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[bookmark: _Toc224449018]Section 1
[bookmark: _Toc224449019]Introduction
One of the subsidiaries of Yum! is Kentucky Fried Chicken (KFC). One of the most known quick-service restaurants (QSR) chains is called Brands and has over 28,000 outlets in more than 150 countries as of 2025 (ExpertBeacon, 2025). Its international expansion approach has been typified by fierce market penetration and localisation and hence makes it an interesting case to analyse cross-cultural marketing strategies. The UK (United Kingdom) and China are two of the strategic markets in the global portfolio of KFC. UK, which has had KFC since 1965, is a developed country with a highly competitive fast-food market, with system sales being projected to increase by 6.8 percent in 2025 (QSR media, 2025). On the other hand, its biggest market is China, where it entered in 1987 and Yum China controls more than half of Yum! The 2015 revenue of the brands with the help of the rapid expansion and localisation strategies globally (CKGSB Knowledge, 2025).
The countries of UK and China have different economic and cultural contexts which make their comparative selection justified. The UK is an example of a saturation, innovation-based market where differentiation and sustainability is an important factor, whilst China is a fast-growing emerging economy with massive potential consumer and unique cultural consumption behaviour. The comparison of these markets brings up the strategic value of adjusting international marketing strategies to mature, as well as emerging, economies, and provides information on global brand resilience and agility.
This report aims to critically assess the international market entry of KFC, market mix adaptation, and strategic positioning in these two markets which are culturally and economically diverse. It will be analysed using the known frameworks like the PESTEL used in the macro-environmental analysis, STP used in the segmentation and targeting, the 7Ps marketing mix used in tactic adjustments, and directional strategy analysis used in the long-term strategic alignment. This systematic methodology helps in a critical perception on how KFC has maintained a competitive advantage by localising, innovating, and being strategic agile in comparative international environments.
[bookmark: _Toc224449020]Comparative PESTEL Analysis of KFC in the UK and China
[bookmark: _Toc224449021]Political
UK provides a political stable environment with clear regulatory environments especially food safety and labour laws as governed by the Food Safety Act of 1990 and regulations that follow (Food Standards Agency, 2025). Brexit has added complexities to the supply chain management especially in import tariffs and freedom of mobility of labour that will affect KFC procurement and staffing. Conversely, the political context in China is defined by the high level of state intervention and regulatory control and the Food Safety Law was updated in 2025 to provide more control throughout the supply chain (UNEP, 2025). In the case of KFC, this will require it to adhere to high inspection and certification standards but will receive the assistance of the government in Favor of foreign investment in consumer markets.
[bookmark: _Toc224449022]Economic
The UK economy expanded at a moderate pace as the increase in the GDP was 0.3% in Q2 2025, whereas the household expendable income amounted to PS439 billion (ONS, 2025; Trading Economics, 2025). The pressure of inflation has limited consumer spending and KFC has had to balance between premiumisation and affordability. On the other hand, China has experienced 5.2% GDP growth in 2025, with per capita disposable income as high as RMB 21,840, a 5.3% nominal growth (NBS, 2025; KPMG, 2025). The increase in the consumption and urbanisation of middle classes contributes to the growth of the QSRs and KFC can capitalise on the scale economies and aggressive growth.
[bookmark: _Toc224449023]Social
KFC has been greatly influenced by the cultural differences in its strategies. Individualistic culture in the UK focuses on convenience, health consciousness, and sustainability, which are manifested in the increasing popularity of plant-based products and the need to show the nutritional content on the packaging (FDF, 2026). The Chinese culture and traditions of eating together promote menu localisation, including congee and rice dishes, with QSR dining being introduced quickly in big cities. The number of online food delivery clients in China is more than 540 million (Statista, 2025), which means that KFC needs to intensify the use of digital channels in its social engagement tactics rather than in the UK.
[bookmark: _Toc224449024]Technological
In 2024, the UK food delivery market was estimated to be US$48 billion, and it was boosted by such platforms as Deliveroo and Just Eat (Statista, 2025). There is a high level of digital adoption of payments, however, fragmented with multivendor. Mobile commerce prevails in China, where the market of food delivery is estimated at US$300 billion in 2025, and in both Alipay and WeChat Pay ecosystems (Expert Market Research, 2025; Statista, 2025). The technological adjustment of KFC in China should be heavily based on the involvement with super-app suites, and in the United Kingdom, collaboration with delivery aggregators is the primary focus.
[bookmark: _Toc224449025]Environmental
UK has stringent sustainability principles such as the mandatory recycling of workplaces starting March 2025 (DEFRA, 2025). The Framework of Ambition 2030 by the Food & Drink Federation puts pressure on QSRs to minimize packaging waste and carbon emission (FDF, 2026). KFC UK has retorted with pledges to recyclable packaging and sourcing renewable energy. Environmental control is becoming more serious in China, although it is not applied uniformly. The implication of the government focus on food safety and sustainable agriculture indirectly compels the QSRs to implement the greener supply chain (State Council, 2025).
[bookmark: _Toc224449026]Legal
Regarding UK food safety, the Food Safety Act of 1990 and the Food Safety and Hygiene Regulations 2013 are enforced which dictate that strict compliance must be exercised in terms of labelling, hygiene and traceability (Legislation.gov.uk, 2013). The labour laws focus on fair wages and working condition which affect the HR policies of KFC. The new Food Safety Law (2025) in China is also revised to place strict production, distribution, and retail requirements, and failure to comply with them results in tough penalties (UNEP, 2025). The labour law reforms focus more on worker protection, which is still not uniform and KFC has to strike the balance between labour compliance and flexibility in operations.
[bookmark: _Toc224449027]Evaluation
[bookmark: _Toc224449011]Table 1: Comparative PESTEL Analysis of the UK and Chinese Markets
	Factor
	United Kingdom (UK)
	China

	Political
	Stable; Brexit-related supply chain complexities. 
	High state intervention; assistance for foreign FDI. 

	Economic
	0.3% GDP growth; inflationary pressure (2.8% CPI). 
	5.2% GDP growth; RMB 21,840 disposable income. 

	Social
	Individualism; 63% focus on health/calories. 
	Collectivist; >540M online delivery users. 

	Technological
	US$48B delivery market; third party aggregators. 
	US$300B delivery market; Super-app integration. 

	Environmental
	"Ambition 2030" framework; workplace recycling. 
	Focus on food safety and green supply chains. 

	Legal
	Food Safety Act 1990; strict labor protection. 
	2025 Food Safety Law; strict penalty regimes. 


(Source: Adapted from ONS, 2025; NBS, 2025; Statista, 2025; UNEP, 2025)
[bookmark: _Toc224448999]Figure 1: Comparative GDP Growth Rates of the UK (0.3%) and China

(Sources:  Gross, 2026; Briefing. C, 2026; Trading Economics, 2024)
In comparison, economic development and use of technology in China offers the biggest opportunities to KFC, as it can develop and expand aggressively and digitalize. In the UK, regulation and environmental forces prevail, which necessitates strategic adjustment in sustainability and prices. Therefore, macro-environment in China encourages growth based on scale and digitalisation whereas the UK forces innovation based on sustainability and consumer health positioning.
[bookmark: _Toc224449028]Comparative STP Analysis of KFC in the UK and China
[bookmark: _Toc224449029]Segmentation
In the two markets, KFC uses the multi-dimensional segmentation strategies. Demographic segmentation in the UK is targeted at young adults and families with 18-34 years old being the most significant QSR consumer category (Statista, 2025). In 2025, the average disposable income in the UK per household stood at PS33,000 (ONS, 2025), which means that KFC can market its product to middle-income consumers who are willing to purchase fast food at lower prices. Psychographically, health-conscious groups are becoming more topical, as 63 percent of consumers in the UK claim to be concerned with the issue of calories, (FDF, 2026). Behaviourally, the target customers that the posts will be focused on are the frequent users of the food delivery apps like Deliveroo and Just Eat as they represent the PS48 billion market of food delivery in the UK (Statista, 2025).
Segmentation in China is influenced by urbanisation (66% urban population by 2025, World Bank, 2025) and increased disposable incomes, which will rise to RMB 21,840 per capita by 2025 (NBS, 2025). KFC has urban middle-class consumers and youth in its demographic with 400 million millennials as a significant consumption profile (KPMG, 2025). Psychographic segmentation focuses on the collectivist eating behaviour where meals are shared together and culturally oriented food items like congee and dishes made of rice. Digital-native consumers are in the control of behaviour with more than 540 million online food delivery users (Statista, 2025). Geographically, KFC has grown in the tier-two and tier-three cities which is differentiated targeting beyond metropolitan centres.
[bookmark: _Toc224449030]Targeting
KFC has a differentiated targeting strategy in UK, where it balances between premiumisation and affordability. Value menus would appeal to price-conscious segments and product innovation (such as plant-based chicken) will target health-conscious consumers. This is an indication of the principle of differentiated targeting of Kotler (2017), in which companies position products according to specific consumer needs. KFC in China uses a mass targeting strategy, using the economies of scale and localisation to attract a wide range of income group. The integration of collectivist consumption patterns to the offered products can be proved by the brand localisation strategy (introduction of culturally embedded products) (Hofstede Insights, 2025).
Importantly, as the UK strategy is a sign of market maturity and sophistication in terms of segmentation, the mass targeting of China is explained by the simple market size and growth opportunity. Nevertheless, the dependency on mass targeting in China will be a risk of brand loss, especially with the introduction of the premium QSR rivals into the market.
[bookmark: _Toc224449031]Positioning
The positioning theory focuses on building a unique brand in the mind of the consumers (Ries and Trout, 2001). KFC in the UK is a value-based but innovative brand, with a focus on affordability and aspirational value with a commitment to sustainability. According to industry surveys, 72 percent of used by the UK consumers think of KFC as affordable, but only 38 percent see it as health-conscious (Mintel, 2025). This is an indication of positioning problem, as health awareness also increases.
In China KFC is culturally entrenched and aspirational. The dominance of Yum China can be indicated by its revenues of US$11.3 billion in 2024 (SCMP, 2025). The localisation strategy of KFC, which includes adapting the menu, integrating it with Alipay and WeChat Pay, and making it a family dining establishment, makes the company a trusted and embedded brand. According to the surveys of Chinese consumers 68% of them see KFC as modern and culturally relevant (Euromonitor, 2025). Such a position is consistent with the differentiation, which is promoted by Ries and Trout (2001), based on the cultural resonance.
[bookmark: _Toc224449032]Comparative Evaluation
The UK strategy is an example of differentiated targeting and value-based positioning due to mature market forces, health consciousness, and sustainability forces. The Chinese strategy can be associated with mass targeting and positioning that is built into the country culture, based on scale, localisation, and digital integration. More importantly, as the UK needs innovation to remain relevant in an overcrowded market, China needs to be localised and digital to continue dominance.
Therefore, the differences in segmentation and positioning indicate that it is strategically crucial to adjust to the macro-environmental circumstances: in the UK, the importance of differentiation and positioning as health-conscious is essential, whereas in China, the success of companies is based on the necessity to focus on mass targeting and embedding the product into the culture.
[bookmark: _Toc224449033]MARKETING MIX (7Ps)
[bookmark: _Toc224449034]Product
The product strategy exhibits a global standardisation and a local adaptation of the KFC products. The menu in the UK is not very localised; it is relatively standardised, which means that the menu is based on fried chicken, burgers, and sides. Innovation of products has focused on health-conscious products, including plant-based chicken, which was developed in collaboration with Quorn in 2020, in line with the increased demand of consumers on sustainable and healthier products (Mintel, 2025). The UK regulations require nutrition transparency and labelling of calories, which will compel KFC to change its product communication (Food Standards Agency, 2025).
Localisation is much more comprehensive in China. KFC provides congee, rice-based meals, soy milk and Sichuan flavoured chicken and fits well into the collectivist dining culture and the culture of traditional breakfast (Euromonitor, 2025). Regional differences and seasonal menus further make the brand culturally entrenched. This modification is an expression of the globalisation theory put forward by Levitt (1983) which claims that balancing standardisation and local responsiveness is necessary. The success of this localisation strategy is indicated by the revenues of Yum China which amount to US11.3 billion in 2024 (SCMP, 2025).
Most importantly, UK product strategy is an expression of incremental innovation in a crowded market, whereas localisation in China is a strategy agility in anchoring the brand to the cultural consumption habits. The divergence highlights the need to adapt to the emerging market, whereas standardisation is enough in the developed economies where the familiarity with the brands is made.
[bookmark: _Toc224449035]Price
There is a great difference in pricing strategies. KFC in the UK is value-based, with meal prices of £5-£7, which appeals to middle-income customers (ONS, 2025). The price promotions are common, taking into consideration the competitive pressures of the McDonalds and Burger king. Margins have had to be traded off with affordability in the year 2025 due to inflationary pressures (UK CPI 2.8) (ONS, 2025).
KFC is more differentiated in pricing in China. The price of value menus range between £2.15 and £3.25, which is affordable to the mass market, whereas the premium ones like specialty chicken dishes cost higher, which focuses on aspirational middle-income markets (NBS, 2025). This price differentiation approach indicates the differentiation approach of Kotler (2017), as KFC can attract both price-sensitive and high-end consumers through this approach.
Most importantly, UK pricing and China dual pricing are defensive positioning in a saturated market and income stratification and aspirational consumption, respectively.
[bookmark: _Toc224449036]Place
Distribution models bring out strategic divergence. KFC also has a presence of about 1,000 stores in the UK most of which are franchised with heavy dependence on delivery companies like Deliveroo and Just Eat (Statista, 2025). The geographic coverage focuses on urban centres, which is a representation of a high population density and penetration of delivery.
KFC has more than 9,000 stores in China, and there is intensive penetration into tier-two and tier-three cities, for example, Wuxi, Fuzhou, and Anqing (KPMG, 2025). Digital ordering and delivery are provided through integration with Alipay and WeChat ecosystems. The expansion strategy of Yum China to establish 1,800 new locations by 2025 highlights the distribution based on the scale (SCMP, 2025).
Most importantly, the UK distribution is characterized by consolidation and reliance on third-party platforms, whereas China is characterized by vertical integration and geographic aggressiveness.
[bookmark: _Toc224449037]Promotion
Adaptation of culture is seen through promotional strategies. This advertising focus on affordability, convenience and sustainability in UK. Such campaigns as "Finger Lickin' Good" are transformed to promote nutritional transparency and environmental obligations (FDF, 2026). Instagram and Tik Tok are exploited by digital marketing, since they are more popular among the younger demographics.
The concept of promotion in China is closely connected with the digital ecosystem. KFC works with Alibaba and Tencent, and it inserts promotions in the Alipay and WeChat Pay. Promotions focus on cultural resonance (e.g. Lunar New Year deals) and aspirational modernity. The focus of engagement is social media, such as Douyin (Tik Tok China), as it is a digital-oriented consumer behaviour of China (Statista, 2025).
Most importantly, the UK promotion is that of defensive positioning in a mature market, whereas China strategy is based on cultural embedding and digital integration to maintain dominance.
[bookmark: _Toc224449038]People
The expectations of service quality vary. Efficiency and adherence to labour law standards, such as minimum wage and equality in the workplace, is the focus of staff training in the UK (Legislation.gov.uk, 2013). The customer service is transactional, which is indicative of individualistic consumer demands.
Service in China is collectivist, and family-oriented food experiences and hospitality is incorporated in the culture. There is no even distribution in labour law enforcement, however, KFC invests in training to ensure consistency (UNEP, 2025).
More importantly, people strategy indicates the adjustment to the cultural anticipations: effectiveness in the UK, collective hospitality in China.
[bookmark: _Toc224449039]Process
There is integration variance in operations. The ordering processes in the UK are dependent on kiosks, mobile applications, and third-party delivery platform. Process design is defined by compliance with hygiene regulations (Food Standards Agency, 2025).
China is one of the countries where people can place orders, pay, and receive them seamlessly as the processes are fully integrated into super-app ecosystems. The efficiency is increased with robotization and AI-based logistics (KPMG, 2025).
More importantly, the UK processes are characterized by a compliance with the regulations and gradual digitalisation whereas China is more characterized by sophisticated integration and innovation.
[bookmark: _Toc224449040]Physical Evidence
Brand positioning is evident in physical evidence. In the UK, the design of the stores focuses on modernity and sustainability, and recyclable packaging and energy-efficient stores (DEFRA, 2025). Physical indications emphasize cheapness and openness.
The outlets are focused on cultural embedding in China, and family-friendly layouts and seasonal decoration are provided. Digitalization with kiosks and mobile ordering will strengthen modernity.
More importantly, the positioning of sustainability in the UK and embedding of the culture in China is manifested in physical evidence.
[bookmark: _Toc224449012]Table 2 : Tactical Adaptation of KFC’s Marketing Mix (7Ps)
	7Ps Element
	UK Strategy (Standardization focus)
	China Strategy (Localization focus)

	Product
	Standardized fried chicken; Quorn plant-based options. 
	Deeply localized: congee, rice meals, soy milk. 

	Price
	Value-based (PS5–PS7); defensive margins. 
	Dual-pricing: mass market (RMB 20–30) and premium. 

	Place
	~1,000 stores; heavy 3rd party delivery reliance. 
	9,000+ stores; vertical super-app integration. 

	Promotion
	Affordable/Nutritional focus; Instagram and TikTok. 
	Cultural resonance; integration with Alipay/WeChat. 

	People
	Transactional; high labor law compliance efficiency. 
	Collectivist; focus on family-oriented hospitality. 

	Process
	Kiosk and mobile focus; hygiene-compliance driven. 
	AI-based coordination; seamless super-app ordering. 

	Physical Evidence
	Modern/Sustainable; energy-efficient store designs. 
	Cultural embedding; family-friendly layouts. 


(Source: Adapted from Euromonitor, 2025; SCMP, 2025; Statista, 2025; Mintel, 2025)
[bookmark: _Toc224449041]Directional Development Strategy of KFC in China
The strategic path that KFC has taken in China is an example of a merged market development and product development in the Growth Matrix of Ansoff (Ansoff, 1957). Yum China is developing its markets aggressively, which is visible in its aggressive geographical expansion. In 2024, Yum China recorded a revenue of US$11.3 billion with net new store openings of up to 1,751, which give it more than 14,000 branches (Yum China Holdings, 2025). Scheduling as many as 1,800 other stores in 2025 underline an intentional policy of entering the tier-two and tier-three cities, taking advantage of growing urbanisation rates (66% in 2025) and growing disposable incomes (NBS, 2025). This expansion indicates a distinct geographical orientation towards accessing under-served markets and expanding market.
[bookmark: _Toc224449000]Figure 2: Growth trajectory of KFC outlets in China (1987–2025)

(Source: Yum China Holdings, 2025; Yum China Holdings, 2026; NBS, 2026)
This trend is supported by product development with massive menu localisation. KFC China provides congee, rice meals, soy milk, and Sichuan flavoured chicken that pre-empts itself into the local food culture (Euromonitor, 2025). Cultural resonance is also enhanced by seasonal menus and regional changes. The strategy would be consistent with the product development quadrant of Ansoff, through which KFC can remain relevant in a competitive market where McDonalds and local QSRs also seek to make aggressive localisation (China Daily, 2026).
The growth model of KFC is based on digital transformation. It can be integrated with Alipay and WeChat Pay to enable easy ordering and payment and collaborate with delivery services to be integrated into the US300billion online food delivery market in China (Statista, 2025). Yum China has also heavily invested in digitalisations such as AI-focused logistics, loyalty schemes, and personalised marketing, all of which improve customer interaction and operational effectiveness (Yum China Holdings, 2025). This is an indicator of a combined method of market penetration made by convenience using digital means as well as product development via menu innovation.
More importantly, the sustainability of growth must be examined. Although there is some untapped potential in the expansion of the lower-tier cities, there is a risk of market saturation and inefficiencies in operations in the event of overreliance on fast expansion of the stores. In addition, the increased health consciousness and regulation of food safety require an ongoing response to changes. Localisation and digital integration are growing in intensity among competitors like McDonalds and local chains that may influence the dominance of KFC (China Daily, 2026). Therefore, although the directional strategy of KFC in China has provided scale and cultural integration, long-term sustainability is pegged on the ability to balance between expansion and innovation, digital agility, and responsiveness to changing consumer expectations.
[bookmark: _Toc224449042]Ethical Issues in KFC’s Marketing Mix
The international marketing mix of KFC evokes several ethical concerns in the United Kingdom of the United Kingdom and China. Of special concern are health and obesity issues. Altogether, in the UK, 25.9% of adults were obese in 2024 (NHS Digital, 2025), which led to the regulatory measures like the mandatory calorie information on menus implemented in 2022 (Department of Health and Social Care, 2022). The marketing of high-energy products by KFC raises concerns regarding ethical aspects of the company to ensure good health among the population, but its plant-based offerings still show the implementation of corporate social responsibility (CSR) in product planning (Mintel, 2025). Obesity in China is on the increase (14 percent of the adult population in 2024) (WHO, 2025), and thus, QSRs have the difficulty of maintaining profitability and health-related innovation strategies.
Another ethical issue is marketing to kids. In the UK, there is a societal concern expressed by the advertising ban during children programming on high-fat, salt, and sugar (HFSS) foods (Ofcom, 2023). The use of digital marketing tools like Tik Tok by KFC is subject to a question of indirect targeting of the younger generation. Family-based eating is a cultural aspect of Chinese society, so in China, the children are likely to prefer promotional campaigns, which brings ethical concerns related to the long-term approaches to eating.
The labour practices too are a subject of questioning. Minimal wage and equality laws in the UK are obligatory (Legislation.gov.uk, 2013), but concerning QSRs, there is a criticism of precarious employment agreements. Inefficient application of labour legislation presents the threats of uneven protection of workers in China (ILO, 2025).
Another ethical aspect is environmental sustainability. The problem of packaging waste is still present, and recycling in the workplace is to be required of the UK in 2025 (DEFRA, 2025). The obligation to use recyclable packaging and renewable energy is an aspect of CSR integration in KFC, but critics claim that the pace is slow. The environmental aspects of sustainable agriculture in China subject QSRs to green supply chain pressures (State Council, 2025).
Overall, despite KFC showing the CSR activities in both markets, ethical issues remain in the balancing of profitability and the health, labour and environmental responsibilities.
[bookmark: _Toc224449043]Strategic Recommendations
1. Greater Health-Oriented Product Innovation: As the rates of obesity in the UK (25.9% of adults obese in 2024; NHS Digital, 2025) and China (14% in 2024; WHO, 2025) increase, KFC will be able to increase the range of its low-calorie products as well as those based on plants. This is product development in the Growth Matrix of Ansoff (Ansoff, 1957) and is a reaction to regulatory pressures like the calorie labelling of products required by UK regulations (Department of Health and Social Care, 2022). Strategic result: better brand credibility and competitive positioning of the brand to health-conscious consumers.
2. Reinforce digital intimacy and personalisation: The US $300 billion food delivery market in China (Statista, 2025) and the £48 billion market in the UK (Statista, 2025) are indicative of the reliance on digital-based marketing. KFC needs to use AI-based personalisation and rewards schemes to enhance loyalty. This is a demonstration of the principle of differentiated targeting proposed by Kotler (2017), which allows providing a differentiated offer to various groups of consumers. Strategic outcome: a higher lifetime customer value and resistance to commoditisation through the platform.
3. The need to integrate sustainability into Brand Positioning: Environmental regulation in UK, such as compulsory recycling of waste in workplaces as of 2025 (DEFRA, 2025), and the focus on sustainable agriculture in China (State Council, 2025) requires active sustainability practices. KFC needs to expedite the use of recyclable packaging and sourcing of renewable energy and incorporate CSR in its marketing mix. According to the differentiation strategy by Porter (1985), sustainability may be used as a competitive force. Strategic deliverable: reputation improvement and adherence to the increasingly stringent regulations.
4. Menu localisation and cultural resonance in China: KFC has been able to thrive in China through localisation of its menu and cultural resonance (Euromonitor, 2025). To strengthen the cultural embedding, the future strategy must intensify the collaboration with local influencers and seasonal campaigns. Strategic outcome: long-term leadership and market differentiation of the global competitors.
[bookmark: _Toc224449044]Section 2
1. [bookmark: _Toc224449045]Introduction
It is a well-known fact that reflection is a significant element of learning since it enables one to critically assess the experiences and enhance further practising. Structured reflection is a method that offers a systematic approach to learning experiences analysis and the way to develop specific areas (Gibbs, 1988). This reflection report is an application of Gibbs Reflective Cycle in the review of the process of the completion of the international marketing report that analyses the work of KFC in the United Kingdom and China. In the assignment, it was necessary to use various marketing models such as PESTEL analysis, segmentation-targeting-positioning (STP) and extended marketing mix (7Ps). Taking the reflective approach to the research and writing process gives one a chance to assess the strengths and weaknesses that occurred during the assignment and how strategies can be effectively used in future academic assignments (Moon, 2004).
2. [bookmark: _Toc224449046]Description
The task entailed writing of a strategic marketing report that analyses the international operation of KFC in United Kingdom and China. The aim of the report was to determine the impacts of external environmental factors on the international marketing strategies and the extent to which organisations change their marketing mix in various markets. To attain this aim, a few analytical tools were used, such as PESTEL analysis to test the macro-environmental factors and STP analysis to assess the market segmentation and positioning strategies.
The analysis had to be supported with reliable evidence, and therefore, the research process involved the review of academic literature, industry reports, and reliable sources of secondary data. Using the theoretical frameworks on a real multinational organisation was also a chance to apply the theoretical to the practical analysis. A connection between the theory and the real-life situation enables individuals to learn, as well as reflect on the experiences they get in the process (Kolb, 1984).
3. [bookmark: _Toc224449047]Feelings
When the assignment was first started, the analysis of various marketing frameworks and comparing two various international markets seemed to be a complicated task. Doing research of United Kingdom and Chinese market involved a lot of research work of reputable sources and this felt like a challenge in the first place. Concerns regarding the way of structuring the report were somewhat unclear and yet a critical analytical approach should be taken.
But as the research continued confidence grew with time. The practical applicability of the marketing theory was illustrated by analysing how KFC can adjust its strategies to a variety of cultural and economic settings. This experience allowed revising the perception of the international marketing strategies and relevance of the cultural adjustment in the international markets. Reflective learning provoked people to rethink the experiences and acquire more profound insight after the critical analysis of their behaviour and performance (Schön, 1983).
4. [bookmark: _Toc224449048]Evaluation
The possibility to use the organized marketing frameworks to examine a real multinational organisation was one of the most positive parts of fulfilling this assignment. The PESTEL and STP frameworks also assisted in structuring the report in a rational manner and made sure that the analysis accounted not only the environmental factors but also the strategic ones. The overall clarity and structure of the report were enhanced by the utilization of such frameworks.
The other positive impact was that research skills were developed. Locating the academic and industry sources that could be considered as credible necessitated the consideration of the information reliability and relevance. It was through this process that the capacity to differentiate between the academic and non-academic sources during research was enhanced.
Nonetheless, there were also a few challenges that were faced in the assignment. Among the key challenges, one can mention the difficulties in finding credible and comprehensive information on the activity of KFC in other foreign markets. There was some limited information presented in some of the industry reports that needed further investigation and cross-reference across publications. It was also difficult to sustain a critical analytical tone throughout the report as it was easier to describe strategies and not to analyse them at times.
Reflection would help the learners to critically assess their experience and discover their strengths and weaknesses in the learning process (Moon, 2004).
5. [bookmark: _Toc224449049]Analysis
In a more analytical way, this assignment was informative about the practical implementation of the international marketing theory. When people are active in their works with the theoretical frameworks and discuss the ways in which these theoretical frameworks can be applied into real life scenarios, learning becomes better (Kolb, 1984). The analysis of the KFC operations in the two markets illustrated how strategic frameworks can be applied with the aim of interpreting the intricate global business strategies.
Indicatively, the PESTEL analysis also indicated the role of environmental factors in an external environment that determine organisational decision-making. The United Kingdom has regulatory frameworks that focus on sustainability, labour protection, and food safety standards which affect the operations and the marketing communication strategies. Conversely, Chinese market has a higher level of digital platform and mobile commerce integration as it is indicative of the fast pace of technological ecosystems growth in the country.
The STP analysis also demonstrated how KFC is focusing on various consumer segments in markets. The localisation of the menu and family fine dining in China have been among the strategies focused on the localisation of the brand menus and experiences in line with the cultural needs in China. The United Kingdom has a different set of consumer expectations and is mainly concerned with convenience, affordability, and quick services.
Reflective practice involves a person critically analysing his/her experience so that they can further their knowledge and decision-making (Schön, 1983). The implementation of this methodology contributed to the enhancement of the insights into the application of the theoretical frameworks to understand the international marketing strategies.
6. [bookmark: _Toc224449050]Conclusion
Altogether, completing the assignment was a good chance to use theoretical marketing frameworks in the analysis of a multinational organisation that is working in various international markets. The research process enhanced analytical, research, and critical thinking skills as well as enhanced the capacity to present complicated academic reports in structure. Reflective consciousness is structured to enable an individual to learn through their experience and to enhance their performance in future (Gibbs, 1988). The reflection on the assignment thus aided in determining the strengths of the learning process as well as the areas that need to be improved in the academic work in future.
7. [bookmark: _Toc224449051]Action Plan
This assessment has significantly enhanced my ability to apply international marketing theories such as PESTEL, STP, and the 7Ps framework to real-world business scenarios. In future academic work and professional practice, I will utilize these analytical skills to critically evaluate market environments, understand consumer behaviour across different cultures, and design effective marketing strategies. The knowledge gained from comparing developed and emerging markets will help me make more informed strategic decisions, particularly in adapting marketing approaches to diverse economic and cultural contexts. Additionally, I will apply my improved research, critical thinking, and structured writing skills to produce more analytical and evidence-based work. This experience has also strengthened my ability to integrate theoretical frameworks with practical insights, which will be valuable in my future career in business and marketing, enabling me to contribute to strategic planning and global market analysis effectively.
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