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[bookmark: _Toc227720053]Introduction
This report is focused on KFC or Kentucky Fried Chicken and compares its KFC international marketing strategy in the United States and in Bangladesh. The report deals with five main areas. First, it compares the macro environment of United States and Bangladesh by using PESTEL framework, with a special attention, social and cultural factors that influence consumer behaviour by using Hofstede model. Second, it analyses KFC's Segmentation, Targeting and Positioning or STP strategies in both countries. Third, it is to compare KFC's international marketing mix especially product, price, place and promotion, people, process and physical evidence to find the similarity and difference between the two markets. Fourth, it discusses the direction of development of the company in one country. Finally, it provides an assessment of ethical issues associated with KFC's marketing mix and offers recommendations for the future international marketing strategies for the company. Moreover, A reflective account will be provided using Gibbs reflective cycle.


[bookmark: _Toc227720054]Background of the Company
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Figure 1: Logo of KFC
Colonel Harland Sanders started KFC in Kentucky, USA. The brand grew out of the fried chicken company of Sanders in Corbin, Kentucky, and the first KFC franchise in 1952, which is generally regarded to be the start of KFC as an international restaurant brand. In 1939, Sanders had developed his well-known combination of 11 herbs and spices that became one of the main elements of the brand (KFC, 2026).
Yum! owns one of the largest quick service restaurant brands in the world today KFC. Brands (Yum! Brands, 2026). The mission of it is to deliver quality food in a friendly and relaxed atmosphere. This also reflects Yum! The enhanced mission of brands to become the most loved, trusted, and connected restaurant brands in the world (Yum! Brands, 2026).
After 1952, KFC had gone global by franchising. It launched in Bangladesh in September 2006 with its franchisee, Transcom Foods Limited, its first store in Gulshan, Dhaka ( Transcom Foods Limited, 2026). Since, KFC has expanded gradually and currently it has numerous restaurants within the country, which gives it a good standing in Bangladesh fast food market (Transcom Foods Limited, 2026). This expansion indicates that KFC is firmly established in Bangladesh and offers an effective guide to adopt international marketing strategy in comparison between the home and the host country.


[bookmark: _Toc227720055]Pestel Analysis of KFC in United States and Bangladesh
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Figure 2: Comparative market analysis of USA and Bangladesh
Macro environment is the larger forces external to the firm and its operations and performance, and these forces tend to control, influence, and shape the firm's options and threats but cannot be controlled by the firm itself (Michael, 2020). In the case of international marketing, the study of the macro environment is important since international brands must adapt their marketing strategies to differences in the political conditions, economic performance, social behaviour, technology, environmental pressure and legal regulation of different countries. The PESTEL framework is usually used for this purpose because it helps to compare foreign markets in a systematic manner (Kotler and Keller, 2015).
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Figure 3: PESTEL Factors (Perera, 2017)
Political Factors
Political factors are the political stability, institutional and regulatory consistency and level of corruption. They are relevant to KFC since the expansion and day-to-day running of restaurants requires stable regulations, predictable business and its enforcement. The political climate in the United States is more conducive to KFC since the institutions of this country are better, regulations are clearer and business climate is more stable (Transparency International, 2026). This helps in maintenance of uniform service quality and easier marketing processes. Bangladesh is also not so favourable due to poor governance, administration challenge and lack of consistency of policies, which will pose a problem to the standardised operations. Nevertheless, Bangladesh is not yet politically inaccessible as an emerging market with the prospects of business growth (Transparency International, 2026). In general, KFC will be more likely to have political support in the United States than in Bangladesh.
Economic Factors
Some of the economic factors are GDP per capita, GNI per capita, GDP growth, inflation, purchasing power, unemployment and urbanisation. These have an impact on consumer expenditure capability and the company to expand profitably. The United States has a better economic environment to KFC since it is a high income market with a much better purchasing power. The US GDP per capita was approximately US$84,534 and its GNI per capita was approximately US$83,490, as compared to the GDP per capita of approximately US2,593 and GNI per capita of approximately US2,820 in Bangladesh. The U.S. economy was also increasing by 2.8 percent in 2024 with inflation standing at 2.9 percent, which is beneficial to more stable demand to eat out. The other one is Bangladesh which is a lower income yet developing economy with GDP growth at 4.2 percent in 2024. This brings market potential particularly in the urban regions, although the 10.5 percent inflation undermines purchasing power and predisposes the consumers to be more price conscious (World Bank, 2026a; World Bank, 2026b).
Social Factors
Social factors refer to demographics, lifestyle and food habits, family pattern, health awareness and consumer attitudes towards the eating out. These have a direct effect on the demand of the KFC products. The two countries have a favourable social environment in different aspects. Speed, convenience and consistency are already the part of the everyday life of the people in the United States, and fast food is appreciated by consumers. This generates a high routine demand of KFC. The consumption of fast food in Bangladesh is increasingly becoming prevalent with the urban youth, students, young professionals and middle income families consuming the fast food. It is however more commonly treated as a leisure activity, socialising as well as family activities than daily meals. Hygiene, halal assurance and family acceptance are of particular importance in Bangladesh. Hence, social favourableness of the two countries is similar, however, the causes of demand are different (World Bank, 2026a; World Bank, 2026b).
Cultural Factors
Cultural aspects affect the taste and the consumption habits, the communication style and service expectation. Culture is relevant in international marketing as it defines the interpretation of products and brands by the consumers. Both countries have a favourable cultural environment, although this supports KFC in a different way. In the US, there is already the mainstream culture of fried chicken being part of the fast food culture and thus the market is naturally favorable to KFC. KFC will need to be more sensitive to the local preferences in Bangladesh, halal expectations, spice taste and family oriented eating patterns. Thus, culture favours both the countries yet the United States can be more standardised whereas Bangladesh needs more adaptation (The Culture Factor Group, 2026).
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Figure 4: Hofstede Culture dimension score of Bangladesh and USA.
Comparison of Hofstede 6 Dimensions.
The use of cultural model by Hofstede enables determination of the discrepancy between the two markets by use of six cultural dimensions. United States tends to have lower power distance, highly individualism, lesser uncertainty avoidance and greater indulgence in comparison to Bangladesh. Bangladesh, on the contrary, is more power distance, collectivism, uncertainty avoidance and lower indulgence Hofstede Culture dimension score of Bangladesh and USA.. These are some of the differences that are of significance to KFC. High individualism in the United States implies that consumers like to make choices on a personal level, choose to eat individually and self oriented consumption. Family meal, group sharing and word of mouth is more significant in Bangladesh due to the collectivist culture. Increased uncertainty avoidance in Bangladesh also implies that consumers would desire increased assurances of quality, halal and hygiene. In the United States, people are more indulged and, therefore, messages of comfort food and self treatment are more successful, but in Bangladesh KFC is more suitable as a family treat or a social food restaurant. So, culture is favourable for KFC in both the United States and Bangladesh, although it is more directly aligned with KFC’s convenience-based fast-food model in the United States, while in Bangladesh success depends more on adaptation to collectivist values, halal assurance, and shared dining behaviour.
Advantages and Disadvantages Based on Hofstede
One of the key strengths of Hofstede model is that it allows understanding why the same brand cannot utilize a precisely the same marketing strategy in other countries (The Culture Factor Group, 2026). It demonstrates why KFC is able to emphasize more on convenience, personal choice and indulgence in the United States and in Bangladesh it is supposed to emphasize more on family appeal, reassurance and shared dining. Nonetheless, the model is limited as well. It is pegged on national averages as well as may not represent all the groups in a country. Considering the example of the urban youth in Bangladesh, they might not act like the rural consumers. Thus, Hofstede comes in handy at the broad comparison, although it is supposed to be accompanied by the real market research.
Technological Factors
The U.S. is more favourable in terms of technology due to the greater distribution and spread of digital access. This facilitates ordering in the form of apps, loyalty programs and personalised promotions. Bangladesh is also favourable in large cities, particularly online delivery and social media marketing, however, generally it is less favourable since the development of digital access is not well spread throughout the entire market.
Environmental Factors
Some of the environmental factors are climate risk, waste management and packaging issues and sustainability pressure. This is not entirely conducive in both of the countries. Bangladesh has vulnerabilities in climate and waste management which may pose a challenge in operations. In the US, there is more pressure among the people to use sustainable packaging and do business in a friendly way to the environment. Thus, it can be concluded that there is environmental pressure in both countries albeit in various forms.
Legal Factors
There are legal aspects such as food safety regulations, consumer protection, business regulations and standards of compliance. The legal climate in United States is more favourable since rules are more transparent and enforcing them is more uniform. Bangladesh also has legal frameworks in regard to food safety and business regulation although this may not be as enforced. Hence, the legal aspects are more favourable in the United States than in the United Kingdom.
Home country and host country similarities and differences of Pestel
The USA and Bangladesh have certain similarities. KFC in both countries has the advantage of the rising popularity of quick service food, urban population and expanded utilization of online delivery platforms. Food safety, branding and environmental matters should as well be the watchword of the company in both markets. Nonetheless, there exist great differences. United States is more favourable politically, economically, technologically and legally due to stronger institutions, higher purchasing power, better digital infrastructure and more homogenous regulation. The Bangladesh market is favourable primarily because it is an emerging market where the urban demand is increasing, whereas it is not so favourable in the context of governance, income level, inflation pressure, and consistency of operations. The two countries are favourable socially and culturally with the United States accommodating convenience based and individual consumption and Bangladesh accommodating family based, group oriented and reassurance driven consumption. Due to this reason, KFC will be able to employ more standardised approach in the United States but must be more adaptive in Bangladesh.
[bookmark: _Toc227720056]STP Analysis
STP is acronym of Segmentation, Targeting and Positioning. It is a promotional strategy where a company segments the market into similar segments, the most appropriate of which or groups are then chosen and a clear vision of the brand developed in the minds of the consumers (Kotler and Keller, 2016; Cateora, Gilly and Graham, 2019). STP is significant in international marketing since the behaviour of consumers, culture, incidence of food and income varies among nations. So, STP strategy used by KFC is not identical in the USA and Bangladesh.
[bookmark: _Toc227720057]Country A: USA
Segmentation
KFC in USA has a wide segmentation that depends on the demographic, geographic, psychographic and behavioural variables. In psychographic terms, this can also be linked to VALS personality types, especially Experiencers, who look for enjoyable and variety-driven consumption, Achievers, who prefer efficiency and convenience in daily life, and Believers, who value familiar and trusted brands. It targets young adults, families, working people and middle income consumers in both the urban and suburban regions. It is an appeal to the consumers who appreciate convenience, familiar taste and fast service (Kotler and Keller, 2016).
Targeting
The key customers of KFC in the USA are mainly the mainstream fast food consumers that desire to consume tasty and affordable fried chicken on a regular basis. The targeted market would be among the individuals working people and families who like fast foods, combo deals and bucket meals (Kotler and Keller, 2016). In terms of targeting strategy, KFC uses a differentiated targeting strategy, as it ensures different product offerings and meal combinations for different customer segments, such as individual meals for individual customers, value combinations for working adults, and larger buckets for families and groups. This enable KFC to service to a wide range of customers while maintaining its core brand focus.
Positioning
KFC is a convenient, affordable and good tasting fried chicken fast food brand that is well positioned in the USA. Its brand image is founded on heritage, familiar and comfort food. The positioning of KFC in the middle price and high convenience section can be placed on the perceptual map and indicate that KFC is primarily considered as an expedient and well-known fast food restaurant instead of a high-end dining brand (Keller, 2013; Yum! Brands, 2026).
[bookmark: _Toc227720058]Country B: Bangladesh
Segmentation
KFC in Bangladesh employs an operation strategy that is more selective in segmentation. Its primary market is students, young adults, office goers, children and middle income to upper middle income families in large cities. It targets the audience that associates the international fast food with contemporary lifestyle, social pleasure and prestige (Kotler and Keller, 2016; Transcom Foods Limited, 2026).
Targeting
The KFC customers are predominantly urban middle-income and aspirational purchasers in Bangladesh particularly the youth, the professionals and the families. It also aims at consumers who take their meals in groups, family excursions and special treats as opposed to daily consumption (Kotler and Keller, 2016; KFC Bangladesh, 2026).
Positioning
KFC in Bangladesh is positioned as a fast food brand that is internationally accepted but acceptable locally with a family friendly, hygienic and tasty chicken. Its brand image is one of a high-quality yet affordable global chain that applies to the contemporary city living and dining out. With the perceptual map, KFC can be located between the relatively high price and higher social experience zone, and it may be observed that the consumers usually perceive it as the food venue and the leisure and group food venue (Keller, 2013; KFC Bangladesh, 2026; Transcom Foods Limited, 2026).
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Figure 5: Perception Map Diagram (USA)
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Figure 6: Perception Map Diagram (Bangladesh)
[bookmark: _Toc227720059]STP in Home and Host Country- similarities and differences
KFC in both countries division divides customers depending on age, income, lifestyle and behaviour and focuses on the consumers who desire delicious chicken foods, convenience and a great global brand. Family meals and group offers are significant in both the markets. Nevertheless, it has significant divergences. KFC has a more mass-oriented focus in the USA and the more standardised positioning strategy due to the fact that fast food is an everyday occurrence. KFC in Bangladesh, has a more focused urban positioning strategy and a more adaptive positioning position due to the influence of the consumers on the industry on assure of halal, family values, price sensitivity and social dining behaviour. This is also reflected in the perceptual map. In USA KFC is located in the middle price and high convenience segment whereas in Bangladesh it is located in the middle to the higher price and better social experience segment. Thus KFC in USA is oriented more towards convenience and familiarity whereas in Bangladesh it is oriented more towards trust, experience and aspirational value (Kotler and Keller, 2016; Keller, 2013; The Culture Factor Group, 2026).


[bookmark: _Toc227720060]Marketing Mix 7P Analysis
The term marketing mix denotes the manipulations that are within the control of the company that is intended to have an impact on customer response within the target market (Booms and Bitner, 1981; Rafiq and Ahmed, 1995). 
Product

[image: ]
Figure 7: KFC Product Strategy
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[bookmark: _GoBack]Figure 8: Product Offerings of KFC Bangladesh (Author based on the Menu of a KFC Outlet)
The KFC product strategy in USA and Bangladesh is constructed based on the fried chicken, fast foods and strong global brand identity. The level of adaptation in the two markets varies however. The product strategy in the USA is more standardised since fried chicken is already a well-established part of the fast-food culture. The approach in the country is more adjustive due to the halal demands, the preference of spices, the local preferences, and family sharing behaviors (Kotler and Keller, 2016; KFC Bangladesh, 2026). KFC has extensive product lines in both countries in terms of product width with chicken pieces, burgers, bucket meals, snacks, and sides, desserts, and beverages. Nevertheless, the USA tends to be broader in terms of the scope due to the menu containing more categories of typical fast-food and regular meal patterns. The depth of the product in Bangladesh is more locally adapted in categories. As an illustration, KFC Bangladesh has items like the Hot Nashville Zinger, Italian Cheesy Zinger, Mexican Salsa Zinger, Rizo Rice Box, Ultimate Savings Bucket and Hot and Crispy Bucket that not only indicate flavour adaptation but also eating as a family. In terms of product variability, the USA has less variation since the menu is more stable and standardised, whereas Bangladesh has more variation since their menu varies based on the changing local tastes, value offers, and festive or flavour based menu changes. In terms of brand extension, KFC extends its core chicken brand in both countries into burgers, rice meals, snacks, beverages, and combo meals, but in Bangladesh these extensions are positioned more strongly around local flavour, group meals, and aspirational fast-food consumption (Keller, 2013; KFC Bangladesh, 2026).
Price
KFC in the two countries applies the value based pricing and consumer attracts with bucket offers and promotional deals, as well as combo meals. In the USA, the convenience and affordability of the normal consumption is predominantly supported by the price. In Bangladesh, price is more influential as the consumers are sensitive, owing to their low purchasing power. That is why, KFC in Bangladesh relies on the more on bundle offers, smaller portions and value meals. That is why both markets apply value pricing but in Bangladesh price should also be more adapted due to the economic situation (Kotler and Keller, 2016; World Bank, 2026a; World Bank, 2026b).
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Figure 9: KFC Outlets in USA and Bangladesh
KFC operates physical stores and online platforms in both countries including the takeaway and delivery. In the US, this network is broader and more developed and consumption of fast food is more canonic. In Bangladesh, stores are found in high concentration in big cities and trading regions where there are high demands. Thus, restaurants and online access are both applied in both countries but USA possesses more widespread coverage of the market whereas Bangladesh is more selective in terms of its urban approach (Cateora, Gilly and Graham, 2019; Transcom Foods Limited, 2026; KFC Bangladesh, 2026). In both the country KFC uses dine-in, takeaway, and digital ordering, but in USA, KFC places stronger emphasis on drive-thru and kiosk convenience, while in Bangladesh, KFC relies more on delivery, dine-in, takeaway, and app/website ordering.
Promotion
Integrated Marketing Communication (IMC) is the process of synchronizing the various communication mediums and methods in such a way that a brand conveys a clear, consistent, and compelling message to its targeted audience at all touch points (Kotler and Keller, 2016). KFC employs IMC both in the USA and Bangladesh by advertising, digital media, in-store communication, sales promotion, and brand image to promote taste, convenience, value, and fun eating experiences. The promotional focus however varies in the two markets. Promotion in the USA is much more convenience-centred, indulgent, product-varied, and regular meal-taking. KFC will emphasize more on fast food, combo offers, variety of the menu in limited time and choice of individuals which will be more fitting in a market where fast food is the order of the day. In Bangladesh, advertising is more family and reassure-oriented. Family outings, social enjoyment, cleanliness, taste, and halal assurance are more closely related to advertising, as the consumers are more worried about trust, eating together, and social worth of eating out (Keller, 2013; KFC Bangladesh, 2026). An example is that in the USA a promotional message can be more focused on a convenient meal of chicken to busy consumers, whereas in Bangladesh it will be more focused on bucket meals, sharing a meal with family, enjoying a festive and safe and hygienic experience. In that way, the USA favors the taste and value via a more habitual and convenience-driven IMC strategy, and the Bangladesh one is more emotional, family-oriented and reassurance-driven (Kotler and Keller, 2016; Keller, 2013; KFC Bangladesh, 2026).
People
The responsiveness towards customers depends on the staff behaviour and the service quality offered in both USA and Bangladesh. The current number of employees of KFC USA and KFC Bangladesh is not publicly revealed. Nonetheless, by the number of restaurants and size of its operations, it can be reasonably estimated that KFC has approximately 80,000 employees in the USA and approximately 1,500 employees in Bangladesh. The USA number is significantly greater as KFC has 3,500+ restaurants there, as opposed to 46 restaurants in Bangladesh. Service quality in the USA is supposed to become quick and standardised. Hospitality, reassurance and family friendly interaction may be of more value to the consumers in Bangladesh. Therefore, both markets have people as significant, though it can be possible that Bangladesh needs more trust building and customer care (Booms and Bitner, 1981). KFC provides staff training and motivation in both the USA and Bangladesh. In the USA, training includes operational skills, leadership development, and education support. In Bangladesh, training is especially important for service quality, hygiene, halal assurance, and customer handling. In both countries, motivation is supported through learning opportunities, career development, and performance support.
Process
In both the KFC applies similar process of service in which the process includes ordering, food preparation, billing and dine in service or takeaway/delivery service. The process is more entrenched on speed and consuming fast food in routine in the USA. The process should also address the family dining habits, growth in the delivery industry and the increased worry regarding hygiene in Bangladesh. Thus, the same fundamental procedure is present in the two mentioned countries, however, Bangladesh requires a greater focus on confirmation and domestic anticipations. KFC handles customer complaints through customer service channels, but the process differs slightly. In the USA, complaints are mainly handled through the official KFC helpdesk and Yum! Brands customer satisfaction phone support. In Bangladesh, customers can submit complaints through the official Feedback page, the Contact Us page, and other website-based support channels. 
Physical Evidence
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Figure 10: KFC Website in USA and Bangladesh
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Figure 11: KFC Staff In USA and Bangladesh
In the two countries, KFC applies branded stores, menu boards, packaging, logos and store layouts to ensure a similar image. Physical evidence is the main support of convenience and familiarity in the USA. It also conveys hygiene, modernity, social value and trust in Bangladesh. Thus, the visible elements of the brands are the same in both markets, but in Bangladesh, they have more trust and status related meaning (Bitner, 1992).
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Figure 12: 7P Diagram
[bookmark: _Toc227720061]Similarities and differences between marketing mix in USA and Bangladesh
The KFC marketing mix in the USA and Bangladesh have a number of similarities. The company maintains a similar core brand identity in both countries and this is on the basis of fried chicken, quick service and a global image. Nevertheless, the differences are cavernous and particularly product, price, place and promotion. In the USA, the product is more standardised than in Bangladesh due to halal demands, preference of spice and local eating habits. In USA, the price serves to encourage mass consumption of the market, whereas in Bangladesh it has to be more responsive to a reduced purchasing power. In USA place is wider and more developed whilst in Bangladesh it is more city centric and discriminative. In the USA promotion is more convenience based as compared to Bangladesh where it is more socially based and reassurance based. Altogether, KFC marketing mix is more standardised in the USA and adaptive in Bangladesh due to different cultural, religious, social and economical factors (Booms and Bitner, 1981; Rafiq and Ahmed, 1995; Cateora, Gilly and Graham, 2019).
[bookmark: _Toc227720062]KFC Analysis: Directional Development Strategy, Bangladesh.
Growth strategy refers to the path that a company wants to take in order to grow its business, creating more market shares, and enhancing its future performance (Ansoff, 1957). It assists in clarifying the ways through which a company expands with existing products, new products, existing market or new market.
[bookmark: _Toc227720063]Ansoff Matrix
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The appropriate strategy in the case of KFC in Bangladesh consists primarily of market penetration with the aid of product development. The penetration is highest as KFC is expanding its market presence in the already established Bangladeshi fast food market by expanding to more urban locations, enhanced delivery services and specials like family and bundle lunches by increasing its sections among students, young professionals, and middle income families. It is also essential that the product development occurs as KFC can modify their menu according to the local preferences of consumers, particularly, halal needs, spice preference and family sharing, which makes their products closer to the local market. The development of the market is a supporting factor since KFC has stretched beyond big cities such as Dhaka to other urban centers, but this is not as critical as market penetration. The least applicable strategy is diversification, which KFC cannot apply since it does not venture into other untied products or markets but rather remains in its original business, which is fast food. Hence, it is best described that KFC market penetration strategy in Bangladesh is supported by product development, which is appropriate since the market provides an opportunity to grow in the urbanisation and increasing demand of branded fast food, yet the market still needs the local response in menus and value propositions (Ansoff, 1957; Cateora, Gilly and Graham, 2019; KFC Bangladesh, 2026; Transcom Foods Limited, 2026).
[bookmark: _Toc227720064]Assessment of the Ethical Issues to the Marketing Mix of KFC in Bangladesh.
Ethical issues in marketing mix are those circumstances in which the marketing choices of the firm can be doubted as fair, honest, responsible or respectful to the consumers and society. The reason why Bangladesh is the more appropriate choice in this context is that KFC will need to be more cautious in this country than in the USA. 
There is one ethical concern that can be addressed out of product aspect. The menu offered by KFC is mostly grounded on fried and processed fast food. It could raise moral apprehension because the brand may show a lot of encouragement in the enjoyment and regular consumption without the necessary emphasis of having a balanced diet or the health consciousness. It is not the matter that the products themselves are deceptive, but the fact that emphasis on fried fast food is so important that it can bring into question the social responsibility (Murphy et al., 2005).
The second ethical concern is to be examined based on the promotion factor. KFC also enjoys a reputation of a newly globalized fast food chain in Bangladesh and is strongly associated with family visits and the youth culture. This can turn into an ethical concern when the advertisements depict making branded fast food seem a status symbol or an elevation in the lifestyle. Then marketing will be tempted to promote aspirational or status consumption instead of merely marketing the quality and value of the product (Murphy et al., 2005; Keller, 2013).
However, there are also examples of some ethical marketing practices. From the product or the process perspective, KFC Bangladesh ensures halal compliance, hygiene, and food safety, which indicates the cultural sensitivity and respect of KFC towards religious values. This provides trust and ensures transparency in food preparation.
From the people, KFC invests highly in staff training on hygiene, customer service, and food handling along with providing complaint channels utilising digital platforms. These practices indicates accountability, responsiveness, and commitment towards customer welfare (Booms and Bitner, 1981).

So, it can be said that even though KFC faces certain ethical issues in product promotion and positioning, it also ensures some responsible practices through cultural adaptation,  quality service, and customer care in Bangladesh.
[bookmark: _Toc227720065]Recommendations
[bookmark: _Toc227720066]Country A: USA
· In the USA, KFC needs to further its emphasis on the convenience, taste and value, yet focus more on consumer loyalty, innovativeness of its product and a healthier brand image. 
· It must bring in more moderated choices and more straight forward nutritional information in order to make the brand seem more responsible in a market that is becoming increasingly health conscious. 
· Online ordering and delivery optimization and loyalty programs should also be further reinforced by KFC. 
· The USA must keep being the iconic market in the global marketing context, where KFC can most easily enforce its core values of fried chicken, fast food and brand heritage (Kotler and Keller, 2016; Yum! Brands, 2026).
[bookmark: _Toc227720067]Country B: Bangladesh
· In Bangladesh, KFC must keep on adjusting their marketing strategy to the local cultural, religious and economic circumstances. 
· The company is supposed to be powerful in terms of halal assurance, local flavour modification and family based meal. 
· It also ought to keep on offering value meals and package deals in such a way that the brand is not locked out of a price sensitive market. 
· KFC can enhance the ethical marketing by not overdoing status based promotion and promoting goods through a more social responsible manner. 
· It must also build trust through high level of hygiene, reliability of service delivery and reliability in delivery of goods and services. 
· Using international marketing vocabulary, KFC is recommended to maintain its central theme in Bangladesh although it should be more localised by offering menu modification, family oriented communication and value offers (Cateora, Gilly and Graham, 2019; KFC Bangladesh, 2026; Murphy et al., 2005).
[bookmark: _Toc227720068]Conclusion
The PESTEL, STP and marketing mix analysis revealed that KFC has a more standardised approach in the USA and a more flexible approach to the strategy in Bangladesh. In the USA, the brand has been placed more to do with convenience and routine fast foods value whereas in Bangladesh the brand has been placed more as an international and yet a locally acceptable brand that relates to family meals, social fun and a perception of cleanliness and compliance with the hygiene and halal standards. The growth strategy analysis established that the most appropriate market to pursue a directional development is Bangladesh, particularly via market penetration with support of product development. The ethical argument also indicated that even though marketing by KFC is acceptable, the problems associated with product responsibility and promotion messages in Bangladesh remain unaddressed. Altogether, the report finds that the international marketing strategy adopted by KFC is successful since it integrates global uniformity and local flexibility.


[bookmark: _Toc227720069]Reflection Account based on Gibbs Reflective Cycle.
This is a reflective report of how I carried out the research, analysis and writing of the first section of my report on the international marketing mix of KFC in the United States and in Bangladesh. I applied the Gibbs Reflective Cycle since it provides a clear conceptualization of how to think about an academic task, the six stages of the conceptualization, description, evaluation, analysis, conclusion, and action plan. This model was appropriate to me as the preparation of the Section 1 did not only require gathering of information. It was also about the comparison of two vastly different markets, the application of international marketing theories and judgmentalizing about the adapting nature of a global brand to countries. In my Section 1, I covered the background of KFC, comparative PESTEL analysis, the cultural dimensions that Hofstede covers, STP, the 7Ps, the directional development strategy in Bangladesh, ethical issues, recommendation, and conclusion.
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Figure 13: Gibbs Reflective Cycle (Author)
1. Description
The assignment brief and instructions by the teacher were the first steps that I undertook, closely examining them to prevent any misunderstandings. It was not only to write about a company, but to compare the functioning of one brand in two countries. I have chosen KFC (where the home country is the USA and Bangladesh is the host country). The teacher had provided a very elaborate framework thus I was able to priori on the fact that I had to be organised. There needed to be a brief introduction, company background, hyperbole of the macro-environment, comparison of the two nations on the basis of PESTEL, social and cultural considerations in more detail, application of the six cultural dimensions laid down by Hofstede, analysis of the STP and the 7Ps, selection of one country model of growth strategy, analysis of ethical considerations and finally provide country based recommendations and conclusion.
Once I knew the format, I began collecting and organizing information and putting it under the headings that were necessary. I researched on the history of KFC, how it was established in USA and how it entered Bangladesh. Then I engaged in a comparison of the two countries in terms of politics, economy, society, culture, technology, environment and law. Then I proceeded to STP and the Marketing mix to indicate how the strategy of KFC varies in the two markets. I followed this by discussing the Bangladesh country as the directional development strategy followed and using the Matrix by Ansoff and then the ethical issues and suggestions that can be made. The entire process involved linking theory after connecting to real-world business cases as opposed to writing general descriptions.
2. Feelings
I was a bit overwhelmed in the beginning. The task was split into numerous parts, and the directions given by the teacher were quite specific. I was forced to apply right structures, to make a direct comparison and to incorporate in-texts in each paragraph and each figure. Another concern I had was on whether I would be capable of making the report analytical. The general mode of writing is easy whereas comparing the same brand in two countries in a very systematic and useful manner is very difficult.
I became more confident as I went on. One was that I was able to come up with a main point gradually and that assisted me in linking the entire report. This concept was that KFC is more standardised in the USA and more adaptive in Bangladesh. As soon as I realized this pattern, I found it easier to write. I also found the assignment more engaging, since I could associate myself with Bangladesh as a market I would very effectively grasp why issues like halal guarantee, safety, family dinners, and price-sensitivity would be significant in Bangladesh. This enabled the comparison to be more realistic rather than just theoretical.
3. Evaluation
In retrospect, in my process, one of the strengths was that I adhered to the structure that was required of me. I believe that this assisted me in writing a report which was structured and easily readable. I shifted between the external world and culture, then STP followed by the 7Ps and at the end, the strategy/ethics/ recommendations. This brought about a logical progression in Section 1. An additional strength was that the comparison between the USA and Bangladesh remained the same all through the report. I attempted to take the same comparative logic in all of the sections rather than addressing them individually. As an example, I demonstrated that the USA is more aligned to the standardised model of convenience and fast-food, whereas Bangladesh needs more adjustment due to religious, cultural, societal and economic factors.
I additionally believe I could relate theory and the actual market practice reasonably. The model created by Hofstede assisted me in describing the cultural differences between the USA and Bangladesh like individualism and collectivism, respectively, and relating them to the way KFC should position itself in a specific area. In the same fashion I employed the Matrix of Ansoff to illustrate why Bangladesh is better explained in terms of market penetration through product development. This assisted the report to get beyond mere description.
Meanwhile, it had certain weaknesses. Repeat was one of the problems that I observed. Due to the emphasis on adaptation, several sections, including culture, STP, promotion, and recommendations, contained similar thoughts. The other issue was that there were regards where evidence was not necessarily clear and prudent decisions had to be made. As an example, the issue of ethics and positioning with the help of the perceptual map needed to be interpreted and not just with facts. This realised to me that it is not only about gathering information in academic writing. It is also an aspect of careful and logical use of judgment.
4. Analysis
This assignment made me realize the subject of international marketing in a much practical manner. Prior to executing the writing of this report the concepts of such frameworks as PESTEL, STP, and the 7Ps were at one time foreign to me conceptually as individual ideas as to be found in textbooks. As I was doing this, I watched them in the way that they actually relate. PESTEL assisted in elucidating the broader environment of any nation. Hofstede assisted in explaining more about cultural behaviour. STP demonstrated the way KFC determines and targets its customers. The 7Ps then indicated how differences are converted to actual marketing decisions. This still allowed me to understand that international marketing is all about striking the right balance between global and local adaptation.
I also got to know that theoretical models come in handy, but there are restrictions. As an example, the Hofstede model has assisted in providing me with a rough comparison of the USA and Bangladesh, yet I also have realised that not all consumers are average nationally. The behaviour of the urban young generation in Bangladesh might not be the same as in the countryside, and even in the USA, there is no homogenous consumer behaviour. This made me remember that theory must be used to analyze, but not to substitute what is going on in the market.
Another valuable learning factor was the learning in the ethical issues section. When writing about Bangladesh, it made me take a critical perception regarding the broader impacts of marketing. Advertising fried fast food a lot is a subject to question in regards to health responsibility and making an advert out of an international fast-food brand as a sign of status can raise a few ethical questions as well. This aspect in this report allowed me to perceive that the decision in marketing is not purely commercial. They are as well socially affected.
5. Conclusion
All in all this was a most helpful learning process. It sharpened my skills in comparing markets and relating international marketing concept in the context of a practical brand, and structuring thoughts in an orderly academic manner. The greatest tip that I have learnt is that it is up to KFC to ensure that it does not lose its strong global identity moving forward and at the same time be able to respond to local conditions. In this report that was evident in contrast with the USA and Bangladesh.
6. Action Plan
My process in future assignments would be enhanced in several ways. To begin with, I would start with a more explicit comparison table where evidence on each country and each framework would be more convenient to arrange. Second, I would make more efforts to minimize duplication of the related sections. Third, I would test to come up with even more concise and analytical writing. Lastly, I would keep applying reflective models such as Gibbs as it enables me to learn about the task and the process of my learning.
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Item Name  Contents / Quantity    Price (Tk)   Savings  

INTERNATIONAL BURGER FEST  

Classic Burger  1 Burger    BDT         339.00      

Super Charger Burger  1 Burger    BDT         309.00      

Hot Nashville Zinger  1 Burger    BDT         399.00   -  

Italian Cheesy Zinger  1 Burger    BDT         399.00   -  

Mexican Salsa Zinger  1 Burger    BDT         399.00   -  

Mighty Moroccan Zinger  1 Burger    BDT         399.00   -  

Caribbean Spicy Zinger  1 Burger    BDT         399.00   -  

BURGER MEALS  

Classic Zinger (Meal)  Burger + Fries + Pepsi    BDT         528.00   -  

Super Charger (Meal)  Burger + Fries + Pepsi    BDT         498.00   -  

Spicy Zinger (Meal)  Burger + Fries + Pepsi    BDT         548.00   -  

ADD CHEESE       BDT           45.00      

Toasted Twister Meal  

Toasted Twister Meal  1 Twister + 1 pc H&C + 2 pc Hot  Wings + Pepsi Go Pack    BDT         529.00   -  

SNACKS  

Popcorn Chicken (Reg.)  -    BDT         179.00   -  

Popcorn Chicken (Med.)  -    BDT         239.00   -  

Popcorn Chicken (Lar.)       BDT         299.00      

3 pc Chicken Strips  -    BDT         279.00   -  

6 pc Chicken Strips  -    BDT         529.00   -  

3 pc Hot Wings  -    BDT         179.00   -  

6 pc Hot Wings  -    BDT         329.00   -  

BOX MEALS (Serves 1)  

Zinger Box  1 Classic Zinger Burger + 1 pc  H&C + 2 pc Hot Wings + 1 pc  Strips + 1 Pepsi Go Pack    BDT         529.00   Save up  to 43%  

Super Charger Box  1 Super Charger Burger + 1 pc  H&C + 2 pc Hot Wings + 1 pc  Strips + 1 Pepsi Go Pack    BDT         499.00   Save up  to 43%  

Value Box  2 pc Leg piece + 1 pc Bun + 1  regular fries + 1 Pepsi Go Pack    BDT         419.00   Save up  to 43%  
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KFC 7P COMPARATIVE STRATEGY MATRIX

Market Analysis: USA (Standardized Routine) vs. Bangladesh (Adapted Social Experience)
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Local Adaptation
Halal certfied; spicy profiles; family sharing focus.
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High price sensitivity; reliance on family deals.

Selective Urban
Concentrated in city hubs; youth/middle-class focus.

Social & Trust,
Focus on family outings, hygiene, and Hala trust.

Hospitable/Caring
Stronger focus on trust and family-friendly care.

Reassurance Based
Visible hygiene standards; group dining adaptation.

Social Aspiration
Modernity and status symbol; interational trust.
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                      Gibbs Reflective Cycle Description Compared KFC strategy in USA (Home) vs. Bangladesh (Host) using PESTEL & 7Ps. Feelings Shifted from overwhelmed to confident by identifying the ‘Standardization vs. Adaptation’ pattern. Evaluation Strong logical flow and comparative focus; some thematic redundancy regarding adaptation. Analysis Theory (Hofstede/PESTEL) must balance with practical market nuances and ethical impacts. Conclusion Learned to link theory to practice; KFC must balance global identity with local cultural agility. Action Plan Use explicit comparison tables earlier; focus on conciseness to minimize thematic overlap.
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