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[bookmark: _Toc226228500]Section 1: Report
[bookmark: _Toc226228501]Introduction 
An international marketing mix of the company KFC is going to be developed through the incorporation of different frameworks and analytical tools. The company is headquartered in the UK and is venturing to open stores in the overseas market. The market chosen is India, and the choice requires an in-depth analysis of the market, the preferences, and social and cultural differences to be able to develop the entry plan to market in the target country. The report will include a comparison of the macroenvironmental factors of both countries in business, a comparative analysis using marketing mix tools, and other strategies for brand development and its marketing for KFC in India. 
[bookmark: _Toc226228502]A comparative analysis of the market in both countries
PESTLE Analysis of India
	Factor Name
	Analysis  

	Political 
	Political stability is evident within India, where the government supports foreign investments or businesses. The FDI (Foreign Direct Investment) policy of this country is supportive of international business. However, regulatory changes can be done whenever there is a requirement. The import and export policy of the company is required to be considered since this is going to determine the costs in terms of supply chain and business operations. The regulations and standards related to food and safety are monitored by the FSSAI body of the company, which must be complied with by the international brand as well (Prashar, 2023). 

	Economic 
	Inflation exists within this country as well, which influences the supply chain and operational costs as well. This determines the prices of the products. Disposable income is found to have increased in India, which is a growing economic aspect for businesses (Batta, 2025). There are three-tier cities within the country, where the Tier 1 and Tier 2 cities are the most opportunistic in terms of the disposable income and urbanisation, where consumerism increases. 

	Social
	As is evident with urbanisation, demand for eating out, specifically in the fast food chain sector, can be witnessed. The increase in online delivery can also be witnessed. There are strong preferences towards different types of flavours and food items that require consideration (Kumar et al., 2022). Vegetarian fast food items are one of the most significant and strongly in-demand products even within the fast food sector. There are religious preferences as well, linked with beef and pork, and regional preferences that require the understanding of the culture, tradition, and food habit preferences of the consumers (Mohan et al., 2022). Shift towards environment-friendly products, transparency in sourced raw materials is also evident within the consumer behaviour of this market (Patgiri, 2022). Health-conscious food items are in increasing demand within the fast food sector.  

	Technological
	Technological advancement already exists that is going to be supportive of any international business. Operational efficiency with POS systems, supply chain, inventory management, and the like is digitally operated with efficiency. The presence of delivery applications, delivery partners for online customer service like Swiggy, Zomato, UberEATS indicates the strong digital infrastructure crucial for operating within the new market. 

	Legal 
	Laws related to labour and wages are evident. Minimum wages and benefits-related laws have to be followed. Strict regulations on consumer protection have to be complied with in relation to advertisements and information sharing, as well as labelling regarding contents and nutritional value. Clean sourcing of the products, franchise laws, international business venture-related laws, and regulations must be considered. 

	Environmental
	Regulations and standards are already developed, and some are in a developing state as well regarding biodegradable packaging, waste management, and other resources. There is increased awareness and policies as well that are being standardised, which is now pressurising chain retailers in the food sector to reduce their carbon footprint (Gupta et al., 2022). 



PESTLE Analysis of the UK
	Factor Name
	Analysis  

	Political
	The political environment after Brexit has been facing frequent changes in the import export regulations, supply chain, foreign labour, and the like (Lingham et al., 2025). There are strict regulations and standards on food safety, advertising on them, and the nutritional content of foods that require the company to be well-compliant. 

	Economic
	Inflation with rising costs of the resources required for the fast food chain of KFC has increased. Disposable incomes have become low, leading to low consumerism and high competition on prices. With inflation, the operational costs along with employment have increased, leading to lower profitability (Alae-Carew et al., 2022).

	Social 
	Consumers in the UK are health-conscious and lifestyle-driven. There is a shift towards healthier options, for which existing companies are innovating new products in the fast food chain sector. Higher ethical standards are also one of the social factors shaping the market (Alae-Carew et al., 2022). 

	Technological 
	The use of technology can be witnessed within the market in terms of kitchen operations, supply management, and delivery as well. Technology is used to ensure quality food preparations, operations like taking deliveries in the outlets, marketing, and the like are done. In terms of delivery, there are applications and digital platforms for customers that are user-friendly (Da Cunha et al., 2024). 

	Legal
	Licensing of the company, along with labelling and packaging are strictly monitored through the UK food safety laws and licensing. Employment laws are also there to ensure employees' welfare, fair pay, health and safety, of the employees and other benefits. Fair practice in business, in giving the right information to the customers, is legally mandatory. Information regarding nutrition, the presence of allergens within the products, and other important factors for the safety of the consumers has to be provided, as the law of the UK mandates. 

	Environmental 
	Waste management is one of the factors that is highly prioritised through ethical standards and national and global regulations. Use of biodegradable packaging along with the eco-friendly operations is highly pressured within the sector, creating competition in this aspect. Sustainability in terms of doing business, supply chain, and environment is focused on the organisations within the fast food outlet sector to reduce carbon footprint. The companies inspect and report these publicly as well (Watson et al., 2024). 



Comparison of factors 
Political: It is evident that both countries are stable in terms of political conditions; however, the changes in terms of regulations are not predetermined, which requires the company to develop its operations, pricing, sourcing, and business entity accordingly. Brexit in the UK has been impacting the political conditions, owing to which there are often changes related to laws and government as well (Hoenink et al., 2024). India is more stable regarding this aspect. 
Economic: Economically, India is found to have more opportunities in terms of market penetration and doing business. With the increase in the disposable income of the middle and upper-class families with rapid urbanisation and supportive infrastructure, KFC is going to be more popular (Batta, 2025). On the other hand, there is a decrease in disposable income where inflation still persists (Breinlich et al. 2022). Operational costs are also comparatively higher owing to this factor. This is going to give challenges to the company in terms of pricing, making competition tough as well. 
Social: The UK market still goes with the traditional tastes, with limited options of preferences, where inclination towards non-vegetarian products is high (Jayasinghe et al. 2025). Health-conscious products have a higher demand, which is similar to that of the other country, India. Consumers in both countries share similar preferences for healthier options with fast food eating. Clean labelling, eco-friendly products, and operations are prioritised by the conscious consumers of both countries. On the other hand, preferences related to tastes are different in India, which requires KFC to develop items differently for both countries. Since there are strict religious and regional preferences, the company has to consider them when developing its menu. There is already high diversity in terms of food items, species, and flavours of the country that are different from North, South, East, and West. The preferences with higher vegetarian options have to be considered, as that is different from those of the UK consumers. The cultural and traditional differences require the company to keep in consideration the taste preferences and strong cultural inclinations as well (Jayasinghe et al., 2025). This has to be considered in the marketing and advertising of the products. Thus, the higher contrast with the consumer's preferences leading to culture and tradition is going to be challenging and require deeper local involvement (Hota et al. 2023).  
Technological: Technologically UK is already advanced, while India is still in the adopting stage; thus, market penetration is going to be opportunistic with new order applications if the company launches one. 
Legal: Both countries have strict regulations and laws related to food and safety, and other business operations related to them. However, India has more complicated zoning related to the application of the regulations. 
Environmental: Awareness of the consumers with environmental standardisations is similar and evident in both countries, that require the company to be more sustainable in terms of its operations, products, and business. 
[bookmark: _Toc226228503]A comparative analysis of STP in both countries
	STP
	Strategy followed in India 
	Strategy followed in the UK
	Comparison analysis

	Segmentation 
	Segments include
Demography:  middle class family, upper-class and middle-aged families, young adults, college students, and office professionals.
Behavioural: Convenient and quick service restaurants
Food preferences: 
Non-vegetarian and
Vegetarian in local preferences. No one region can be only one. 
South Indian and North Indian major cuisine and flavour preferences
	Segments include:  
Demography: Commuters, young adults, families looking for meal solutions, specialising outlets with affordability.
Behavioural: Convenience, quicker options
Food preferences: Taste and large non-vegetarian. 
	The segment in India can be found to be more complicated that requires hyper localisation whereas in the UK, the pressure on developing the menu and achieving customer preferences is less challenging than in India. Developing new items is mandatory for India to be able to enter the market, whereas with the UK the traditional ones are all-time favourites and any new item may not be successful. 

	Targeting 
	Consumers are looking for branded products within the fast-food sector that are cleaner and with more options on the menu (Zaman et al., 2025). A focus on youth is required for targeting. Affordability with a valuable combo, making the price less heavy on the pockets, is the required target (Patgiri, 2022).
	High traffic areas where there are more commuters are required to be targeted. The stores must be operated in those areas with high streets and commercial areas with high footfall.
Online delivery to homes and offices is the convenience-seeking strategy for targeting customers. 
	Targeting in the UK requires high footfall and specific areas. Whereas targeting in India requires more options in the menu, affordability, and ambience for young adults and families looking for an outing and combo. Thus, the strategy has to be different for both countries, with prioritisation of opening stores and online services as well. 

	Positioning 
	Positioning must require the quality of the chicken in its sourcing and preparation that is fresh. The positioning in India requires inclusiveness of vegetarianism to make the brand well-known as a vegetarian fast-food provider (Mohan et al. 2022). Affordability is yet another factor that has to be utilised in positioning itself while marketing. Online service delivery with third-party partners making itself a digital presence will also be required as a positioning strategy, though digital marketing as well.
	Positioning itself as a value provider better than the competitors will be required. This may be in terms of quality of the products, specialisation in the chicken preparation of unique tastes that will help the brand position itself in the UK among the existing competitors. 
	Positioning in India requires the invention of new fast-food items with more quality options as per local preferences (Manhas et al. 2024). Whereas in the UK, positioning of the brand majorly depends on the taste and uniqueness from the competitors, as convenience is common in all the fast-food outlets in the UK. 



[bookmark: _Toc226228504]A comparative analysis of the International Marketing Mix (4Ps) strategies 
Adaptation strategy 	Strategy followed in India 	Strategy followed in the UK	Compare and contrast the company’s adaptation of 	strategy for both markets, considering cultural and economic factors	
Product	KFC tailors its menu to local cultural and religious preferences in India. As a large proportion of the  Indian population prefers vegetarian food and avoids beef, pork, and chicken, KFC  introduced Veg Zinger Burger, Veg Krispers, Rice and Paneer Zinger (Sarkar, 2020). KFC Incorporated Indian spices and flavour offering spicy chicken variety and masala flavoured products for the non-veg customer. Adapting the product helped KFC  align with Indian taste preferences and dietary habits.	KFC in the UK Market offered traditional fried chicken offerings with some innovation. They included a menu like the original recipes, chicken, Zinger Burgers, and popcorn chicken. Vegetarian options are also available in the form of burgers and vegan meals. The product range remains heavily focused on chicken base. The menus in the country include meal boxes and sharing buckets reflecting the Western dining habits and emphasizing convenience and group dining. In the UK, KFC has become a part of everyday life through the quick, affordable, and always satisfying meals (Christopher, 2026). 	The difference occurs mainly in adapting to culture. In India, KFC modified its menu to include vegetarian items and local specialties. In the UK, the menu remains closer to the original US concept. 
Price 	The market of India is quite price sensitive, so KFC  followed a competitive pricing strategy. They offered value meals and combo deals with affordable snacking options for the middle-class consumers and young customers (Chauhan and Shiwang, 2025). Promotional pricing and student offers with small meal portions helped KFC  to maintain affordability while expanding the market reach in the country. 	In the UK, KFC adopted a premium yet competitive pricing strategy compared to the other quick service restaurants in the nation. Prices were higher compared to India due to the wages,  cost of operation, and consumer purchasing power. 	The pricing strategy in India and the UK before was mainly due to the economic conditions and consumer income level. In India, KFC  offered affordable meal options to attract the consumer. In the UK, KFC  maintains high prices but focuses on meal bundles and family packs, as consumers have high purchasing power. 
Place 	In India, KFC's distribution strategy focuses on rapid expansion in metros and tier 2 cities. They opened outlets in shopping malls,  food courts, and high streets. The food brand also collaborated with online delivery platforms like Swiggy and Zomato to increase accessibility. 	In the UK, KFC has established a network of outlets through drive-through restaurants and standalone stores. They have delivery services and a mobile ordering app for the convenience of the consumers. The country has a developed infrastructure and high car usage, so the distribution strategy revolves around the drive-through restaurants. 	The UK market is more developed, allowing extensive drive-through and sub urban location, and, in contrast, India focuses on mall-based and food court outlets and extensive services for reaching the dense urban population. 
Promotion  	In the Indian market, KFC  depends heavily on digital marketing and social media campaigns. They are with the influencers, especially at the festival and on occasion. They advertise the spicy awards and affordability, targeting the youth culture. Campaigns like the “Great KFC Feastival” moved beyond traditional advertising, announcing four fan-favourite  meals, including Chizza and a Double Down burger for 299 rupees (M4G, 2025)	In the UK, KFC  utilizes humorous advertising and television campaigns with strong branding. They also utilize social media engagement and creative marketing campaigns to enhance brand loyalty. 	Promotion strategies differed in two countries mainly due to the cultural communication style. KFC  in India employs local culture and digital engagement with the younger consumers to plan their campaigns. In the UK, KFC  focuses more on brand heritage and product quality, reflecting the advertising trends of the western countries. 


[bookmark: _Toc226228505]Analysis of KFC’s directional development strategy in India
The development strategy of KFC in the Indian market focuses on aggressive localisation, moreover, “Glocalisation” which combines a global fried chicken with Indian flavours. Glocalisation is a framework with a universal concept that has been adopted for fitting and functioning in the local context (Hasse et al. 2020). They follow the value-based pricing under rapid expansion through digital first smaller footprint stores. Critically analyzing according to Chauhan and Shiwang (2025), KFC entered the Indian market in the 1990 initially struggling due to the lack of cultural understanding and failed to adapt its global menu to local preferences. As India is deeply tied to religion and tradition, and mostly non-vegetarian, the western-style menu was not welcomed. KFC In their initial entry in India in the 1990s was only executed, but the major shift in India's strategy began adapting to the menu and promotion for putting the Indian preferences. They adopted and introduced vegetarian options like flavours and local favorites like Rice bowl, being the turning point and broadening the appeal of the brand. This “glocalization” approach emphasizes that the international brand succeeds in India when they resonate their offerings with the local norms of the global identity (Chauhan and Shiwang, 2025). 
KFC's emphasis on Online marketing, particularly through social media channels. The clever post and humorous images, in collaboration with the influences and updates during the cricket games and cultural celebration, resonated with the Gen Z and young adults in the country (Chauhan and Shiwang, 2025). KFC utilizes technology in advertising through mobile applications and keyword code promotions, along with personal experiences given by AI. This strategy enables the company to provide offerings and engage with the clients directly (Chauhan and Shiwang, 2025). KFC took experience from the initial failures and embraced “menu localisation”, introducing other chicken options and popular vegetarian dishes like the Veg Zinger and rice bowls, refraining from beef or pork, and respecting the religious sentiments. The brand also adopted value-based pricing to appeal to the middle class and student customers. They offered combos like the five-in-one meal box and the Wednesday bucket, expanding their presence in smaller cities and reaching a broader audience. KFC adopted a hybrid strategy, firstly cultural adaptation, introducing spicy varieties and vegetarian items, and tailored spice profiles to regional tastes like Tamil Nadu and Northern India. They built a relationship with the local poultry supply order. It is one of India's fastest-growing QSR chains with more than 900 outlets (Gore, 2025). Following a directional development strategy in India, especially emphasizing product adaptation, market expansion, and penetration, KFC increased its outlet network in metropolitan cities. They simultaneously adapted the menu to local tastes, offering vegetarian and Indian labour products. Strategic partnerships with delivery platforms and digital ordering systems strengthen their accessibility and customer convenience. The direction of strategy enabled KFC to expand its market share and respond to the cultural preferences, especially in countries like India, and compete effectively with the rapidly growing quick service restaurant market in the territory. 
[bookmark: _Toc226228506]An evaluation of whether there were ethical issues associated with KFC’s marketing mix in the UK and India
Considering the Indian market, there were ethical issues associated with the marketing mix in India. KFC initially entered the market in 1995 but faced protests against Western fast food. Critics scrutinize the brand as being potentially harmful to local agriculture and health. KFC in India even faces intense ethical scrutiny regarding animal welfare from authorities like PETA. KFC initially failed in adopting the Indian market and was criticized for its products being deemed as “junk foods”, which contributed negatively to health. The company stages animal cruelty pressure on supplier companies. 
In India case offered and promoted low-price deals and products to attract the price-sensitive and younger consumer. This strategy increases accessibility by the critics of the industry, given that promoting offensive food disproportionately targets low-income consumers and relies on fast food due to affordability. KFC has a very fast growth in India and offers many different varieties of menus, such as veg and non-veg food, for its customers. The weakness is the food quality challenge, which is related to unhealthy food (Pandey et al. 2021). Most of the food which is produced by KFC contains high calories, salt, and fats. The customer sees a healthy choice. 
In the UK, the family bucket Deals and a large portion of bundles encourage over consumption. From the ethical context, KFC’s marketing strategy encourages the consumption of unhealthy food, especially for children and the younger audience. In the UK, KFC adopts a tactic of careful supplier selection, certification, and monitoring. In these countries, suppliers fulfil the welfare standard, and the brand reduces the political, economic, and legal issues in the supply chain by franchising. But the experience of the UK is not satisfactory, as with the change of the supply chain, it faces chicken shortages, which caused 900 outlets to face trouble in 2018 (Uddin, 2020). This resulted from the communication and relationship gap with suppliers. Employees in different outlets of the UK and Ireland have to face abuse from customers day in and day out, as the consumers of the UK failed to understand the fault.  KFC organized a campaign named “FCK” in the UK to restore operations to normal, where restaurants can reopen and offer the full menu (Brownsell, 2018).
[bookmark: _Toc226228507]Recommendations on how KFC should go forward with its international marketing strategies
· KFC International marketing strategies and campaigns in the future must promote health-conscious and sustainable menu options. There is rising health awareness globally, and it requires fast food brands to address the ethical and health concerns associated with fried food like chicken meals offered by KFC. In the UK, consumers are increasingly adopting healthy diets and sustainable food choices, and even Indian consumers are becoming more conscious about nutrition. In the UK, the percentage of vegetarianism has risen by 80% in the past 10 years (IMARC, 2024). Such a trend in the countries creates challenges and opportunities for the brand's international marketing strategy. KFC needs to expand its product portfolio, introducing healthy and menu alternatives like grilled chicken, reduced salt and fried snacks, and small portion sizes, along with vegan meals. The fast-food brands like KFC have to focus on transparency and providing nutritional information to meet the demand of the health-conscious consumers (IMARC, 2024). 
· KFC is recommended to advance its international marketing strategies in Asian and African markets. They must follow the “glocalization” strategy, taking lessons from the failure with the entry into the Indian market at the initial stage. The company needs to introduce vegetarian and non-vegetarian options for shooting the local taste and dietary preferences. The glocalisation will enable the brand to overcome the cultural barriers and expand rapidly in the market. They can follow the traditional US-based fried chicken identity but innovate their products to meet the local tastes. The glocalisation strategy has the brand to maintain the core identity and customise their food and campaign based on the regional preference (Sedda and Stano, 2022).
· KFC is recommended to invest further in digital transformation and Omni Channel Marketing strategy. In India, KFC utilised social media campaigns and partnerships with food delivery platforms to reach the young consumers. In the UK, KFC adopted mobile apps and online ordering to enhance customer engagement. To expand their market in the regions where they are not present, KFC has to expand its mobile ordering apps and personal promotions using the data from consumers. They have to introduce loyalty programs and collaborate with the global delivery platform. This will enable KFC to create a target marketing campaign based on the region and segment of expansion. For example, KFC can offer campaigns in Japan based on the New Year festivals and design meal options that have options like wasabi and daikon to match the Japanese culture and taste buds (Sedda and Stano, 2022). 
[bookmark: _Toc226228508]Conclusion
The analysis of the different factors revealed the importance of studying the macro and micro-environmental factors of the country in order to determine the viability of executing international business. The comparison of the two countries provided insights into the facts that are required to be considered specifically with consumer behaviour, since it is a service-based sector of a fast-food chain. Effective analysis has helped in developing the marketing mix as well. 

[bookmark: _Toc226228509]Section 2: Reflection
Description
The above report was mainly a comparative analysis of KFC, which is the chosen organisation in the market of two countries, namely India and the UK. The PESTLE framework is utilised for comparing and contrasting the Macro environment in both countries. PESTLE analysis is an instrument for conducting marketing research (Dunaievskyi, 2022).  I followed a structured research and evaluation process, going through industry reports, secondary journal articles, and Critical online sources for understanding the Macro environment of both countries. Using the frameworks, I compared the different factors that influence the fast-food industry in the countries of the UK and India. I gave a special focus and attention to the social factors, as India is a cultural country where different religions and cultures thrive, which significantly shape the marketing strategy. Comparative analysis of STP and KFC brand marketing mix strategies in both countries. For example, I explored the menu localization in India and the brand focus promotion in the UK, which influences consumer engagement. I had to extensively research the campaigns and food promotions that KFC offered in the different markets. Based on the Evaluation through the frameworks and models, I recommended how KFC must go forward with their international marketing strategies in different countries where they are not present, besides India and the UK. 
[image: ]

Figure 1: Gibbs Reflective Cycle 
(Source: Harithuddin, 2021)
Feelings
From the beginning of the assignment, I was quite curious and excited as I was going to work with a company like KFC. Personally, being a foodie and having strong experience with the food offerings of the brand, I was delighted to explore the company in the UK and Indian markets. In the beginning, I was slightly overwhelmed because the report required analysing civil marketing concepts like PESTLE, STP, and Marketing Mix, comparing the two countries. Keeping this anxiety and curiosity aside, I started extensive research on the strategies of KFC in India from different sources. Progressing the research, I became more interested in understanding how “glocalisation” or “Think Global Act local” are utilised by food brands to attune their product portfolio with the different cultural and economic environments. I had extensive knowledge from the University lectures and assignments about the critical framework from the module, and I was motivated to apply theories with real business practices. So, exploring KFC in both nations deeply, I found that food brands modify their products to suit the local tastes. On completion of the assignment, I felt a sense of accomplishment because I was capable of successfully applying the marketing theories launched in the module to real-world organizations like KFC. This assignment increased my confidence in conducting structured research and academically presenting strategic marketing analysis through a lucid language and style. 
Analysis
· The process that you have followed in researching, analysing, and preparing the previous section of the assessment
I have followed a structured process for researching and analysing the data. I started researching by simply searching for the strategies and tactics used by KFC in both countries on the internet. After getting ample information, I searched for the information by reviewing academic journals, textbooks, and credible online sources on Google and those of the company. The Framework that was utilised by me to organise the information and guide the analysis. The structured approach enabled me to compare the metro environmental factors, behaviour of the consumers in the two markets, and the marketing strategies systematically. 
· What went well 
The most important thing that went well during the process of writing the assignment was converting cubicle concepts and Framework learning throughout the module with real-world examples. Using the framework, I was able to structure the report logically and ensure that every section of the analysis was clear and focused. By comparing the brand in two markets, I have gained a deep understanding of how international marketing strategies are adopted based on the culture and economy of the respective market. 
· What went Bad 
The challenges faced while conducting the assignment were finding specific data that directly compared the cases and strategies in both countries. At many times, I found it difficult to organise the large amount of information and had a feeling that the comparisons which I am undertaking are aligned with the requirements of the report. Despite this, I have improved my research using analytical and academic writing skills.  The critical thinking skills enable students to better analyse the circumstances surrounding the occurrence (Permana et al. 2019). 
Evaluation
· Strength: The major strength of conducting the research and completion of the report is the use of marketing frameworks like PESTLE, STP, and 4P Which guided the overall analysis. The framework has enabled me to organise the research logically and ensure that the identified strategies of KFC in both countries are clear and systematic. Another strength is the integration of theoretical concepts learnt from the module in the university to inform real-world business practices. 
· Weakness: The most important weakness throughout the report process was the limited availability of detailed data specific to KFC's marketing strategies in both markets. There were limited academic journals and websites, so there was a gap in finding extensive information. Some of the information was interpreted from the general industry and news articles rather than the company website sources. I have gathered a large amount of information from different sources during the research stage. I faced difficulty in organizing the information and identifying what was appropriate for the analysis. This led to a waste of time as I lacked time management skills, but in later stages summarised the content using critical thinking skills. 
Conclusion
Concluding the personal experience while doing this assignment, the process of this academic assignment enables me to develop stronger research, analytical, and critical evaluation skills, which I will use in future assignments. The research process increased my confidence to face similar assignments in the coming academic years. 
Action Plan
Goal 	Actions 	Timeframe
To manage a large amount of information while conducting research	I will develop a clear research outline before the beginning of the analysis and organise the resources using hand notes. 	I  will also use reference management tools for the identification of the most relevant and authentic  data	 4 months 
To manage  time during research and writing	I will create a detailed timeline for each stage, like research,  analysis,  writing, and editing	I will use time management tools to reduce last-minute pressure. 	3 months 
To find research-specific data	I will use a wider range of edible sources and allocate more time to finding literature and reviewing information 	 6 months 
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