industry trends and business environments.
	Next coursework projects





[bookmark: _Toc227599308]Conclusion
This report has examined the international marketing strategy of KFC in the United States and the United Kingdom using the major strategic frameworks. As shown by the PESTLE Analysis, the political, economic, social, technological, legal and environmental factors affect the operations of the company in both markets. The STP structure and Marketing Mix (7Ps) outlined the way KFC adjusts its strategies to meet the consumer behaviour, purchasing power, and cultural expectations. Moreover, the Ansoff Matrix depicted the growth strategies like market penetration and product development of the company. Overall, the report indicates that strategic adaptation, innovation and sustainability are core to its competitive advantage in worldwide fast-food markets.

[bookmark: _Toc227599309]References
Adams, J. and Wrieden, W. (2022). Frequency and socio-demographic correlates of eating meals out and take-away meals at home: cross-sectional analysis of the UK national diet and nutrition survey, waves 1–4 (2008–12). International Journal of Behavioral Nutrition and Physical Activity, [online] 12(1). doi:https://doi.org/10.1186/s12966-015-0210-8.
ADAMS, R.J. (2024). Fast Food and Animal Rights: An Examination and Assessment of the Industry’s Response to Social Pressure. Business and Society Review, 113(3), pp.301–328. doi:https://doi.org/10.1111/j.1467-8594.2008.00322.x.
Athal, D.K. (2025). Gibbs Reflective Cycle Explained: A Framework for Structured Self-Reflection - Dr Krishna Athal. [online] Dr Krishna Athal - Life & Executive Coach. Available at: https://drkrishnaathal.com/blog/gibbs-reflective-cycle-explained-a-framework-for-structured-self-reflection/ [Accessed 8 Mar. 2026].
Baack, D. G. (2018). International marketing., 2nd edition. London: SAGE Publications.
Belden, C. and Orden, D.R. (2024). Review of the FDA Food Safety Modernisation Act (FSMA): What it means, where it is headed, and why it matters. [online] Vt.edu. Available at: https://vtechworks.lib.vt.edu/items/4316dda9-6381-4ed2-bdfd-bfaab7b250b9 [Accessed 4 Mar. 2026].
Boolkah, P. (2024). Ansoff Matrix: What Is It And How To Use It? [online] Peter Boolkah. Available at: https://boolkah.com/ansoff-matrix/ [Accessed 8 Mar. 2026].
Brown, C. (2024). U.S. economy surprises with strong 2.8% growth rate in second quarter. [online] Axios. Available at: https://www.axios.com/2024/07/25/gdp-report-q2-us-economy [Accessed 4 Mar. 2026].
Bruin, L. de (2022). Hofstede’s Cultural Dimensions EXPLAINED with EXAMPLES | B2U. [online] B2U - Business-to-you.com. Available at: https://www.business-to-you.com/hofstedes-cultural-dimensions/ [Accessed 4 Mar. 2026].
Carroll, N. (2026). ‘Changing perceptions, changing habits’: KFC on the challenge of expanding into a new category. [online] Marketing Week. Available at: https://www.marketingweek.com/kfc-expanding-new-category/ [Accessed 8 Mar. 2026].
Critto, A., Harvey, N. and Marcomini, A. (2025). Assessing coastal vulnerability to climate change: comparing segmentation at global and regional scales. Sustainability Science, 3(1), pp.45–65. doi:https://doi.org/10.1007/s11625-008-0045-1.
Crutchfield, S.R. and Roberts, T. (2022). Food Safety Efforts Accelerate in the 1990’s. Food Review/ National Food Review, 23(3), pp.44–49. doi:https://doi.org/10.22004/ag.econ.266227.
Edrawmax (2020). Detailed PESTEL Analysis of KFC | EdrawMax Online. [online] EdrawMax. Available at: https://edrawmax.wondershare.com/pestel/kfc-pestel-analysis.html [Accessed 4 Mar. 2026].
Ekawati Marhaenny Dukut (2024). Cultural Resilience in Indonesian and U.S.A.’s KFC and Starbucks Facilities and Menu: A Cultural Hybridity Study. Advances in Social Science, Education and Humanities Research/Advances in social science, education and humanities research, [online] 7(3), pp.7–24. doi:https://doi.org/10.2991/978-2-38476-348-1_2.
GOV.UK (2025). The UK’s Trade Strategy. [online] GOV.UK. Available at: https://www.gov.uk/government/publications/uk-trade-strategy/the-uks-trade-strategy [Accessed 4 Mar. 2026].
Hinterhuber, A. (2022). Customer Value‐based Pricing strategies: Why Companies Resist. Journal of Business Strategy, 29(4), pp.41–50. doi:https://doi.org/10.1108/02756660810887079.
Hruska, J. and Maresova, P. (2020). Use of Social Media Platforms among Adults in the United States—Behavior on Social Media. Societies, [online] 10(1), p.27. doi:https://doi.org/10.3390/soc10010027.
Issa, Y. and Bou Darwish, A. (2022). Food trends and consumer behaviours in the United Kingdom. [online] www.theseus.fi. Available at: https://www.theseus.fi/handle/10024/784576 [Accessed 8 Mar. 2026].
Jhamb, D. and Dhiman, R. (2023). Measuring QSR service quality on behavioral intentions of gen Z customers using QUICKSERV–mediating effect of service value and satisfaction. International Journal of Quality & Reliability Management, 40(10). doi:https://doi.org/10.1108/ijqrm-06-2022-0183.
KFC (2023). KFC | KFC UK - Find a Restaurant and Order KFC Online. [online] KFC. Available at: https://www.kfc.co.uk/ [Accessed 20 Apr. 2026].
KFC (2024). KFC - Our History | KFC. [online] Kfc.com. Available at: https://global.kfc.com/our-history [Accessed 4 Mar. 2026].
Kulkarni, K.K., Kalro, A.D. and Sharma, D. (2023). Sharing of branded viral advertisements by young consumers: the interplay between personality traits and ad appeal. Journal of Consumer Marketing, 36(6), pp.846–857. doi:https://doi.org/10.1108/jcm-11-2017-2428.
lbtcdev (2025). STP (Segmentation, Targeting, Positioning): A Strategic Framework in Marketing. | London Business Training & Consulting. [online] London Business Training & Consulting. Available at: https://lbtc.co.uk/marketing-public-relations-sales/marketing/stp-segmentation-targeting-positioning-a-strategic-framework-in-marketing/ [Accessed 8 Mar. 2026].
Lei, D. and Slocum, J.W. (2024). Strategic and organizational requirements for competitive advantage. Academy of Management Perspectives, 19(1), pp.31–45. doi:https://doi.org/10.5465/ame.2005.15841949.
Mallinson, L.J., Russell, J.M. and Barker, M.E. (2023). Attitudes and behaviour towards convenience food and food waste in the United Kingdom. Appetite, 103(0195-6663), pp.17–28. doi:https://doi.org/10.1016/j.appet.2016.03.017.
Manimtim, E. and Vigonte, F. (2024). Market Structures: Unveiling Product Differentiation Strategies: Industry Dynamics, Key Drivers, and Consumer Perspectives. Social Science Research Network, [online] 3(2). doi:https://doi.org/10.2139/ssrn.4737779.
McDaniel, M., Shellhammer, T. and Lopetcharat, K. (2023). Promoting brand benefits: the role of consumer psychographics and lifestyle. Journal of Consumer Marketing, 21(2), pp.97–108. doi:https://doi.org/10.1108/07363760410525669.
Meyer, K.E. and Tran, Y.T.T. (2024). Market Penetration and Acquisition Strategies for Emerging Economies. Long Range Planning, [online] 39(2), pp.177–197. doi:https://doi.org/10.1016/j.lrp.2006.04.004.
Mogaji, E. (2025). Market Segmentation, Targeting, and Positioning. Strategic Marketing Management, 2(3), pp.103–133. doi:https://doi.org/10.1007/978-3-031-99367-1_5.
Muqeet, H.A. and Waseem, M. (2024). Charting the UK's Path to Net Zero Emissions by 2050: Challenges, Strategies, and Future Directions. IET Smart Grid, 7(6).
Raho, R. and Ashleigh, M. (2021). Employer Branding and the potential effect on employee performance and intention to leave within a UK franchised, fast-food environment. [online] eprints.soton.ac.uk. Available at: https://eprints.soton.ac.uk/453135/ [Accessed 8 Mar. 2026].
Rehler, J. and Hess, D.B. (2024). Drive through dining and development: effect of zoning reform in Buffalo on site layout of and access to fast food restaurants. Deleted Journal, 1(1). doi:https://doi.org/10.1007/s44327-024-00021-7.
ScrapeHero (2024). KFC restaurant locations in the UK. [online] ScrapeHero Data Store. Available at: https://www.scrapehero.com/store/product/kfc-store-locations-in-the-uk/?srsltid=AfmBOoqOhuGrhPXsHYy3QBvvTr6VkkKmN6f9W55i8_eECoqIOTlsia1M [Accessed 8 Mar. 2026].
ScrapeHero (2025). Number of KFC locations in the United States. [online] ScrapeHero. Available at: https://www.scrapehero.com/location-reports/KFC-USA/ [Accessed 8 Mar. 2026].
Statista (2024). KFC locations worldwide 2024| Statista. [online] Statista. Available at: https://www.statista.com/statistics/256793/kfc-restaurants-worldwide-by-geographic-region/?srsltid=AfmBOopBde5c1kw8I02b-Dmyc8u0XiGHbRvX0VMldEf8eh8A9TgY8ylv [Accessed 4 Mar. 2026].
Tempeam, V. (2025). Target market: how to define it with examples. [online] awwaredigital. Available at: https://awware.co/blog/target-market/ [Accessed 8 Mar. 2026].
Tergan, L. (2025). KFC will soon simplify its menu by eliminating items — but is bringing back an old favorite. [online] TODAY.com. Available at: https://www.today.com/food/restaurants/kfc-dropping-menu-items-wings-popcorn-chicken-rcna70123 [Accessed 20 Apr. 2026].
Umesh Ellichipuram (2023). KFC to acquire 218 UK and Ireland restaurants from EG Group. [online] Verdict Food Service. Available at: https://www.verdictfoodservice.com/news/kfc-uk-ireland-eg-group/ [Accessed 20 Apr. 2026].
USA Today (2025). KFC Restaurant in the USA. [online] Usatoday.com. Available at: https://10best.usatoday.com/awards/kfc/ [Accessed 20 Apr. 2026].
Vectorstock (2023). Marketing 7Ps Strategy Infographic – Royalty-Free Vector | VectorStock. [online] VectorStock. Available at: https://www.vectorstock.com/royalty-free-vector/marketing-7ps-strategy-infographic-vector-45827261 [Accessed 8 Mar. 2026].
Willems, M. (2022). UK inflation scales to 41-year high, but analysts bet it has peaked at 11.1 per cent. [online] City AM. Available at: https://www.cityam.com/breaking-jaws-drop-as-uk-inflation-hits-highest-figure-in-40-years-at-11-1-per-cent/ [Accessed 4 Mar. 2026].
Zhang, Y. (2024). The Impact of Sustainable Development Strategies on the Valuation of KFC. Advances in Economics, Management and Political Sciences, 99(1), pp.33–39. doi:https://doi.org/10.54254/2754-1169/99/2024ox0175.
2

image3.png
I confirm that | have not presented any Al generated text as my own work. | confirm |
have copies of my drafts, notes, and other resources | used before, and after the use of
Al tools which | may be asked to provide in evidence.




image4.png




image5.png
PESTEL Analysis - KFC

Politics

The company functions across various geographical «=«===-~
locations and thus must maintain a good
relationship with the respective governments. The
government's regulations vary from nation to nation.

Legal

The brand must follow the various rules and
regulations of different governments because it
operates in 150 different countries.

------ Environment
Most of today’s customers diligently follow eco-friendly

Economy
trends. They go for environmentally conscious brands.

Due to government regulations, limited
market response, and others, KFC could
not flourish in the Chinese market..

Technology

NG O T e Being up-to-date with technology is a
positive business strategy for KFC. Since
most of its employees comprise young
peaple, the latest technological
advancement is good for improving the
workplace environment.

The same ingredients take a different
shape in a different culture. While halal
chicken is a compulsion for Muslims,
cow meat is an absolute no-no for the
Hindu customer base. .




image6.png
Change in real U.S. GDP

Annualized rate; Quarterly; Q2 2023 to Q2 2024

+4.9%

+2.1%
+1.4%

Q2 Q3 Q4 Q1 Q2
2023 2024




image7.png
12%

1%

9%

8%

6%

5%

3%

2%

2%

10.1%

1.1%

10.1%

Jul Aug Sep Oct Nov Dec
2021

2022

Jan Feb Mar Apr May Jun Jul Aug Sep Oct




image8.png
75
8 e
&
E & E
@ =
w0
35 I ] I

Motivation
Power towards Uncertainty Long Term
Distance redutem Achievement and Avoidance Orientation rddaznee
Success

Glck on the dimension tties below the chartto swtch between dimension descriptions.

UNITED @ UNTEDSTATES 0
KINGDOM

The United States score low on this.




image9.png
STP: A Strategic Framework in Marketing

® O~

Segmentation Targeting Positioning





image10.png
THE 4 TYPES OF

MARKET SEGMENTATION

06060

GEOGRAPHIC

Zip code/post code
city

Country

Population density
Distance from a
certain location (like
your office or store)
Climate

Time zone
Dominate language

DEMOGRAPHIC PSYCHOGRAPHIC
« Age « values
+ Gender * Goals
* Income * Needs
« Occupation « Pain points
« Family size « Hobbies
* Race = Personality traits
* Religion « Interests
* Marital Status * Political party
« Education afiliation
« Ethnicity « Sexual orientation

s’i ReferralCandy Blog

BEHAVIORAL

Purchasing habits
Brand interactions
spending habits
Customer loyalty
Actions taken on a
website




image11.png
PERCEPTUAL MAP: BRAND POSITIONING OF KFC IN THE UK

STATIC &

RESPONSIBLE & SUSTAINABLE

ESTABLISHED < ow

High
A n Hz;ti):ei N | ' /Transparency
o @ Calorie
Sustainability St x
Focused i KFC Reals
/ P
Transparency " KFC (UK)  necoomtaomio
> MODERN &
Average High INNOVATIVE
OCAL
TA;E/’»WAY“'
v
Low

TRADITIONAL &
NON-ECO-FRIENDLY

LEGEND

)] M Herbs Environmental
|.§J &Spices @ Transparency Accountability




image12.png
7P’s Of Marketing Mix

t of marketing tc that the used t
s is exploring, creating, and delive

The marketing mix defined
in market. The proc

e its marketing objectives
target market

Product

®

People

®

Physical Evidence @ 7 P,s
Marketing @ Place
®

Price

Process @
@ Promotion

VectorStock VectorStock.com/45827261





image13.png
FRIED CHICKEN

Includes Ind. Side, Biscuit & Med. Drink

10.49
990-080 Cal.

TENDERS

5
U

o
o

FAMILY MEALS

8rc  12pc

g shm H
24 99 n 99
20.49 24.49
10202400 Cal. 15303600 Cal.

:XQ .

Ispc

Yyt
u 49

30.49
20104800 Cal

e

BOX MEALS

‘Your choice of any two Sides,
Biscult and Med. Drink

Spe.
Tenders
BIG Box
10.44
0590 Cal.

SANDWICHES -

Includes Fries, Med. Drink -

Spicy o8
Classic Chicken

Sandwich

6.99
90l

3.99
6500al

Spicy Chicken
Sandwich

6.99
U0l

3.99
62004

2 Chicken Littles*
5.49 B0I60Cal

1.29 3000

0.00

SIDES DRIIII(S

2.79 15429 Wd1.99 1229





image14.jpeg




image15.jpeg
s
. B - g





image16.png
< Cc 25 global.kfc.com pA¢ )

KFC COMPANY  BRANDIMPACT ~ CAREERS  NEWSROOM Q

o
<
<
4
4
B
o
.

30 K+ IM 150 3.5 HOURS
RESTAURANTS TEAM COUNTRIES BEFORE NEXT
MEMBERS WITH KFC KFC IS BUILT




image17.png
C 25 kfc.co.uk Y )

OUR MENU BIG DEALS BELIEVE IN CHICKEN FIND A KFC ABOUT KFC ORDER NOW A SIGNIN ] £0.00
9 Please select your KFC to see the relevant menu and offers. SELECT

By clicking "Accept”, you agree to the storing of cookies on your device, including third-party cookies, to
enhance site navigation, analyze usage, and assist in our marketing efforts.

LIMITED EDITION |

BOX MEAL

CHOOSE YOUR HEAT

SWEET SUPER SRIRACHA
CHILLI CHARGER FIRECRACKER

FIND OUT MORE

ONLY UNTIL 17™ MAY

MORE CHOICES





image18.png
——— MARKETS

Ansoff Matrix

———————— PRODUCTS —M8M8M88F———
[ New ]
£
£ i
7
o) Market Product z
Penetration Development 2
=
,/“/ g
2
Market
Development

INCREASING RISK PETER BOOLKAH




image19.png
Gibbs Reflective Cycle

EN

© Dr Krishna Athal




image1.png
‘ University of Wales
\ Trinity Saint David

LONDON




image2.jpeg




