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[bookmark: _Toc225472502]Section 1: International Market Entry Strategy and Marketing Mix
[bookmark: _Toc225472503]1. Overview of KFC International Expansion 
This report aims to analyze the comparative positioning strategies of KFC in India and the UK, focusing on market entry and marketing mix. KFC is a well-known multinational household brand of fast-food restaurants in fast food industry. The company is based in United States and has expanded internationally through franchising and strategic alliance. It has a brand image associated with fried chicken products, special seasoning, and service consistency of products (KFC, 2026). The organisation had since expanded to be a multi-national food service organisation operating many markets unlike it was a domestic restaurant chain.
[image: Soon, KFC to sell 'Vegetarian Fried ...]
Figure 1: KFC 
(Source: KFC,2026)
One of its strategic objectives was foreign expansion since individuals required convenience and cheap food throughout the globe. The company could exploit local knowledge and distribution channels of the market through joint venture and franchising. Indian operations have vegged food menu localisation and local flavour. In contrast, UK market is typified by operations that follow the convenience factor, high brand name and chain restaurants.
[bookmark: _Toc225472504]2. Comparative Analysis of Macro Environment (PESTEL) 
[bookmark: _Toc225472505]2.1 Political Factors
The other factor that defines the regulatory environment within which the multinational food service companies are operated is the political environment. The policies of the government determine the guidelines of foreign investment, licensing, and standards of operations in different markets (Thomas et al., 2021, p.110872). India control is comparatively acceptable in foreign direct investment in retail and food services. International brands can franchise and enter into partnerships, but it has to abide by the local ownership or legal approval regulations. 
Food safety governance is also another political factor that is relevant in India. Regulation applied by governments is concerned with food preparation, origin of the food and sanitation in the restaurant procedures. 
United Kingdom has a good and open regulation environment. The government agencies present clear policies on food safety, labour standards and consumer protection. Foreign investment policies normally allow free operation in international firms that spread international restaurant brands.
Strategic implication for KFC: Political stability in India and UK makes KFC plans of investment and expansion easy, whereas adherence to local regulations helps in running its operations and maintaining its brand name.
[bookmark: _Toc225472506]2.2 Economic Factors
Consumer buying behaviour and the performance of the restaurant industry is highly influenced by the economic conditions. Income level disparity, price stability and inelasticity have an impact on consumption of fast food in the international markets. India is an underdeveloped economy where there is evident income disparity between urban and rural dwellers (Eierle et al., 2022, p.95). Eating convenience is a trend amongst Urban middle class consumer due to busy schedules and increased disposable income. Sensitivity to price is however an aspect that cannot be overlooked and the restaurants ought to incorporate value-based pricing strategy. 
United Kingdom, however, is a mature consumer market that is not experiencing a declining income and whose purchasing power is at its peak. There are regular demand needs among the customers in the convenient food services. Restaurant rivalry is therefore founded on efficiency, product and brand differentiation rather than mere price. 
Strategic implication for KFC: The economic environment, KFC encompasses the need to implement pricing strategies that cater to the local levels of purchasing power so as to be competitive and profitable both in the Indian market and in the UK market.
[bookmark: _Toc225472507]2.3 Social and Cultural Factors
The consumer food preference and the restaurant consumption behaviour greatly rely on social and cultural environment. Cultural practices, population trends and change in lifestyles affect the food products demand in the various markets. The Indian dietary culture that is greatly influenced by religion and cultural practices is vegetarianism. 
The Indian population is also composed of a massive population of youths who are increasingly getting exposed to the world culture and lifestyles. Especially at shopping centers and entertainment places, young consumers are also likely to seek convenience food and international cuisine amenities. The urban cities are experiencing the growth of dining out due to the busy working schedules and the rising disposable income.
The use of fast-food is deeply embedded in the population of the United Kingdom which is one of the countries. The comfort remains to be one of the important elements in purchasing decisions. However, the growing health awareness is driving the consumers to consider nutrition and healthier food options in selecting food items.
Strategic implication for KFC: KFC can use the cultural preferences and trends in lifestyles and customise its products and marketing messages to match the consumer values and preferences in India and UK.
[bookmark: _Toc225472508]2.4 Technological Factors
Technology is a very influential aspect of the modern food service business and defines the operations and interaction of the restaurants with the customers. Online platforms also help businesses to make ordering easier, streamline their businesses and develop consumer relationships (Yusuf et al. 2022, p.75). The Indian and United Kingdom are becoming increasingly important in terms of the mobile ordering systems. Customers can go through menus, take orders and payments via smartphone apps. The technology reduces waiting time and increases the overall convenience.
The restaurant delivery concepts are another manner in which food delivery applications have transformed the restaurant industry. Online food delivery is in demand in Indian cities due to the rise in smart mobile phone use there. The customers are frequently making orders online on the meals and are not visiting the restaurants. The delivery services are also enjoyed by the United Kingdom as people have busy lifestyles that favor home delivery. The social media networks allow restaurants to promote goods, campaigns, and promotions and engage more consumers of the younger generation.
Strategic implication for KFC: By investing in the development of the technological sphere, KFC may improve its customer interaction and efficiency, which will enable the brand to support the digital demands of the customers in India and the United Kingdom.
[bookmark: _Toc225472509]2.5 Environmental Factors
The global food service industry has also been concerned with the sustainability of the environment. The pressure on the restaurant chains to make sure that they adopt sustainable business practices continues to put them under pressure due to consumers, regulators and environmental organisations. Packaging waste is one of the largest environmental factors that accompany consumption of fast foods. Plastic packaging and disposable containers are the source of pollution and landfills. It is therefore the push of the governments and environmental organizations that companies should use recyclable or biodegradable packaging materials. Restaurants are increasingly considering alternative packaging as a way to avoid the effects of the environment and behave in a responsible corporate way (Xia, 2023).
The issue of sustainability of the supply chains is also becoming popular in the operations of the restaurants. Responsible and ethical production standards should be sourced to the businesses. The government has made efforts to sensitize the environment in India by motivating individuals to consume less plastic waste. The rules in the UK are highly sensitive to responsible waste management, energy conservation and environment-friendly packaging.

Figure 2: PESTLE Analysis
(Source: Self-Created)
Strategic implication for KFC: Eco-friendly practises boost the image of the KFC brand as well as satisfy consumer demands of sustainability, which affect supply chain decision-making and operational practises within both markets.
[bookmark: _Toc225472510]2.6 Legal Factors
The extent of regulation to which the restaurant business is exposed in the foreign countries is determined by laws. The operational legitimacy may be maintained under the labour laws, advertising standards and food safety laws. The labour legislation regulates the working hours, employee welfare and safety provisions at workplace in the hospitality industry of India. These rules must be followed by the operators of restaurants in an effective management of the operational costs. The urban areas typically make the availability of a substantial labour force to perform tasks in restaurants easy (Eierle et al., 2022, p.95).
United Kingdom has stringent labour legislations that protect the rights of workers and their workplaces. Minimum wages, employee welfare and safety laws increase the cost of operating but they offer fair employment practices. The regulations of advertising also influence the marketing communication. Governments in the two countries monitor the promotional messages and it presents false information. Additionally, tough food safety laws make restaurants to practice hygiene laws, food safety laws, and regular inspection to ensure that the health of consumers is not at risk.
Strategic implication for KFC: The legal compliance of KFC is what keeps it operationally legitimate and thus the company is required to follow various standards of regulation in India and UK in order to operate in the market easily.
Comparative Evaluation
The macroenvironmental analysis contrasts and compares the macroenvironment in India and the United Kingdom. Political and legal frameworks in both countries focus on the food safety and consumer protection. Otherwise, India has a tendency of providing more challenging regulatory procedures to foreign investment and market expansion. Economic reasons also differ greatly. India is a new consumerist market, and the prices are elastic and the population increases and the United Kingdom is a stable market, and the buying power (Rana et al., 2022, p. 503).
Different social and cultural environments are also present. The Indian consumers are likely to adhere to the strong cultural dieting practices, and youthful lifestyle trends. The British consumers on the other hand are more concerned with convenience and are becoming more health and nutrition conscious. The two markets are very technologically adapted with mobile ordering and delivery systems. 
[bookmark: _Toc225472511]3. Comparative Analysis of STP Strategy (Segmentation, Targeting, Positioning)
[bookmark: _Toc225472512]3.1 Segmentation
Market segmentation is an appropriate strategic tool in international marketing. It enables the international restaurant chains to identify consumer groups that bear some common characteristics and buying trends. Segmentation allows organisations to focus products and marketing communication in the local needs of the consumers and cultural preference (Xia, 2023).
In India, the marketing strategies use the demographic segmentation. It has a large and varied population whose earnings rates, age and culture are varying. Fast food restaurants tend to target the urban demographic, and access to disposable income, as well as exposure to international brands are fairly high. Another significant target group is the urban youth as they are strongly interested in new ways of life and convenient food. The majority of young shoppers tend to branded food shops which are located in the shopping centers, entertainment venues, and school districts.
The young consumers too are very active in the digital and social media communication. The behaviour has made restaurants develop marketing campaigns to appeal to the younger generation through online channels. The youth customers are also more likely to experiment with international food (GS, 2022, p.137). Menus are therefore by default innovated and marketed on the basis of the young lifestyle appeal. The rise in the household income and employment in the urban areas has resulted in the rise in money spent on eating out. The family units seek out low priced restaurants to have their convenience and good socialization.
The United Kingdom uses the lifestyle aspects as the basis of segmentation and not necessarily aided by the demographic aspects. The students constitute an important proportion of the population as they usually desire to have affordable meals near universities and residential areas. A second critical target audience is busy, working professionals who prefer to eat throughout the day due to their schedules or during travel. The restaurants therefore put-up branches near offices, commercial centers and transport centers. 
[bookmark: _Toc225472513]3.2 Targeting Strategy
Targeting strategy is where it targets consumer groups with high potential of demand and profitability in the long run. The international restaurant brands will carry out their market character study and then determine the relevant target audiences. It helps businesses to reach a subset of consumers who will most probably purchase their products (Yusuf et al. 2022, p.75). KFC employs a differentiated targeting strategy, tailoring offerings to diverse consumer groups. This approach aligns with targeting theory by focusing on specific segments, such as urban youths and middle-income families in India, and convenience-oriented consumers in the UK.
Major target audiences in India are the urban youths and the middle-income families in big cities. The rapid pace of urbanisation and increase of the population of individuals capable of working has created a large population of students and young professionals. These consumers usually desire to enjoy cheap meals in convenient locations such as shopping malls and business districts. Marketing communication is therefore built around excitement, socialization and new food culture in the restaurants (GS, 2022, p.137).
Another important target market of India is the middle-income families. Family meal is usually during weekends, holidays and social events. The family is engaged by restaurants in packages and meals which they create to entice them. Value pricing strategies can help in attracting households that are cost conscious and maintain the brand image.
In the United Kingdom, the kind of targeting is mainly hinged on the convenience-oriented consumers. The other segment that is excellent to consider is the students and the working people as they have a tendency of eating takeaways. Restaurants tend to locate their outlets close to universities, offices, and transport centres to access this group of customers. The promotional communication concentrates on convenience, consistency of the good and flavor.
[bookmark: _Toc225472514]3.3 Positioning Strategy
Positioning strategy is the way that the brand is presented to the consumers in comparison to the competitor food outlets. Strong positioning delivers a certain value proposition that aligns with local consumer perception and orientation to culture.
Indian positioning is based on the affording and menu localisation. The consumers often put into consideration the price and cultural appropriateness of the fast-food products. Restaurants therefore, sell value-oriented foods which remain affordable to the middle-income earners. Local food stores, street vendors can compete with international brands, utilizing competitive prices (Naida, Anita and Arsyad, 2024, p.152).
Positioning in India is also predominantly localised as far as menu is concerned. The culture of the population in regard to food greatly influences the food preferences of consumers. The restaurants include vegetarian food and local flavors in the food. Acceptability of the products in Indians is increased by hot tastes and familiar ingredients. Marketing communication is more inclined to focus on diversity, low cost and cultural localization without the loss of international brand recognition.
Positioning in the UK is oriented towards reliability, convenience, and quality that is never different. The consumers of the developed markets tend to value familiar brands and a familiar meal. Restaurants specialize in speedy delivery, convenient locations and other convenient services such as delivery and takeaway. Brand heritage also helps in positioning as the period of stay instills confidence in the consumer (Schlegelmilch, 2022). 
[bookmark: _Toc225472515]4. Comparative Analysis of International Marketing Mix (7Ps)
[bookmark: _Toc225472516]4.1 Product Strategy
Product strategy is one of the most vital elements of international marketing because the food taste of the consumers varies across cultural arrangements. Good restaurant brands modify the menu without the name. KFC employs both standardization and adaptation in its product strategy. While core products remain consistent globally, menus are adapted to local tastes, such as vegetarian options in India, aligning with product core and attribute theories.
The menu development in India is geared towards vegetarian cuisine and orientation towards the culturally related ingredients. Religious and cultural eating habits have continued to make vegetarianism very common. The restaurants are therefore offering alternative products such as vegetable based burgers and wraps to increase the adoption among the various consumers. Spicy flavours are also popular in the Indian cuisine (Costello et al., 2022, p.288). Restaurants incorporate local spices and seasoning so as to fit local taste preferences and add value to products.
The cultural restrictions are not as acute. Its menu specialty is predominantly fried chicken products and fries and sandwiches which is mostly traditional. Equivalent products enhance uniformity in the brands in markets. It has appropriate diversity but with the change of flavours and seasonal products every now and then. 
[bookmark: _Toc225472517]4.2 Price Strategy
The pricing strategy is an indicator of the economic factors, purchasing power of the consumers and the market forces. Individual pricing balances between low prices and profitability in other international markets.
There is need of value pricing in India as consumers in India are highly price sensitive. Restaurants typically induce a combination of deals of meals and promotional offers to attract the middle-income earners. Packages of meals, beverages, or side dishes encourage more purchase at a lesser price. The promotional prices, the offers with a time limit also tempt students and young consumers, provoking them to appear periodically and increase customer loyalty.
[image: ]
Figure 3: KFC Pricing in UK
(Source: KFC,2026)
The pricing in the United Kingdom is pegged on high buying capacities by consumers. The restaurants are also of moderate prices having meal offers (combination of various items) at lower prices. Premium pricing may also be used on some of the products, especially when attempting to launch a new flavour or a limited-edition item in the menu.
KFC uses price adaptation across markets. In India, they employ value-based pricing due to price sensitivity, while in the UK, pricing reflects higher purchasing power, aligning with price standardization/adaptation theories.
[bookmark: _Toc225472518]4.3 Place (Distribution)
Distribution strategy is by which the restaurants can reach the consumers with reachable and convenient locations. The ability to see the sights and increase customer traffic is enhanced by the right location. KFC employs a multichannel distribution strategy, combining direct (physical outlets) and indirect (digital delivery) channels to enhance market reach and convenience, aligning with place distribution theories.
The restaurants are likely to open restaurants in the cities within shopping malls and entertainment centres. The locations help to access a large number of young consumers and families interested in leisure activities. High foot traffic increases the brand visibility and they have a tendency of making impulse purchases (Sievert et al., 2025, p.15).
This is even after the fact that there is the existence of digital delivery channels as a massive channel of distribution in the Indian cities. Associating with well-known food delivery brands will assist restaurants to reach out to individuals who prefer home delivery. 
The distribution approach in the United Kingdom will be targeting the high street shops and drive through restaurants. The high street locations are found to be convenient in crowded cities where individuals are able to walk easily. These outlets are popular with commuters, shoppers, and tourists who desire to have fast food during their day-to-day activities (Susiang et al., 2023, p.438).
Drive through restaurants is also another form of distribution that is very important in the suburban areas. Drivers usually order food to be delivered without necessarily leaving cars and this is an effective service delivery. This format is associated with commuting and transportation by automobiles that is common in most cities of Britain. Distribution comparison demonstrates that digital delivery channel plays significant role in the highly populated emerging markets. 

Figure 4: 7 P’S Marketing Mix
(Source: Self-Created)
[bookmark: _Toc225472519]4.4 Promotion Strategy
Promotional strategies express brand recognition and consumer participation in competitive food markets. The practices of media consumption also tend to vary and the considerations of culture that define the marketing communication mediums. KFC utilizes a multichannel promotion strategy, incorporating direct (in-store promotions) and indirect (social media, TV ads) methods to reach diverse audiences, in line with promotion strategy theories.
India is the place where the social media campaigns will play an important role in targeting the younger consumers. The use of video sharing application sites and social networking sites allows brands to promote products in innovative manners and in interactive campaigns. The Indian marketing culture has also focused on the use of celebrity endorsements. The brand recognition among younger audiences is boosted by the association with the film stars and online role models (Singh et al., 2025, p.2496).
[image: KFC India Marketing Strategy 2025: Localised Menus, Digital Innovation &  Engagement - Brands Pe Charcha]
Figure 5: KFC Promotion Strategy in India
(Source: KFC, 2026)
Online campaigns and TV advertisement are the advertisement methods used in the UK. The television ads focus on products quality, value and convenience. The social media and video websites support other digital promotion
[bookmark: _Toc225472520]4.5 People
The issue of human resource constitutes a very significant part of service delivery in the restaurant business. The behaviour of employees influences tremendously the customer satisfaction and the entire dining experience.
The employees of the restaurant are all trained on the food preparation skills, hygiene and customer interaction skills. Consistent training programmes give the quality of services in different locations. The standardised procedures that the employees are trained on are those that make it easy to serve the customers and create a brand name.
Depending on the cultural values of different countries, customers might have different expectations on the level of quality of the service offered. India is characterized by service interactions that are friendly and keen on helping customers in making orders. The employees tend to orientate the customers by menu options and deals.
Speed and efficiency are a major concern of service communication in the United Kingdom. Customers tend to prefer quick transactions, short waiting. Staff training is therefore centered on speed and efficiency of their operations in terms of order.
[bookmark: _Toc225472521]4.6 Process
The dispensation of the services to the customers in the restaurant settings is defined through operation processes. Proper processes enhance speed of service and satisfaction of clients (Sievert et al., 2025, p.15).
Restaurants of both countries are increasingly using online ordering applications in their work. The customers can place orders via self-service kiosks and through mobile applications. The technologies reduce time wastage in lines and improve operational efficiency.
There is also the working process of the delivery logistics in the modern food service systems. Integration with delivery services allows the restaurants to plan the order preparation, packaging, and delivery in an efficient manner (Bigliardi et al., 2022, p. 1807).  
[bookmark: _Toc225472522]4.7 Physical Evidence
Physical evidence refers to the physical things that to a certain degree influence the impressions of consumers into a restaurant environment. The visual presentation and branding material and interior design are also part of the brand image.
The restaurants outlets possess different colour schemes, logos and design features that reinforce world brand awareness. The process of branding in various places across the world, promotes the knowledge and consumer confidence.
The store design also reflects the local tastes of consumers but does not lose its visual identity. Clean environment, well-organized service counters, and visibility of menus are the criteria that guarantee positive experiences of customers (Park and Li, 2021, p.1726).
Physical evidence therefore consolidates brand credibility and assists in the provision of homogeneity of perception of service in various overseas markets.
KFC employs both standardization and adaptation in its 4Ps strategy. While core brand elements remain consistent globally, adaptations are made to local tastes, pricing, and promotional methods to align with market-specific demands.
[bookmark: _Toc225472523]5. Directional Development Strategy in One Country: India 
KFC India expansion policy is one of the features of strategic direction of development in a growing consumer market. The mobile living, surging urbanisation and the increasing middle-income classes offer a perfect environment to start restaurant businesses. To a large extent, strategic development is in line with growth principles raised in the Ansoff Matrix.
One of the fundamental expansion policies in the existing urban markets is the market penetration. This element of advertising, value offers, and expanded networks of restaurants assists the restaurants in raising awareness of the brands. Increasing the number of outlets in cities encourages the visitation of the consumers repeatedly and enhances availability among urban dwellers. It is more effective at creating brand recognition and contributing to customer retention in the competitive food service environment (Rana et al., 2022, p. 503).
Menu localisation also contributes significantly to strategic growth. The eating habits of people in India are largely cultural and as such, the way they consume food. Restaurants therefore incorporate vegetarian food and regionalistic flavour profiles to the preference of consumers. The consumption of the product is increased by the blended and familiar ingredients by way of spicy seasoning amongst local consumers. 
Digital delivery expansion represents another important growth direction. The popularity of smartphones and the introduction of online ordering behaviour compel restaurants to consider it as part of the operational strategy. Cooperation with delivery service providers will allow reaching a larger number of consumers without establishing a new and concrete location. This will improve availability of the services to consumers who will desire to be delivered at their homes (SINGH et al., 2025, p.2496).
The other growth prospect in Indian market would be expansion into tier two cities. The new consumer demand of international restaurant brands has also come as a result of increased consumer income and urbanization in the smaller cities. The launching of stores in those locations will assist the company in capturing the untapped markets and strengthening the brand in the country.
[bookmark: _Toc225472524]6. Ethical Issues in Marketing Mix 
Ethics is a major concern to the evaluation of marketing in the global fast-food sector. Restaurant brands are even being criticized concerning their health impacts, marketing and their environmental concerns. These problems influence the perception and regulatory expectations of consumers in diverse markets (GS, 2022, p.137).
A significant ethical concern in the fast food’s consumption is the health issues that it creates. Fried food items are mostly high in fat, sodium and calories that may lead to long term health complications. The public health authorities are therefore requiring restaurants to provide nutrition and healthier menus. Health awareness has existed in India and the United Kingdom but the British consumers are more health conscious.
Another area of concern that may be controversial is the ethics in advertising particularly marketing campaigns targeted to children. The opponents feel that this advertisement is able to influence poor eating behaviors among children. Besides, an increasing issue is environmental sustainability because waste manifested through disposable packaging. Consequently, restaurants are shifting to recyclable packs and green supply processes. In the UK, KFC faced criticism for targeting children with toy promotions linked to unhealthy meals, raising ethical concerns about promoting unhealthy eating habits.
[bookmark: _Toc225472525]7. Recommendations for International Marketing Strategy 
Several strategic recommendations can strengthen international marketing performance within diverse global markets. Product innovation must approach healthier menu options to address the increasing customer awareness on problems of nutrition and balanced diets. The health-conscious consumers can be introduced to grilled options, lower fat foods and portion control to improve brand perception.
Sustainable packaging efforts should be also considered more strategically. To reduce the environmental impact and demonstrate the responsible corporate behaviour, recyclable or biodegradable materials should be used. These initiatives can create brand trust among environmentally conscious people (Schlegelmilch, 2022).
The extra localisation plans should not be eliminated to promote the localisation of the menu in other cultural contexts. The familiarity with local taste and food consumption augurs in the uptake of products in diverse markets. Sustainability of the supply chain can also be improved by the help of local suppliers of ingredients (Sievert et al., 2025, p.15).
The increased digital marketing will be needed to reach younger consumers engaging the social media and other forms of interactive marketing campaigns. It must also establish strategic partnerships with online delivery systems to expand efficiency in delivery and access to consumers in other markets across the globe.



[bookmark: _Toc225472526]Section 2: Reflective Account Using Gibbs Reflective Cycle
[bookmark: _Toc225472527]Introduction to Reflection 
Reflective learning promotes postgraduate learning by enhancing learning experiences. It also improves research, analytical thinking and writing skills. Reflection will enable me to identify my strengths, areas of weaknesses, and my areas of improvement. Reflective practice strengthens critical thinking by examining the learning process rather than simply describing activities. The experience of conducting research and preparing the international marketing report can be used as a reflective account through the Gibbs Reflective Cycle.
[bookmark: _Toc225472528]Description 
The next task was to prepare an in-depth report to analyse KFC international marketing activities in India and United Kingdom. The assignment involved macroenvironment, segmentation and two countries international marketing mix analysis. The first stage of the assignment was the reading of the instructions related to the task to know the required structure and analytical frameworks. Subsequent to that, I initiated the research by finding scholarly sources on international marketing, market entry tactics, and the consumer behaviour (Nurlatifah, Purnawarman and Sukyadi, 2023, p. 070006).
During the research stage, I collected information about the restaurant business and consumer preference in the two countries. This left me in a realisation that cultural, economic and social factors play an important role in marketing strategies. The information collected is divided into categories by the assignment framework i.e. PESTEL analysis, STP strategy, and the marketing mix. The writing stage involved logical continuity and comparison analysis between sections. Finally, I also revised the report to increase clarity, sense, and scholarly structure.
[bookmark: _Toc225472529]Feelings 
I felt a little insecure when at the beginning of this assignment I was requested to contrast two international markets keenly. The macroenvironmental factors, segmentation, and the marketing mix choices in other countries seemed complex to examine. First, I was not so sure how to plan the research as most effectively and balance the comparison of the two markets.
However, this developed my confidence as the process of research continued. The international marketing models and report analytical requirements were more relaxed to me. Learning the cultural difference between the United Kingdom and India was interesting and engaging during the research. However, I occasionally got annoyed with the amount of information I had to deal with that needed to be sorted out immensely. It was also an additional effort to connect the ideas in the theory and the real business examples. Nevertheless, completing the assignment made me feel very accomplished and more empowered to analyse international marketing strategies.
[bookmark: _Toc225472530]Evaluation 
The assignment procedure had some factors that were effective and supported the overall quality of the report. The research period was actually fruitful because it boosted my knowledge in international marketing concepts and implementation. This PESTEL analysis enabled the organization of the comparison of India and the United Kingdom and explain how the macroenvironmental factors influenced business strategies. I also developed skills in analyzing the variation in culture and economy between the two markets (Galli and New, 2022, p.92).
However, not everything was an efficient activity. The time management problem was a thorn in the flesh in the initial research because I had to think over a lot of data. It also took longer time in arranging the results of the research into structured segments. Sometimes, it became hard to follow the most relevant information to compare and that implies that better research planning is required.
[bookmark: _Toc225472531]Analysis 
The difficulties experienced during this assignment were largely related to the poor planning during the initial stages of the research. The inability to begin the research with an elaborate outline complicated the necessity to organise information in an appropriate way. It was easier to write and analyze tasks because I came up with a more effective outline of the report. This experience demonstrated that in complicated research, one should plan the work prior to its start.
Another advantage of the assignment is that it enabled me to appreciate the international marketing strategies more. The comparison of two national markets indicated the influence marketing decisions have on the situation in various countries. I also learned how the businesses react to the local preferences of the consumers by modifying segmentation, targeting and positioning strategy. The comparative analysis of macroenvironmental factors and their role in business strategy is another aspect of the research process that improved my skills (Roedema et al., 2022, p.12). In addition, the assignment served to enhance my academic writing by making it clear, logical and cohesive in terms of deliberation.
[bookmark: _Toc225472532]Conclusion 
This reflection allowed me to understand major results of accomplishing the assignment. I learned more about the way international brands carry out marketing within diverse cultural arrangements. The assignment provided me with improved insight into foreign market segmentation, positioning, and marketing mix frameworks. It also strengthened my research organisation, academic and analytical writing proficiency. The experience proved useful in recalling the necessity to plan the research and organize time efficiently to complete the difficult academic tasks.
[bookmark: _Toc225472533]Action Plan 
I would make sure that I do a better planning of the research earlier in the project. Making a plan before one begins to collect data will be employed in organizing ideas more efficiently. I will also create a perfectly calculated plan of research and writing activities to maximize time management (Pitts, 2021, p.440). Academic writing skills will be developed by checking feedback and practicing more effective argument construction. I will also have tidy research notes to facilitate efficient analysis. The constant reading of the literature pertaining to international marketing shall also enhance my theoretical knowledge and analytical self-confidence. I will apply the knowledge and skills gained to enhance strategic decision-making in my future career, improving my ability to analyze diverse markets and consumer behavior effectively.
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