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[bookmark: _75s7qj8aqj9q]Section 1: International Marketing Analysis
[bookmark: _4ovwxmqt2ziv]Introduction
KFC or Kentucky Fried Chicken is one of the giants of the fast-food industry in the world with a presence in more than 145 countries. As a subsidiary of Yum! Brands, the firm has managed to spread its presence through strong brand identity, which is based on its secret formula of herbs and spices. This report centers on strategic operation of KFC in India and United Kingdom to come up with a cross continental analysis. These two markets provide an attractive comparison because they share certain features based on the different economic profiles, consumer demographics, and rich culinary traditions. Whereas the United Kingdom is a mature and Western economy that has an extensive appreciation of the brand, India is a dynamic and rapidly expanding economy with complex cultural and dietary needs. The choice of these particular locations, permits a critical analysis of the adaptation of a global brand, which has a marketing mix to local sensitivities. The sections below discuss the macroenvironmental issues and strategic frameworks that determine the success of the brand in these various foreign environments.
[bookmark: _fm6aiw6uzi0n]Comparative Macroenvironmental Analysis (PESTEL) 
	Factor
	India
	United Kingdom

	Political
	Multi-party democracy; focus on 'Make in India' and local sourcing; bureaucratic complexity (PILLAI, 2025).
	Stable parliamentary democracy; post-Brexit trade adjustments; high regulatory transparency.

	Economic
	Rapidly growing middle class; high GDP growth; price-sensitive market with rising disposable income.
	Mature economy; high purchasing power but impacted by inflation and rising energy costs.

	Social
	High percentage of vegetarians; diverse regional palates; food as a social and family celebration.
	Meat-centric diet; increasing health consciousness; convenience-driven and "on-the-go" food culture (Hansen and Wethal, 2023).

	Technological
	Massive mobile penetration; digital payment revolution (UPI); rapid growth in 3rd-party delivery apps (Bansal, 2024).
	Advanced e-commerce; mature self-service kiosk adoption; sophisticated loyalty app integration.

	Environmental
	Strict ban on single-use plastics; focus on sustainable sourcing; varying waste management infrastructure.
	"Plastic Tax" regulations; high consumer demand for carbon footprint reduction; Net Zero targets.

	Legal
	FSSAI food safety standards; complex labour laws across states; strict FDI regulations in retail (Kapur, 2024).
	FSA standards (High); stringent health and safety at work acts; strict advertising codes for junk food (Khan et al., 2024).


Table 1: Pestle Analysis
The political environments in India and the United Kingdom provide different operational opportunities and threats to a multi-national corporation such as KFC. The government in India is also focusing on local manufacturing and sourcing by offering programs like the Make in India to get the brand to use local poultry and manufacture to its supply chain to circumvent high importing tariffs in India. Although India has a stable democratic system, bureaucracies in which there are various state-level approvals may prove to be more complicated than in the United Kingdom. The United Kingdom on the other hand, offers a very clear and foreseeable political environment, but the post-Brexit situation has brought other complications to the trade and export of merchandise in Europe (Alaofin, 2023). Such political changes necessitate that the brand should be dynamic in its logistics to ensure that its popular original recipe is consistent in the British Isles.
The pricing and expansion policies of KFC in the two regions are based on economic factors. India is a country that is defined by the booming middle class and massive growth of GDP, which generates a huge market of prospective customers with growing disposable income. Nevertheless, the Indian market is still very price-conscious, which requires an entry-level menu with a value for money to attract a wider range of population. On the other hand, the United Kingdom is a developed economy with consumers having a substantially greater personal purchasing power (Chan, 2022). Though affluent, recent inflationary forces and oil prices in Britain have strained the household budgets creating a shift in consumer behaviour towards cheap luxuries such as a fast meal. The Indian approach is more of volume and market penetration and British one tends to be more on premium products and efficiency in order to sustain margins in a cost-high environment (Panditharatne, 2025).
This social aspect is probably the most serious one, in which KFC needs to exercise cultural intelligence. In India, the brand will be faced by an exclusive population of approximately forty per cent vegetarians based on religious and cultural practices. It requires a radical break with the image of the world of chicken only, which resulted in the creation of large vegetarian menus with paneer and vegetable patties. More so, Indian customers usually consider dining out as a family affair and demand bigger restaurant format and bucket meals to be shared (George, 2025). Although meat consumption is still high in the United Kingdom, health consciousness and flexitarianism is becoming a major trend. British consumers are also more demanding when it comes to the question of the nutritional content and more willing to consume foods that are fast and individual in the middle of a hectic working schedule (Randall, 2022). The culture of the brand is also different as it is an old classic in the British diet and a symbol of Western desire to many people in India.
The delivery and ordering process in both markets has been revolutionized by technology yet the digitisation process has taken different paths. The situation in India has been a leapfrog effect: with massive mobile phone penetration and the Unified Payments Interface, which is supported by the government, digital payment has become the norm even in smaller cities. The swift emergence of third-party delivery aggregators has enabled the firm to access a large segment of customers who are way beyond its physical stores. In the case of the United Kingdom, emphasis is made in advanced automation and data-driven marketing (Dahal, 2024). Most of the British outlets have now moved towards self service kiosks to decrease wait time and labour expenses and the KFC loyalty app is very integrated to offer personalized offers basing on the history of purchases. Both markets are presently experiencing the shift towards the soaring home delivery demand to the so-called dark kitchens, and this marks the beginning of the global change in the way to consume fast food.
In both countries, environmental sustainability has not only ceased to be a corporate social responsibility objective, but it has also become a mandatory direction of regulation. Aggressive bans on single-use plastics by the Indian government have meant that the brand has to be innovative with wooden cutlery and paper-based packaging in thousands of locations (Mathura and Maharaj, 2025). The issue of sourcing locally in India is not only a political choice, but an environmental one that minimal carbon footprint of the supply chain is necessitated. The brand is even more regulated in the United Kingdom, with a plastic tax, and high demands on the consumer of ethical sourcing. British customers are becoming more enlightened on animal welfare and the environmental footprint of poultry farming and the company has pledged to have better welfare standards and provide transparent reporting on greenhouse gas emissions (Hernandez, 2022). These environmental forces necessitate unceasing redesign of packs and a more eco-friendly method of waste control in both on-street and drive-through outlets.
The last stage of the macroenvironmental analysis is legal frameworks that help safeguard food safety and fair labour practices. Food Safety and Standards Authority of India (FSSAI) in India hold strict control over all food processing and food service processes (Satarkar, 2026). Operating within the Indian legal environment includes also adherence to several state-specific labour legislation and land acquisition rules that may influence the rate at which stores are opened. The United Kingdom has a governing body known as the Food Standards Agency (FSA) that has one of the highest hygiene and safety scores across the globe (Surareungchai et al., 2022). Moreover, the British legal system lays a great stress on the health and safety at work and stringent codes of advertising that restrict the advertisement of food high in fats, sodium, and sugar to children.
[bookmark: _c7u0zuzec9ge]Comparative Analysis of STP Strategies 
The strategic model of Segmentation, Targeting, and Positioning (STP) is one of the foundations of the international success of KFC that enables the brand to be global and at the same time attain local appeal (Kumar, 2026). Through looking at the way the business is carried out in India and the United Kingdom, it is clear that the fundamental product is fried chicken, however, the implementation of the STP is very different to suit different socio-economic conditions and cultural requirements. In this section, the paper determines the customization of these strategies to meet the unique needs of the individual markets to facilitate consumer interest and brand loyalty.
Segmentation
The brand has a multi-dimensional segmentation strategy in both the United Kingdom and India, emphasizing on the demographic, geographic and psychographic variables. The company has age and income as the basis of age and income demographics. Caution has been taken in India with regard to the youth and young professionals which form a large segment of the urban population. The United Kingdom has a wider segmentation, which includes families, students and working-age adults (Petit, 2025). Income segmentation is especially important in India, as the brand provides a graded menu to meet the requirements of the newly formed middle-income groups, as well as more luxurious urbanites.
In the United Kingdom, the strategy is fairly old with outlets at strategic points along high streets, retail outlets and at motorway service stations to ensure maximum access to a mobile population. Geographic segmentation in India on the other hand at the inception concentrated in Tier 1 cities such as Mumbai and Delhi but it has spread quickly to Tier 2 and Tier 3 cities. Such a growth comes after the development of organized shopping and retail malls, where the main outlets of the Western-style fast food are found.
The psychographic segmentation brings out the greatest difference between the two regions. In the United Kingdom, the market has been segmented on the lifestyle of the people who are convenience seekers to have the speed and reliability during lunch breaks or after work. Experience seekers and social explorers, are the target psychographics in India. To a large Indian customer, visiting a global brand as KFC is a way of life with modernity and social status other than a fast food.
Targeting
The United Kingdom targeting strategy is developed in mass-market. Its main focus will be on time-poor people and families seeking a low-cost yet quality meal. The brand is highly focused on the Friday night treat or the weekend family bucket where the brand is competing with the traditional fish and chip stores and other local take away stores. The British target market is already familiar with the heritage of the brand and marketing messages can be based on value-added offers and the finger lickin good flavor.
In India, the targeting plan is more sophisticated, as India has a varied food situation (Gulati et al., 2023). The brand focuses on young people in cities and young families that are receptive to foreign cuisines. Most importantly, the firm has come up with dual-targeting in India to embrace non-vegetarians and vegetarians. The brand can afford not to hurt the population by providing a powerful selection of vegetarian products. In India, the market is mainly aimed at the aspirational consumer since this is a high-end brand but affordable to most consumers in the market. This age group is usually tech-savvy, has an internet-based payment system, and is extremely subject to world trends and celebrity marketing.
Positioning
The difference between the two markets is the most visible in positioning. The brand is perceived as a Convenient Staple in the United Kingdom. It holds a comfort and reliability niche in the psyche of the Britons. The advertising emphasizes the originality of the "Original Recipe" and the utilization of fresh chicken which is of British origin. It is viewed as a place to go to in terms of reliability and speed (DuBois, 2023). The brand does not have to tell what it is, rather, it supports its stance with the help of humor and cultural allusions that appeal to the sense of irony and tradition of the British people.
In India, however, the brand is placed as an Aspirational Western Treat. Although it is becoming more connected to everyday life, it is not only novel but has a feeling of status. This is highlighted in the positioning that highlights the International Standard of the hygiene, quality and service that sets it apart with the local street food or unregulated restaurants. The company positions itself in the Indian market as a social gathering and celebration place. The stores have a physical environment that is more high-end than the average British store, with a modern design and oversized seating to make the customers spend more time.
Also, the positioning of the brand in India is highly dependent on the Cultural Adaptability. The emphasis on its vegetarian assortment with the help of its famous chicken makes the company look as an international guest who respects and is accepted (Gamba, 2025). This global brand, local taste is known as Glocal positioning that is necessary in winning the initial resistance that certain western fast-food brands encountered in the subcontinent. In the United Kingdom, positioning is more classic in the sense that it has focused on the American Southern heritage of the brand but focused on the fact that it supports the local British farmers.
[bookmark: _y4knjodbtkeq]International Marketing Mix (7Ps) Adaptation 
The fact that KFC has succeeded in different markets such as India and the United Kingdom speaks volumes of how it has managed to strike a balance between global consistency of the brand and extreme local adaptation. With the help of 7Ps model, the company will be able to guarantee the resonance of the value proposition with the particular economic, cultural, and social needs of every place (Mattiello et al., 2024). In this segment, the analysis is done on how the brand will use its marketing mix to stay competitive in a mature Western market and a fast developing Asian economy.
Product
The most conspicuous aspect of the strategy of KFC is product adaptation. The product core in the United Kingdom is the so-called Original Recipe, which is chicken, focused on the tradition of the secret eleven herbs and spices. British menu emphasises on the traditional buckets, wraps, and burgers which serve the traditional meat-devouring market (Ciobotaru, 2024). The introduction of vegan burgers in the UK market recently was meant to deal with the flexitarian trend, although the focus is more on poultry.
On the contrary, the Indian market needs an extreme shift of the usual global menu. The brand has responded to the high level of vegetarians by creating a large line of the Vig Stars, including the Paneer Zinger, and Veggie Snacker. These products are cooked in different kitchen sections to avoid violating religious and cultural feelings. Moreover, the Indian taste is more inclined to the increased amounts of spices, which is why the Hot and Spicy versions and the Peri Peri sprinkles have appeared, and these are specifically Indian (Karmakar et al., 2022). Undoubtedly, the UK menu is comparatively stable, but the Indian product range is defined by a large number of limited time offers that include local tastes such as biryani-style rice bowls.
Price
Purchasing power and economic conditions of any country are very significant in pricing strategies (Cakranegara et al., 2022). The brand uses a "Competitive Pricing" strategy in the United Kingdom. Being a mature market, the consumer is likely to compare prices in different fast-food restaurants and in the local takeaways. To sustain high volume, the company has value promotions like, Saver Menu, and Tuesday Special buckets. The high cost of operation such as labour and energy affects the pricing in Britain, which has higher absolute prices point than India.
In the Indian market, there is the need of a Penetration Pricing and Value-Tiering strategy. The brand uses entry-level products at extremely low price points, including the "Chicken Longer" or "Snack Boxes" to compete with a huge unorganized street food industry as well as other international chains. This plan will ensure that the brand is affordable to the demographic of the lower-middle-class. Nevertheless, in the case of its iconic buckets, it sticks to a premium price in comparison to the local food, making the meal a luxury. This price discrimination strategy will enable the company to win over the low-income young and the relatively higher-income family segment.
Location
In the United Kingdom, high accessibility, and convenience characterize the Place strategy. The stores are in well-strategized locations which are most frequented places like the high street in cities, transport locations like airports and highway service stations. The Drive-Thru format is immensely popular in the UK, which addresses the car-centric lifestyle of the suburban population (Henderson, 2022). Moreover, the brand also has a strong connection with the services of the largest delivery services such as Just Eat and Deliveroo, which provides the product access to nearly any family in large urban cities.
Organized Retail and Urbanization in India are the two factors that are interconnected with distribution strategy. There is a high concentration of Indian stores in the shopping malls and food courts, which are the main recreational areas of the family. The brand is also venturing into Transit points such as railway stations and airport to capture the population that travels. Although the Drive-Thru concept is increasingly being practised in India, it is not as widespread in the country as in the UK. Rather, the brand is extremely reliant on its internal delivery system and third-party applications such as Swiggy and Zomato to overcome the logistical challenges of the Indian cities.
Promotion
The brand has many years of history and a specific sense of British Humour that is commonly used in promotional activities in the United Kingdom. The advertising campaigns are usually eccentric, self-referencing and ingrained in the British pop culture (Rosenberg, 2022). The media that the company employs, through both traditional media such as television and outdoor billboards utilization, have become a leader in social media interaction, where the company engages with fans via a platform such as X (previously Twitter) in a manner that is witty and relatable.
India has more promotional practices of a more "Celebrity Endorsements" and an aspirational branding (Agarwal, 2026). The brand regularly associates with the celebrities of Bollywood and renowned cricketers to cultivate confidence and mass popularity. Marketing messages are focused on the "Quality" and the "International Standards" of the food in order to assure that consumers have been convinced on hygiene which is one of the major concerns in the Indian food industry. Special promotions are a necessity as well; an example is of the special festive buckets that the company introduces during Diwali campaigns or the Cricket world cup such that the brand is associated with the major passions of the country.
Physical Evidence, Process and People
The last three Ps which are called People, Process and Physical Evidence is associated with service delivery and the physical nature of the stores. The "Process" in the United Kingdom is set to be as fast and efficient as possible. Most stores now use self-service kiosks as the main way of ordering and do not involve much interaction with human beings and time spent waiting (Henderson et al., 2024). The People factor concentrates on uniformity of service quality in thousands of locations and in most cases it is a multifaceted workforce comprising a high number of youngsters and scholars.
One of the differentiators is the People aspect in India. It has a more table-oriented service than the UK, and the staff is trained to be very hospitable in order to meet the family-orient-based dining culture. The store ambiance or physical evidence in India is usually of a higher quality, with vivid decor, seats and air conditioning to get out of the heat and noise of the streets. Although, British stores are shifting towards a more functional and industrial look in quick turnarounds, the Indian stores lie at the frontline of being modernized social places whereby groups are urged to spend time. Both of the markets, however, focus on "Process" by having open kitchens and displaying visible hygiene ratings to display consumer confidence in the food preparation standards.
[bookmark: _l86h2watlp60]Directional Development Strategy 
	Strategy
	Application to KFC India

	Market Penetration
	Increasing store density in Tier 1 and Tier 2 cities; launching value-driven "Snack Boxes" to increase frequency of purchase.

	Market Development
	Expanding physical presence into Tier 3 cities and transit hubs like railway stations and airports to reach new geographic segments.

	Product Development
	Introducing region-specific items such as the Paneer Zinger, Biryani Buckets, and Peri-Peri Chicken to suit the Indian palate.

	Diversification
	Moving into the "KFC Weddings" catering services or branded merchandise, representing new products for entirely new market needs (Wang, 2022).


Table 2: Ansoff Matrix
The market penetration and aggressive product development can be largely described as the directional development of KFC in India. During the early entry years the business has had to concentrate on penetrating the market by opening up in the major metropolitan centers. In order to gain a bigger portion of the stomach, the brand added high-frequency low-cost products, which promoted eating daily instead of having a special treat. This strategy enabled the company to compete favorably with the local street food as well as the international established players. Nevertheless, product development to suit the special Indian population has been the greatest growth driver. The brand has understood the cultural value of vegetarianism and has come up with a parallel menu that is not present anywhere in the globe in this vast form (Fatima and Issa, 2025). This innovation enabled the brand to address whole families where one of the members may not be a meat eater and thus eliminate a significant entry barrier. The company changed its image as a foreign one to a local favourite by diversifying the menu with the local flavours and textures. Presently, the brand is on the quest to expand to the market by penetrating the small towns and rural-urban periphery. The digital revolution coupled with better logistics in India has made it feasible to ensure the quality of food in more distant areas (Alunagl, 2025). This geographic growth along with the digital incorporation via delivery apps, makes sure that the brand is on the top of the structured quick-service restaurant market. All these measures are indicative of an advanced knowledge of the process of expanding a global brand in the middle of a complicated and extremely competitive emerging economy.
[bookmark: _nezekfreommc]Ethics in the Marketing Mix 
Some aspect of the ethical aspects of marketing mix in KFC include the difficult aspects of ethical marketing such as public health, responsible sourcing, and vulnerable populations. One of the major issues is that high-calorie fast food contributes to the increasing levels of obesity especially in the United Kingdom where strict advertisement rules have now curtailed the advertisement of such food to children (Carters-White et al., 2022). In addition, animal welfare criteria and environmental consequences of large-scale poultry farming are also questionable among the company in its global supply chain. The ethical and cultural responsibility in the Indian market is to ensure that cross-contamination is highly observed between the vegetarian and the non-vegetarian food (Janecko et al., 2023). To address these criticisms that have been raised with regard to the product, clear labelling of the nutritional content and the limiting of sodium and trans fats is a necessary step. By focusing on obtaining ethically sourced ingredients and following responsible marketing, the brand will be able to overcome reputational risk factors and match the growing global expectations of corporate accountability.
[bookmark: _lluwsp7f4rfh]Future Recommendations 
As an international company, KFC needs to address itself by engaging further in digitalization and diversifying health-oriented product lines to maintain and expand the market share in the international market. Investment in the dark kitchens and owned delivery technology will help increase the operational efficiency and coverage in the urban centres with high population density in both India and the United Kingdom (Mohapatra et al., 2023). The large opportunity to take the market by storm with the inclusion of plant-based protein alternatives will be more aggressive, which will serve the growing flexitarian demographic in the West and a more established vegetarian foundation in Asia. Also, the brand must enhance its sustainability efforts through switching to entirely circular packaging solutions and regenerative farming activities in the local supply chains (Perdana et al., 2023). By use of data analytics, it will be possible to enhance the loyalty programme and hence provide more personalised consumer engagement, which will result in brand equity in the long-term. The first mover strategic opening of untapped Tier 3 cities in the emerging economies will be a serious first-mover advantage against the international participants.
[bookmark: _ujtjocuit2vn]Conclusion
KFC has been incredibly strong and flexible as it has adapted its marketing mix to the cultural and economic environments peculiar to India and the United Kingdom. By using elaborate segmentation and a glocal strategy of product development, the brand has continued to be a market leader. Although health and sustainability issues concerning ethics remain, active strategic changes and an emphasis on digital innovations will provide the global expansion and competitiveness in the fast-food industry.



[bookmark: _2wpmmi3x3doy]Section 2: Reflective Account
The subsequent reflective report applies Kolb Cycle of Reflective Practice in assessing the process of conducting research, analysis, and preparing the international marketing report in KFC. This four stage model that includes Concrete Experience, Reflective Observation, Abstract Conceptualisation and Active Experimentation offers a systematic, systematic way of converting the practical task of completing the assignment into a significant learning process.
Concrete Experience
The initial phase of this reflective process consisted of the complicated task of preparing a 4,000-word comparative analysis of the international marketing strategies of KFC in India and the United Kingdom. The main aim was to show a level 7 and systematic knowledge about international marketing, that is, evaluation of the macroenvironment and strategic modification of marketing mix. This exercise involved choosing one of the global brands on a list of predetermined ones and using strict theoretical models, such as PESTEL, STP, and the 7Ps, to real-life operational information.
The research stage was a vigorous data synthesis process and entailed gathering of academic reviews, primary research articles, and company reports of Yum!. Brands. It was a considerable challenge to maneuver the huge information sceneries of two geographically and culturally different markets. The United Kingdom provided already mature and stable data points and clear regulatory perspectives; the Indian market required a significantly more in-depth study of the local cultural peculiarities (Meera and Vinodan, 2024). This involved delving into the convolutions of religious eating prohibition and the swift progress in computer-based infrastructures of payment such as UPI.
The very process of writing the report was a rigorous academic exercise where there was a need to balance both the word count requirement and the criticality level of the same at a postgraduate level. Each section needed to be evidenced and go beyond description to answer the question of why and how of the global-local approach of KFC. This phase played a significant role in building the professional autonomy necessary to prepare and execute a high level research assignment within a particular time period.
Reflective Observation
Based on the process of implementing the report, a number of important observations were made concerning the process of research and synthesis. To begin with, the propensity to overuse the descriptive over the critical was present. As an example, it was easily possible to list the menu items in India and explain why these very adaptations were needed to survive in the market (Umar and Wilson, 2024), but, in this case, it demanded a more analytic approach of why this was the case. I noted that, objectivity in comparing a mature market in the west to a high growth economy in the East was the most difficult part.
The other observation was in regard to time and resources management. The depth of the 7Ps analysis of two countries meant that some of the sections went over their word counts with a hard editing process required to ensure that they did not go beyond the 10% margin of the total 5,000 words. Another thing I observed was that whereas secondary research presented the what, in the quest to establish the how and the why behind the strategic choices of KFC, more detective-work was needed with industry news and annual reports. This phase provided the insight into the significance of the credibility of the source since numerous online reviews of fast food do not have the scholarly basis to be considered a Level 7 paper.
Abstract Conceptualisation
During this step, the real-life experiences were associated with the general marketing and academic theory. The project highlighted the theory of "Glocalisation" the concept that a brand has to think global and act local in order to be successful. Using Ansoff Matrix to the Indian market was a turning point in my personal growth in terms of directional development (Wadkar et al., 2024). It became apparent that it was not only about the sales of chicken that KFC was successful, but about strategic development of the market and product innovation that was in response to the social issues of the local market.
Moreover, writing the report helped to strengthen the significance of the Five Generic Assessment Criteria: Engagement with Literature, Knowledge and Understanding, Cognitive Skills, Practical Skills, and Transferable Skills. I conceptualised that high-level academic writing of level 7 is not only about reproduction of knowledge, but rather about the original application of knowledge to complex and unpredictable professional environments. The necessity to overcome the ethical problem led to the necessity to change the approach to the pure marketing based on profit motives and turn to the concept of corporate social responsibility, which emphasizes the fact that the contemporary global marketing cannot be discussed outside the framework of global ethics and sustainable marketing.
Active Experimentation
The end part of the cycle is to carry the lessons learnt and use them in the future professional and academic pursuits. In the future, I will be more organized in regard to the research step, which could be by taking a more organized grid of pre-analysis, so as to be sure that I am gathering key points, and not only descriptive data. This would eliminate the necessity of having to rewrite a lot of material and also ensure a logical flow of the document.
The acquired skills in conducting a PESTEL and 7Ps analysis will be invaluable in the professional practice. Now I have more confidence about my skill in the assessment of a business environment in a systematic way and to make justified recommendations using incomplete or complex data. To make sure that further work is based on the very edge of the field, I will practice my academic database utilization. Besides, the practice of a strict adherence to a complex assessment brief with a set of policies on using specific formats and AI has increased my focus on detail and professionalism. The reflection has acted as a gap between a solitary scholarly assignment and my future career progression as an effective business leader.
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