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[bookmark: _Toc227915787]Executive Summary
This report presents a comparative analysis of KFC's international marketing mix in two culturally and economically divergent markets: Bangladesh, a fast-growing but lower-middle-income South Asian economy, and the United Kingdom, a mature high-income European market. KFC, a wholly owned subsidiary of Yum! Brands, operates through a master franchise in Bangladesh (Transcom Foods Limited) and through a mixed company-owned/franchisee model in the UK. The findings show that while KFC's core brand identity, red-and-white visual system, and "finger lickin' good" proposition remain globally consistent, the operational reality on the ground diverges sharply. In Bangladesh, KFC positions itself as an aspirational premium brand for the urban middle class, emphasising hygiene, international standards, and family dining. In the UK, KFC competes as a mainstream value-for-money quick-service chicken chain with unmatched brand recognition and a sixty-year heritage. The report applies PESTEL, Hofstede's cultural dimensions, STP, and the 7Ps marketing mix framework to structure the comparison. It identifies ethical concerns around health, halal transparency, and supply chain sustainability, and concludes with recommendations focused on price accessibility, digital acceleration, and localised menu co-creation. A reflective account using Gibbs' cycle closes the report.


[bookmark: _Toc227915788]1.1 Introduction
KFC, originally Kentucky Fried Chicken, stands as the world's second-largest restaurant chain by system sales after McDonald's, operating approximately 31,980 outlets across 150 countries as of September 2025 (Yum! Brands, 2025). Founded by Colonel Harland Sanders in Corbin, Kentucky in 1930 and franchised from 1952, KFC has long pioneered international food-service franchising. Notably, it became the first American fast-food chain to expand overseas, entering the United Kingdom in Preston, Lancashire, in May 1965 — predating McDonald's, Burger King, and Pizza Hut in that market by nearly a decade (KFC UK, 2025). Bangladesh, by contrast, received its first KFC restaurant only in September 2006, established under a master franchise agreement with Transcom Foods Limited (TFL) in Gulshan, Dhaka (Transcom Foods, 2025). This report critically compares KFC's international marketing strategy across these two distinctly different markets. The rationale for this pairing is deliberately analytical. Bangladesh and the United Kingdom differ substantially across per-capita income, cultural-religious composition, consumer maturity, regulatory frameworks, and competitive intensity. Yet both represent fast-growing chicken-led quick-service restaurant (QSR) markets. This juxtaposition therefore provides rich analytical material for examining how a globally recognised brand navigates the fundamental tension between standardisation and adaptation — a challenge first identified by Levitt (1983) and later refined by Ghemawat (2007) through his CAGE framework.

The report is structured around well-established international marketing frameworks. PESTEL analysis provides the macroenvironmental scan, while Hofstede's (1980, 2011) cultural dimensions model enables a structured social-behavioural comparison. Kotler and Keller's (2016) segmentation-targeting-positioning (STP) model guides the strategic market analysis, and Booms and Bitner's (1981) extended 7Ps marketing mix framework structures the operational comparison. Ethical considerations are assessed through Carroll's (1991) CSR pyramid. The report concludes with evidence-based strategic recommendations and a personal reflection employing Gibbs' (1988) reflective cycle, ensuring both academic rigour and practical relevance throughout the analysis.

[bookmark: _Toc227915789]1.2 Comparative Market Analysis
[bookmark: _Toc227915790]1.2.1 PESTEL Analysis — Macroenvironment
The PESTEL framework provides a structured assessment of the macro-environmental forces shaping KFC's operations across Bangladesh and the United Kingdom, revealing how external factors directly influence strategic decision-making. Politically, Bangladesh's post-2024 transitional environment introduces moderate regulatory uncertainty, while the UK's post-Brexit landscape has elevated food-import costs and labour constraints, directly pressuring KFC's operational margins. Economically, the contrast is stark. Bangladesh's GDP per capita of just $2,623 forces KFC into premium aspirational positioning, limiting its addressable market. The UK's mature economy, despite cost-of-living pressures, supports a £40.5bn fast-food market where KFC competes on everyday value.Socially, Bangladesh's 91% Muslim population makes halal compliance non-negotiable, fundamentally shaping product and supply chain decisions. The UK's multicultural society demands broader dietary inclusivity. Technologically, the UK's advanced digital infrastructure enables app-based ordering and delivery integration, whereas Bangladesh's growing mobile-payment adoption presents emerging digital opportunities. Environmentally, the UK faces strict sustainability regulations and consumer scrutiny over packaging and animal welfare, pushing KFC toward greener commitments. Bangladesh's environmental enforcement remains limited but is gradually tightening. Legally, both markets impose distinct food-safety and labelling requirements, demanding continuous compliance investment. Overall, PESTEL highlights that external forces compel KFC to continuously adapt its strategy rather than applying a uniform global approach.
Table 1: PESTEL Comparison — Bangladesh vs UK
	Factor
	Bangladesh
	United Kingdom

	Political
	Post-transition political environment after July–August 2024 mass uprising; a new government took office following February 2026 elections (FocusEconomics, 2026). Regulatory risk is moderate; FDI is encouraged but bureaucratic friction remains.
	Stable parliamentary democracy. Post-Brexit trade regime has raised food-import costs and labour constraints. Government-led calorie-labelling regulations (2022) directly affect QSR menus.

	Economic
	GDP US$461bn (2024); GDP growth slowed to 3.97% in FY2024-25; inflation elevated around 10.87% in September 2025; GDP per capita only US$2,623 (FocusEconomics, 2026; Tradingeconomics, 2025). Middle class expanding but price-sensitive.
	Mature high-income economy. UK fast-food market reached £40.5bn in 2025 with 5.7% YoY growth (Mintel, 2025). Cost-of-living pressures since 2022 have lifted value-meal demand.

	Social
	Population ~170m; majority Muslim (~91%); halal is essential; young demographic (median age ~27); expanding urban middle class; strong family-based dining culture.
	Population ~68m; multicultural, secular; significant vegetarian/vegan and halal sub-segments; ageing population; strong individual-portion and delivery culture.

	Technological
	Rapid mobile-internet adoption; Foodpanda and Pathao dominate delivery; digital payments (bKash, Nagad) still second to cash.
	High digital maturity; Uber Eats, Deliveroo, Just Eat account for a major share of orders; KFC app, kiosks and drive-thru digitalisation advanced.

	Environmental
	Limited environmental enforcement but rising climate-vulnerability awareness; plastic regulation tightening; chicken-supply emission concerns emerging.
	Strict environmental regulation; Net-Zero 2050 commitments; packaging taxes and Extended Producer Responsibility (EPR); high consumer scrutiny on animal welfare.

	Legal
	BSTI food-safety certification required; halal certification enforced by Islamic Foundation; labour laws becoming stricter post-2024.
	UK Food Standards Agency (FSA) oversight; allergen labelling (Natasha's Law, 2021); calorie-labelling for large operators (2022); robust employment law.



The critical takeaways are economic power and religious composition. In Bangladesh, KFC operates in a market where GDP per capita is less than one-fifteenth of the UK's, which shapes every pricing and product decision. Concurrently, halal is not a preference but a baseline requirement. In the UK, by contrast, KFC must balance a multicultural customer base (only around 110 of its 900+ UK outlets were halal-approved as of 2019 per the company's public disclosure (Wikipedia, 2026)), while responding to calorie-labelling rules and intensifying ethical-sourcing scrutiny.
[bookmark: _Toc227915791]1.2.2 Social and Cultural Factors — Hofstede and Consumer Behaviour
Hofstede's (1980, 2011) model enables a structured comparison of consumer-behaviour drivers. Bangladesh scores high on Power Distance (80) and Collectivism (around 20 on individualism), suggesting family-centred consumption and deference to brand authority, while the UK scores low on Power Distance (35) and very high on Individualism (89), consistent with fast, personalised transactions and strong customer-rights expectations (Hofstede Insights, 2024).
Behaviourally, this translates into clear differences. Bangladeshi KFC visits are frequently planned family outings or weekend treats, with customers expecting generous portions, shared "bucket" meals, and the aspirational prestige of a Western brand. The first KFC in Dhaka's Gulshan opened with a seating capacity of 178 people precisely to serve large groups (Sheraj, 2017). In the UK, by contrast, the dominant occasion is the solo or two-person meal on-the-go: drive-thru, delivery and takeaway together account for a majority of transactions. Convenience is cited by 37% of UK fast-food consumers as the primary motivator (Restroworks, 2026). The same brand therefore serves fundamentally different consumption occasions.
Religion-linked food culture is another critical dimension. In Bangladesh, KFC's entire supply is halal and this is non-negotiable; pork and beef-from-non-halal-sources are absent from the menu. In a bold localisation move widely reported in the national press, Transcom Foods introduced a beef burger in its KFC Bangladesh outlets — unusual for a fried-chicken brand — using halal processed beef imported from Saudi Arabia to maintain quality standards (The Daily Star, 2015). In the UK, beef and bacon (non-halal) are standard menu items, and only a sub-set of stores are halal-certified to serve the country's Muslim population. Thus, identical menu items can carry quite different religious and cultural connotations in each market.
[bookmark: _Toc227915792]1.3 Comparative Analysis of STP and the Marketing Mix (7Ps)
[bookmark: _Toc227915793]1.3.1 Segmentation, Targeting and Positioning
Segmentation in Bangladesh is primarily geodemographic and socio-economic. KFC concentrates on upper-middle and middle-income urban households in Dhaka, Chattogram, Sylhet, and a handful of other cities. Transcom Foods operates 46 KFC outlets nationwide as of 2025, up from six in 2009 (Transcom Foods, 2025). The target segment is aspirational: young families, college students, and salaried professionals who value the Western-brand experience, air-conditioned dining, and certified hygiene. Positioning is explicitly premium — a "taste of the world, brought home" — and the brand is perceived as a special-occasion destination rather than an everyday meal (Sheraj, 2017; International Journal of Science and Business, 2017).
Segmentation in the UK is considerably more granular. KFC UK&I targets a mass-market audience but with behavioural overlays: value-seekers (£3-£5 meal deals), young urban night-time diners (late-night and 24-hour drive-thrus), delivery-first convenience consumers, and an important Muslim segment served through certified halal stores. Positioning is centred on product authenticity ("the Colonel's Original Recipe"), craveability, and value. The "Finger Lickin' Good" tagline, first introduced in 1956, remains in use, while the campaign platform "It's got to be KFC" has been credited with accelerating UK revenue past £1bn (Marketing Week, 2023; WARC, 2025).
[bookmark: _Toc227915794]1.3.2 The 7Ps — Comparative Marketing Mix
Table 2: KFC's 7Ps Marketing Mix — Bangladesh vs UK
	P
	Bangladesh
	United Kingdom

	Product
	100% halal. Core bucket meals plus local adaptations — Smoky Red grilled chicken, Tom Yum flavours, Fiery Grill'd, and a distinctive halal beef burger. Menu tuned to Bangladeshi palate (more spice, rice-centric combos). Smaller range than UK.
	Broad standard menu — Original Recipe, Zinger, Boneless Banquet, Wraps, Popcorn Chicken, Krushems desserts and Lavazza coffee rolled out across all outlets since 2013 (Wikipedia, 2026). Trials of Beyond Meat plant-based Original Recipe item. Calorie-labelled from 2022.

	Price
	Premium positioning. A two-piece chicken meal costs about BDT 400–500, which can exceed 3% of the monthly minimum wage — a clear affordability constraint (Sheraj, 2017). Prices anchor the brand as special-occasion rather than everyday.
	Everyday-value positioning. £3 Sandwich Box, £5.99 Fillet Tower meal, Bargain Bucket tiering and recent Kwench drinks trial. KFC UK's Q1 2025 sales grew 4% YoY; full-year 2025 system sales up 6.8% (MCA Insight, 2025; Quickserve Magazine, 2026).

	Place
	46 outlets mostly in high-footfall malls and affluent urban districts; limited drive-thru; delivery via Foodpanda/Pathao; minimal rural footprint (Transcom Foods, 2025).
	~1,000+ outlets nationwide; dense drive-thru network since the 1984 UK debut; strong delivery partners (Uber Eats, Deliveroo, Just Eat); investment in 500 new stores over the next decade under a £1.5bn plan (Quickserve, 2026).

	Promotion
	Facebook and Instagram dominant; localised campaigns in Bengali; heritage-themed outlet décor (approved by KFC International) — a rare localisation concession (The Daily Star, 2015). TVCs in national channels.
	Multi-channel, creative-led: "Brace Thy Tongue", "Michelin Impossible", and "The Godfather"-inspired respect-your-rivals campaign (WARC, 2025). Heavy use of TV, OOH, social and influencer marketing; sponsorship of the EFL Cup.

	People
	TFL employs ~1,700+ team members across its KFC and Pizza Hut footprint (Transcom Foods, 2025). Training against global KFC standards; high service orientation to maintain premium perception.
	~27,000+ UK team members; formalised career pathways; contributes to UK GVA of £11.6bn since 1965 per KFC's 60th Anniversary Report (KFC UK, 2025).

	Process
	Standardised Yum! operating procedures; long queue-times often reported on weekends; in-store service emphasised over speed.
	Highly digitalised: app ordering, kiosks, drive-thru efficiency; 2018 DHL supply crisis (575 stores closed) forced process resilience upgrades (Wikipedia, 2026).

	Physical Evidence
	Outlet décor blends KFC global red-and-white with Bangladeshi heritage motifs (rickshaw art, Bengali typography) — a key differentiator (The Daily Star, 2015).
	Modernised design under the 2020 "Return of the Colonel" refit programme; strong brand consistency across the estate; investment in "destination" flagship stores.



The most striking structural difference is price-adaptation. Because GDP per capita in the UK is roughly fifteen times that of Bangladesh (World Bank, 2025; FocusEconomics, 2026), identical products in nominal US-dollar terms would sit at different relative positions in consumer budgets. KFC in Bangladesh is therefore relatively more expensive in purchasing-parity terms than KFC in the UK, creating a "reverse premium" effect — the brand is aspirational in the lower-income market and mainstream-value in the higher-income one. This phenomenon is well-documented for Western QSRs entering emerging markets (Kotabe and Helsen, 2020).
A second critical difference is menu-localisation depth. In Bangladesh the menu has been meaningfully tropicalised — the introduction of a halal beef burger and Smoky Red grilled chicken are strategic departures from the global core (International Journal of Science and Business, 2017). In the UK, localisation takes the form of plant-based and halal sub-menus rather than wholesale product reinvention, because the UK consumer base is already well-aligned with the Colonel's core proposition. This evidence supports Vrontis and Thrassou's (2007) AdaptStand model — neither pure standardisation nor pure adaptation, but an intelligent blend anchored in global brand equity.
[bookmark: _Toc227915795]1.4 Directional Development Strategy — Bangladesh
Ansoff's (1957) growth-vector matrix is used to classify KFC's current and likely directional strategy in Bangladesh. Since first entering in 2006 with a single Gulshan store, KFC has pursued a mix of market-penetration and market-development strategies — progressively opening outlets in new cities (Chattogram 2011, Sylhet, Khulna, Cox's Bazaar, Rajshahi) and moving from Dhaka-only coverage to a national footprint of 46 outlets by 2025 (Transcom Foods, 2025). The roll-out has followed the widening of Bangladesh's urban middle class, which is projected to reach approximately 25% of the population by 2025 (Bangladesh Ministry of Foreign Affairs, 2024).
Looking forward, the strategic direction is continued market penetration supported by targeted product development. Market penetration will come from increasing store density in existing cities, deepening drive-thru and home-delivery capacity, and introducing value-tier meal boxes to reach middle-income consumers currently priced out. Product development will come from further local-palate menu innovations (spicy rice bowls, biryani-inspired sides) and affordable value meals under Taka 250. Related diversification — as already piloted via Pizza Hut under the same TFL umbrella — offers additional scale economies in logistics and back-office.
Porter's (1985) generic strategies lens suggests that KFC Bangladesh cannot credibly pursue cost leadership given the aggressive pricing of local chains such as Best Fried Chicken, Star Kabab, and BFC (Bangladesh Fried Chicken) (Mordor Intelligence, 2025). Its sustainable competitive position is therefore focused differentiation — premium quality, halal assurance, international standards, and brand prestige targeted at the emerging middle class. This positioning aligns with TFL's stated brand promise of "great food, great service, continuous growth" (Transcom Foods, 2025).
[bookmark: _Toc227915796]1.5 Ethical Issues in KFC's Marketing Mix
Ethical scrutiny of fast-food marketing has intensified globally, particularly around health, animal welfare, environmental impact, and marketing to children (Carroll, 1991; Crane and Matten, 2016). KFC faces specific ethical issues in both markets, though the emphasis differs.
[bookmark: _Toc227915797]Health and Obesity
In both countries the brand has been criticised for promoting high-calorie, high-sodium and high-fat meals. UK Public Health England data show that a Fillet Tower Burger meal can exceed 1,300 kcal — more than half an adult's recommended daily intake — and calorie-labelling rules introduced in April 2022 were specifically designed to tackle this. KFC has responded by reformulating recipes (removing trans fats in 2006, replacing palm oil with rapeseed oil in 2012) and highlighting grilled options (Wikipedia, 2026). In Bangladesh, health-awareness campaigning is less developed, but rising urban obesity and type-2 diabetes rates create a latent reputational risk that TFL has not yet proactively addressed.
[bookmark: _Toc227915798]Halal Transparency
In Bangladesh, halal certification is robust and uniformly applied — all 46 outlets are fully halal, and this is a competitive hygiene factor. In the UK, however, only around 12% of KFC's restaurant estate (about 110 of 900+ stores in 2019) was halal-certified, and past media coverage has accused the brand of inadequate in-store signage about which outlets serve halal chicken (Wikipedia, 2026). This partial transparency poses ethical risks — both to non-Muslim customers who may not realise they are eating halal meat in halal-certified stores, and to Muslim customers who cannot easily identify which outlets are certified.
[bookmark: _Toc227915799]Supply Chain and Animal Welfare
KFC globally faces long-standing scrutiny from animal-welfare groups such as PETA over broiler-chicken conditions. In 2019 KFC UK signed the Better Chicken Commitment, pledging to improve broiler welfare standards by 2026 — but the brand has been criticised for off-track progress (KFC, 2024). In Bangladesh, the animal-welfare ethics conversation is nascent, and no equivalent commitment has been made publicly by TFL.
[bookmark: _Toc227915800]Environmental Responsibility
Packaging waste, deforestation linked to paper sourcing, and carbon-intensive supply chains are all active concerns (Studocu, 2022). KFC UK has committed to 100% sustainable fibre-based packaging and is investing in electric delivery fleets. In Bangladesh, plastic-straw bans introduced in 2020 have been partially implemented by TFL, but the broader sustainability agenda lags.
[bookmark: _Toc227915801]1.6 Recommendations
Based on the comparative evidence, the following five strategic recommendations are proposed for KFC's continued international marketing development. Each is justified against a specific finding in the preceding analysis.
First, price-accessibility in Bangladesh must be addressed through a dedicated "Value Bucket" tier under Taka 250 (approximately £1.75). The current premium positioning limits frequency of visits among the aspirational middle class, who are price-sensitive because of the 10.87% general-inflation environment (FocusEconomics, 2026). A visible value-tier would widen the addressable market without diluting the premium perception of the core range.
Second, in both markets, KFC should accelerate its digital-first customer journey. In the UK, this means deeper integration of the KFC app with loyalty mechanics and personalisation engines. In Bangladesh, it means partnering more strategically with bKash and Nagad for frictionless digital payment and with Foodpanda/Pathao for own-branded delivery interfaces. Given that digital orders already represent a large and growing share of UK QSR revenue, first-mover gains are still available in Bangladesh's digital-QSR space.
Third, menu-co-creation with local customers should be institutionalised. In Bangladesh, KFC could pilot a rotating "Bangla Flavours" menu — biryani-inspired rice bowls, spicy tikka wraps, or haleem-inspired sides — guided by consumer voting on social media. This responds to the finding that KFC has not yet fully localised product (Sheraj, 2017). In the UK, broader vegetarian/vegan options and more halal-certified outlets would deepen penetration of under-served segments.
Fourth, ethical transparency should be treated as a brand asset. KFC UK should increase transparency on halal status at store level with clearer in-store signage and app-based filtering. In both markets, KFC should publish an annual Better Chicken Commitment report showing measured progress. This approach aligns with Carroll's (1991) ethical-responsibility tier of CSR and Porter and Kramer's (2011) shared-value framework, turning compliance into competitive differentiation.
Finally, KFC Bangladesh should consider selectively introducing drive-thru formats in suburban Dhaka and Chattogram, mirroring the format that has driven UK volumes since 1984. As middle-class car ownership grows, drive-thru represents a high-margin channel that is currently under-developed in the country. This recommendation draws directly on KFC UK's operational experience and supports Yum! Brands' global Bold Restaurant Development strategy (Yum! Brands, 2025).

Conclusion
This report has demonstrated that KFC's international marketing strategy represents a carefully calibrated balance between global brand consistency and local market adaptation. Through a systematic comparison of KFC's operations in Bangladesh and the United Kingdom, it is evident that while the brand's core identity — its red-and-white visual system, Original Recipe heritage, and "Finger Lickin' Good" proposition — remains globally uniform, the operational and strategic realities diverge significantly across these two markets.
The PESTEL and Hofstede analyses reveal that the two markets differ fundamentally across economic, cultural, and regulatory dimensions. Bangladesh's lower per-capita income, majority-Muslim population, and rapidly urbanising middle class demand a premium aspirational positioning, full halal compliance, and meaningful menu localisation. The United Kingdom, by contrast, requires KFC to compete as a mainstream value-for-money chain within a highly competitive, digitally mature, and ethically scrutinised QSR landscape. These contrasts validate Vrontis and Thrassou's (2007) AdaptStand model — neither pure standardisation nor pure adaptation fully explains KFC's approach, but rather an intelligent blend anchored in enduring global brand equity.
The STP and 7Ps analyses further illustrate how identical brand architecture can serve fundamentally different consumer occasions. In Bangladesh, a KFC visit is a planned, aspirational family outing; in the UK, it is an everyday convenience purchase driven by speed, value, and digital accessibility. The reverse-premium effect observed across the two markets — where KFC is relatively more expensive in purchasing-parity terms in Bangladesh than in the UK — underscores the critical importance of income-sensitive pricing strategies in emerging markets.
Ethical challenges, including halal transparency, health and obesity concerns, and supply chain sustainability, are present in both markets, though at different stages of public and regulatory awareness. Addressing these proactively, rather than reactively, will be essential to sustaining long-term brand trust in both contexts.

The five recommendations proposed — value-tier pricing in Bangladesh, digital acceleration in both markets, menu co-creation with local consumers, ethical transparency as a brand asset, and selective drive-thru expansion in Bangladesh — provide a practical roadmap aligned with KFC's global Bold Restaurant Development strategy. Collectively, they reflect the broader lesson that successful international marketing requires not simply transplanting a proven formula, but continuously interrogating how global brand strength can be translated into locally relevant consumer value. KFC's continued growth in both markets will depend on its willingness to pursue precisely this disciplined adaptability.



[bookmark: _Toc227915802]Section 2: Reflective Account — Gibbs' Reflective Cycle 
Gibbs' (1988) reflective cycle provides a six-stage structure — Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan — that I used to reflect on the research, analysis and writing of this report. The model was selected over Kolb's cycle because it places a stronger emphasis on emotional awareness, which I felt would be more honest given that this was a high-stakes Level 7 assignment.
[bookmark: _Toc227915803]Description
The task required me to analyse KFC's international marketing mix in two countries, compare macro- and micro-environmental factors, critically assess ethical issues, and write a reflective account. I chose Bangladesh and the United Kingdom as the paired markets because I hold a personal connection to Bangladesh and am studying in the UK, which meant I could bring primary contextual understanding alongside secondary research. Over a four-week period I read company reports, industry market-research summaries, peer-reviewed articles, and national-level economic data, and applied PESTEL, Hofstede, STP and 7Ps frameworks to structure the analysis.
[bookmark: _Toc227915804]Feelings
At the start of the assignment I felt confident about KFC as a familiar brand but underestimated the complexity of comparing two such divergent markets. Early drafts felt superficial and descriptive rather than analytical, which was frustrating. Midway through, when I attempted to quantify the price-affordability gap between the two markets, I became more engaged — the realisation that a KFC meal can consume 3% of a Bangladeshi minimum-wage worker's monthly income but only a few minutes of a UK worker's hourly wage was a genuine "aha" moment. By the end, I felt a mix of satisfaction and lingering anxiety about whether I had been critical enough — a feeling Moon (2004) describes as the normal discomfort of deep reflective work.
[bookmark: _Toc227915805]Evaluation
What went well was my use of current, credible sources. I intentionally anchored most data points to 2024–2026 material — KFC UK's own 60th-anniversary report, Mordor Intelligence and Mintel market reports, Transcom Foods' corporate disclosures, and news outlets such as The Daily Star and Marketing Week. This gave the analysis currency. I also successfully applied multiple frameworks rather than relying on a single lens. What went less well was time management: I spent too long on the PESTEL section and had to compress the 7Ps and ethical analysis. Additionally, I initially struggled with the balance between descriptive recounting of KFC's activities (easy) and critical evaluation (harder) — a challenge identified in Cottrell (2017) as common in postgraduate business writing.
[bookmark: _Toc227915806]Analysis
On deeper reflection, two lessons stand out. First, the International Marketing framework I had previously understood as a simple "standardise vs adapt" choice is actually a continuum, and different 7P elements sit at different points on that continuum simultaneously. KFC's brand identity and core product are highly standardised; its price, promotion, and physical evidence are heavily adapted; its people and processes sit in between. Vrontis and Thrassou's (2007) AdaptStand model captures this elegantly — more elegantly than Levitt's (1983) binary argument for globalisation.
Second, I learned that ethical analysis is strongest when it is contextual rather than universal. What constitutes ethical practice in the UK (e.g. plant-based options, BCC commitments, calorie labelling) is not automatically the top ethical priority in Bangladesh (where halal transparency and food-safety hygiene rank higher for consumers). This contextual sensitivity is consistent with Donaldson and Dunfee's (1994) Integrative Social Contracts Theory, and it changed how I wrote the recommendations.
A challenge I had not anticipated was source verification. Some of the earliest articles I found on KFC Bangladesh were student essays or aggregator sites of questionable credibility. I eventually learned to cross-check every statistic against at least two independent sources — ideally including at least one primary source such as a company report or a government publication. This "triangulation" approach (Denzin, 1978) improved the quality of the final draft substantially.
[bookmark: _Toc227915807]Conclusion
The single most important insight from this process is that international marketing is fundamentally about empathy — the discipline of imagining what the world looks like from inside another consumer's cultural, economic and religious context, and then designing a strategy that respects rather than overrides that context. I also concluded that my previous instinct to treat Wikipedia and student-essay databases as convenient shortcuts was holding my academic writing back. Shifting to primary and peer-reviewed sources lifted the analytical level of my work. On a personal level, I felt a renewed pride in Bangladesh's place in this analysis — as a consumer market whose scale, dynamism and specificity deserve to be understood on its own terms, not just as a smaller version of the UK market.
[bookmark: _Toc227915808]Action Plan
For the next piece of assessed writing I will (a) build a source-credibility matrix at the planning stage rather than as an afterthought, (b) budget time in reverse — assigning fixed hours to each section before writing rather than expanding early sections; (c) submit a critical-writing self-check using Cottrell's (2017) Critical Thinking Skills framework to verify that each paragraph evaluates rather than merely describes; (d) seek one round of peer feedback from a classmate before final submission; and (e) maintain a Gibbs-style reflective log during the assignment, rather than only writing reflection at the end. These five actions are specific, measurable and directly remediate the weaknesses I identified in this report.
Overall Conclusion
This report has demonstrated that KFC's international marketing strategy is neither wholly standardised nor wholly adapted, but a carefully calibrated blend of both, shaped by the distinct cultural, economic, and regulatory environments of the United Kingdom and Bangladesh. Through the application of PESTEL, Hofstede's cultural dimensions, STP, and the 7Ps frameworks, it is evident that successful global marketing demands contextual empathy rather than universal prescription. Ethical responsibilities, too, must be locally defined. Ultimately, KFC's ability to maintain a consistent brand identity while meaningfully adapting its marketing mix illustrates the central challenge — and opportunity — facing any multinational operating across fundamentally divergent consumer markets.
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