
Assessment component 1:
Individual report
Chosen Brand: Pizza Hut
Home Country :  USA
Host Country :  India
Module: International Marketing : 
Principles and Practices 
Lecture name: Tushara balendran
Module code: LCMB7026
Student Name: Vaishali Modhwadiya 
Student ID: 2527761



Table of Contents

Section 1: Report	4
Introduction	4
Overview of the Assignment	4
Justification for Selecting Pizza Hut	4
Rationale for Choosing USA and India	4
1. Background of the Company and Brand	5
1.1 Company Overview	5
1.2 Brand Overview	6
1.3 Global Presence and Market Performance	6
2. Macro Environment Analysis	7
2.1 PESTLE Analysis	7
2.2 Industry Analysis Using Porter’s Five Forces	10
2.3 Cultural Analysis Using Hofstede Dimensions	14
2.4 Strength and Weakness of Hofstede Insights	16
3. Market Segmentation, Targeting and Positioning (STP)	17
3.1 STP Analysis	17
3.2 Similarity and Difference between two countries	18
4. Marketing Mix (7Ps)	20
5. Analysis of Entry Methods	23
5.1 Franchising as the Primary Entry Mode	23
5.2 Advantages of Franchising	24
5.3 Disadvantages of Franchising	24
6. Ethical Evaluation of Pizza Hut's Marketing Mix in India	25
6.1 Ethical Marketing Practices	25
6.2 Unethical Marketing Practices	26
Conclusion and Recommendations 420 words	27
Summary of Key Findings	27
Recommendations for Pizza Hut in USA and India	27
Section 2: Reflective Account Using Gibbs' Reflective Cycle	28
Introduction to the Model	28
Application of Model	28
Reference List	31



Section 1: Report
Introduction 
Overview of the Assignment
The Pizza Hut is a well recognised quick-service restaurant (QSR), brand which serves millions of customers in more than 100 countries with its dine-in, takeaway, and delivery service. With international market consumer tastes constantly shifting, international restaurant brands need to modify their marketing to fit the local market, economy, culture, and competitive factors. In this report, the international marketing strategy of Pizza Hut has been analysed by comparing its business activities in the United States, the home country, and India, one of the most important growth markets (Manhas, Sharma and Quintela, 2024).
Justification for Selecting Pizza Hut
The choice of Pizza Hut was based on the fact that it serves in more than 100 countries thus one of the most geographically diversified quick service restaurant brands globally. Its effective localisation, such as the Momo Mia Pizza in India, seafood-inspired pizzas in Japan and vegan menu in the UK, shows that it adapts successfully in terms of the product, pricing and promotional strategies, preserving its globally recognised brand reputation.
Rationale for Choosing USA and India
Both the United States and India are chosen as they are two opposite market environments. The U.S. is an experienced and highly competitive fast-food market with a high consumer buying power, developed digital orderings, and evolving attitudes towards healthier food selections. Conversely, India is a developing fast moving economy that has a big population, has begun and continues to urbanise, has a big middle-class population and has high demand for affordable dining out (World Bank, 2025). The cultural and food cultures as well as the consumer behaviour of each country vary a lot and therefore Pizza Hut will need to alter its marketing tactics.


1. Background of the Company and Brand
1.1 Company Overview
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Figure 1: Pizza Hut By Numbers
(Source: Sarda, 2026)
Dan and Frank Carney own and started Pizza Hut in 1958 in Wichita, Kansas. It has been part of Yum! The group has brands, originally based in Louisville, Kentucky, since the spin-off with PepsiCo in 1997. In June 2026, Yum! sold the enterprises Pizza Hut in the country to the sum of 2.7 billion total, with the non-mainland Chinese business to be sold to Yum China at a price of 1.2 billion and the services of the business to be sold to LongRange Capital at the price of 1.5 billion; the deals would be finalized in the third quarter of 2026 (Company-Histories.com, 2026). Pizza Hut has over 15,500 restaurants in 108 countries and has annual system wide sales of about $10 billion. The company had approximately 97% franchisee restaurants around the world as of December 2025, and therefore, Pizza Hut is a highly franchise-based global brand (Business Wire, 2026).
1.2 Brand Overview
In addition to its main menu, Pizza Hut has grown by being devoted to innovation. It became historical in 1994, the first online food order ever ordered and nowadays online channels of transactions are more than 50 percent all over the world. The brand, in August 2025, launched its biggest global menu globally with more than 20 countries offering Crafted Flatzz personal pizzas, wikis customized with region-specific ingredients. Hut reward is also a loyalty programme of Pizza Hut. Having almost 20,000 restaurants in nine than 110 markets, the brand incorporates classic products with new, locally-adaptive innovation to remain relevant around the world (Sarda, 2026).
1.3 Global Presence and Market Performance
USA market performance: The home market performance has decelerated, fiscal 2025 U.S. same-store sales fell by 5% and system sales fell by 8% with the chain ending the first quarter of 2026 with 6,121 U.S. restaurants (6,551 five years ago); and the chain is experiencing consecutive years of decline (Coley, 2026).
India market performance: Pizza Hut is franchised in India with its host market being Devyani international which had 649 restaurants by the end of December 2025. Devyani paused net new openings in 2026 and started closing about-to-close loss-making stores to lead its turnaround with dine-in to focus on its planned merger with fellow franchisee Sapphire Foods (Jaswal, 2026). It had experienced a 6.3% decline in revenue on an annual basis in the December 2025 quarter.


2. Macro Environment Analysis
2.1 PESTLE Analysis
Political
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Figure 2: Reduction in the GST Prices
(Source: SmartGST, 2026)
India: The 2025 GST 2.0 rate rationalisation increases simplicity in pricing of food-service, which puts pressure on the prices of Devyani-operated outlets in the Pizza Hut brand, and compliance with the FSSAI and changes in state legislations are still influencing operations (SmartGST, 2026).
USA: 2025-26 tariff policy increased importation prices of cheese, packaging and equipment which feeds the consumer prices, and the annual consumer spending statistics were transiently tarnished by the federal government shutdown in October-November 2025 (Congress.gov, 2025).
Economic
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Figure 3: Quarterly GDP and GVA Estimates of India
(Source: Pib.gov.in, 2025)
India: Real GDP increased 8.2% in the second quarter of FY2025-26, with the RBI estimating the full year growth will be 6.8% and CPI inflation decreased to levels unprecedented by the levels near 0.7 per cent in November 2025, which boosted discretionary food spending (Pib.gov.in, 2025).
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Figure 4: Increase in Real GDP of USA
(Source: Bea.gov, 2026)
USA: USA Real GDP increased at a rate of 2.1% annualised in Q1 2026; however, tariff-induced inflation is nearly 2.833%, and the slower consumer spending at 2.1 is putting the squeezer on margins and discretionary dining expenditure (Bea.gov, 2026).
Social
India: There is a young rapidly urbanizing population and a growing size in the middle classes, preferring to eat out in family-friendly ways and with the majority of our festivals offering high demand spikes to shared pizza deals.
USA: Demand is changing based on health-conscious and value-seeking consumer behaviour with Gen z choosing smaller and personalised versions of pizzas compared to traditional shared ones due to the continued inflation fatigue (Campbell, 2025).
Technological
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Figure 5: Smartphone and UPI Penetration in India
(Source: Kirtika Suneja, 2025)
India: Smartphone penetration is increasing and provided as a UPI-enabled payment system. This underpins the app-based and model of Devyani ordering focused on delivery in markets in urban and semi-urban areas (Kirtika Suneja, 2025).
USA: Byte by Yum! by Yum! Over half the transactions in the world are driven digitally by AI and digital platforms, which fuels personalised offers and Hut Rewards loyalty programme.
Legal
India: This country has compliance requirements such as the FSSAI food-safety requirement and an average GST rate of 5% of standalone restaurant services and stricter Extended Producer Responsibility laws on plastic packaging.
USA: There are federal FDA food-safety and menu-labeling regulations in addition to increasing state minimum-wage regulations that still burden franchise operators with higher labour expenses (Human Foods Program, 2024).
Environmental
India: Sustainable efforts by the government on plastic waste reduction are driving and packaging regulations are encouraging more recyclable materials in packaging of deliveries (JB Ecotex, 2025).
USA: Yum! The sustainability of brands focuses on carbon impact and improved packaging, and climate variability remains a continual threat to supply chains of wheat, dairy, and tomatoes.
2.2 Industry Analysis Using Porter’s Five Forces 
Threat of New Entrants
India: Medium. 
New local brands such as La Pino unusa, Oven Story, cloud-kitchens on Zomato and Swiggy continue to enter the Indian pizza market. Devyani operates 649 pizza hut stores by December 2025, yet the capital investment cost, cold-chain supply chain and franchise moat of Yum! remain such that no one outside of the top three chains can easily enter this industry fully (FranchiseBazar, 2026).
USA: Low. 
The pizza market is established with numerous players and is made up of Domino, Pizza Hut, Papa John and Little Caesars. Decades of brand equity and real estate as well as national supply contracts keep serious contenders off. Independents have a significant share, however, in recent years no new national breakthrough chain.
Bargaining Power of Suppliers
India: Medium. 
Cheese, wheat flour, tomatoes, and packaging are all monsoon-linked agricultural items that have rupee volatility. Devyani obtains most of its inputs internally under long-term contracts, which is not very responsive to shocks, but leaves margins vulnerable in times of dairy price spikes.
USA: Low. 
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Figure 6: Unification of Yum brands
(Source: Gonsalves, 2025)
The consolidated supply chain of Yum! includes Pizza Hut, KFC, and Taco Bell that offers it a good bargaining power when purchasing cheese, dough and boxes. Pass throughs in tariffs in 2025-26 increase costs of the inputs in general, but the risk of supplier concentration is not high due to the effects of scale and multi-sourcing (Gonsalves, 2025).
Bargaining Power of Buyers
India: High. 
Depending on the price and delivery time consumers easily change between Domino, Pizza Hut to such local players. Aggregator sites accomplish menu and cost comparison within two seconds. The same-store sales of Pizza Hut India recorded a 5.3% at Devyani and 9% at Sapphire in FY26, indicating how fast the buyers can change their mind once the value is compromised (Dsouza, 2026).
USA: High. 
American buyers are bargain hungry, loyalty-sketchy and prone to switching to whichever chain is promoting the better weekly deal. The decrease in Pizza Hut US same-store sales was 5% in FY2025 and 4% in Q1 2026, mainly due to customers concerning them with a weaker value proposition compared to Domino and Little Caesars (Lucas, 2025).
Threat of Substitutes
India: Medium. 
Burger QSRs, biryani chains, and South Indian dosa outlets, as well as street food, draw off of the same occasion budget. Home-cooked meals are the largest threat particularly in Tier-2 and Tier-3 cities where dining out is yet a special occasions segment.
USA: High. 
People will no longer consider having to pass on pizza in favor of burgers, chickenger, Mexican QSR and frozen choices found in the grocery-store. Competition The same weeknight dinner slot so far is shared by Chipotle, Chick-fil-A, and Taco Bell and inflation fatigue in 2025-26 has compelled more families to cook at home more often than order it in (Coley, 2025).
Competitive Rivalry
India: High. 
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Figure 7: India’s Pizza Powerhouses: Revenue Insights 2024-25
(Source: Anas, 2026)
The obvious leader in the market is Domino, owned by Jubilant FoodWorks, which has approximately three times as many outlets as Pizza Hut as well as a delivery system that is faster than light in execution. Devyani now has stalled net new Pizza Hut openings at least through 2026 (Anas, 2026).
USA: Very high. 
Pizza Hut is ranked 3rd within the category sales after Domino and Little Caesars that are ranked 2nd and 3rd respectively, and Papa Johns are following closely. The chain had shut between 250 weak performing US stores in early 2026 and had 6,121 US stores at the end of Q1 2026, compared to 6,551 at the end of 2021 (Boggs, 2026).  
2.3 Cultural Analysis Using Hofstede Dimensions
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Figure 8: Cultural Analysis Using Hofstede Dimensions
(Source: Hofstede Insights, 2026)
Power Distance
India (77): Top-down brand authority which is supported by a hierarchical culture is evident in the celebrity led campaigns which use celebrities such as Indian cricketers.
USA (40): Lower hierarchy prefers egalitarian dialogue where personal choice is prioritised above the approach that endorses through authority (Hofstede Insights, 2026).
Individualism
India (24): Collectivist culture likes family sized boxes and deals based on sharing which are centered on togetherness (Ghosh and Sarkar, 2024).
USA (60): This culture, individualistic, would fit right into the 2025 Crafted Flatzz launch, which is an overtly marketed personal treat, a kind of me time.


Motivation to Objective, Realization.
India (56) and USA (62): Both markets are sensitive to rivalry-based, accomplishment-based advertisements, value-driven advertising to (or even) an appearance contract with a star in the sports world.
Uncertainty Avoidance
India (40): Hardly stays out of moderate comfort with novelty encourages often changes of limited-edition menu and flavour testing.
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Figure 9: PIZZA HUT DEBUTS NEW CRISPY PARM PAN PIZZA 
(Source: Pizza Hut, 2026)
USA (46): Continuous innovation (like Crispy Parm Pan Pizza 2026) is only made possible due to similar moderate levels of tolerance (Pizza Hut, 2026).
Long-Term Orientation
India (51) and USA (50): balanced scores contribute to long-term loyalty investments, such as Hut Rewards and long-term brands, such as 2026 Hut Originals.
Indulgence
India (26): Restraint prefers to postpone consumption of pizza and make it an occasional, low-cost snack instead of something daily (Sharma et al., 2024).
USA (68): High indulgence promotes frequent promotions and campaigning on the basis of nostalgia that promotes frequent buying of self-rewards.
2.4 Strength and Weakness of Hofstede Insights
Strengths
The framework by Hofstede provides Pizza Hut with a viable initial point of comparison between India and the USA based on measurable cultural dimensions, simplifying the adaptation of campaigns, collectivism of family versus individualism of solo of America. Large-sample research supports the scores and they are still popular in the international marketing strategy (Asir and Manohar, 2023).
Weaknesses
Still, the model assumes that whole nations are homogenous cultures, which falls apart in the faster than fast case of India where the behaviour of consumers in Mumbai is unreflective of their counterparts in rural Rajasthan (Thakur, 2025). The figures are also based on the 1990s surveys of IBM workplaces, which makes one wonder whether scores are still the same to capture the attitude of consumers in 2025-26 due to social media, globalization, and changes in generational values among consumers in the two markets.



3. Market Segmentation, Targeting and Positioning (STP)
3.1 STP Analysis
Segmentation
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Figure 10: Pizza Hut’s Social Media Presence (2025)
(Source: Digital CourseAI Pvt. Ltd, 2025)
India: Pizza Hut uses income level, age, and city size segmentation with obvious attention given to middle class families in big cities, students and the young professionals in Tier-1 and Tier-2 cities. Behavioral cues are focused around in- dining events and family meals (Digital CourseAI Pvt. Ltd, 2025).
USA: Segmentation is based on income and age, and household type, but gives much more weight to value-seeking families, students and delivery-first millennials and Gen Z placing orders via apps.


Targeting
India: Devyani is focusing on aspirational middle-class families with the dine-in-forward omnichannel model, with which the company keeps reporting double-digit same-store sales growth in the state of Tamil Nadu when the national scope is getting weaker.
USA: Pizza Hut focuses on dealers and solo-diners on piercing price deals, the most notable of 2-dollar Tuesday Personal Pan Pizza promotions and the introduction of 5-dollar Crafted Flatzz personal pizzas in August 2025 (Cobe, 2025).
Positioning
India: As a low cost and family-friendly dine-in and delivery restaurant, it will be differentiated on experience and not extreme speed as Domino Pizza.
USA: Circled by innovation, nostalgia, and value, with a centre around the June 2026 Hut Originals platform - bringing back red roofs, checkered tableclothing, and the BOOK IT! reading programme (Pizza Hut, 2026a).
3.2 Similarity and Difference between two countries
Similarities
The countries, including the UK and India, were chosen, as they are both strategically crucial markets to Pizza Hut, involving a high level of urbanisation, digital food delivery growth, and youth and family demand. The comparison of Pizza hut UK and India reveals that the globalisation of brand positioning and localisation of product, price, promotion and digital marketing to unique consumer behaviour following specific preferences and competitive and risk factors (Hynum, 2025).
Differences
India: The distribution of the segmentation is biased towards price-sensitive, collectivist families in/metros and Tier-2 cities. Dining out The focus of targeting is on dine-in-forward events with sharing offers of ₹99 (Iyer, 2025). Positioning focuses on the idea of affordability and community and creates aspirational relevance based on the endorsement of cricket stars.
USA: The target is health-conscious millennials and Gen Z solo diners, and deal seekers. Targeting races personal offers such as 5-dollar Crafted Flatzz and $2 Tuesday deals. Positioning is based on nostalgia using the 2026 Hut Originals prominent platform and customized self-reward message (Thakkar, 2026).



4. Marketing Mix (7Ps)
Product
India: Menu varies to local preferences topped with paneer, tandoori and chicken tikka, large vegetarian menu, and smaller portions. In late 2025, Crafted Flatzz rolled out to India, with a Pesto Veggie (Crafted Flatzz) with Balsamic Drizzle variation tailored to the market (Hynum, 2025).
USA: U.S. menu is pegged on traditional icons such as Original Pan and Stuffed Crust and the innovation is pushing through Crafted Flatzz (August 2025) and Crispy Parm Pan Pizza under the Hut Crust branding in May 2026. The Hut Originals brand of 2026 brought back menu items and formats reminiscent of the past.
Price
India: Value-based, pan pizzas costing around ₹99, and family packs at prices to match Domino Everyday Value. In September 2025 the GST 2.0 rationalisation assisted in consumer price pressures.
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Figure 11: Drop in same store sales of Yum!
(Source: Kayode Omotosho, 2026)
USA: Price war in 202526- Aggressive Value pricing as it responds to Dominos with headline deals (which will be $2 Tuesday Personal Pan Pizza and 5 Crafted Flatzz before 5pm). Yum! CEO publically attributed the drop of value perception to the 5% FY25 U.S. same-store sales to the value perception. (Kayode Omotosho, 2026)
Place
India: 649 Pizza Hut franchisees arranged by Devyani and elsewhere with Sapphire distributed across the dine-in restaurants and delivery hubs and food-court kiosks. The Devyani-Sapphire merger puts the footprint of the franchisee under one Yum! India operator (Salve, 2026).
USA: 6,121 Red Roof restaurants in the U.S. to Q1 2026, divided by dine-in, delivery-only and Express format within Target stores and airports. At the start of 2026, approximately 250 loss-making stores were shut as a part of the Hut Forward program (Hynum, 2026).
Promotion
India: Crafted Flatzz 2026 was a campaign that involved cricketing players (Shivam Dube, Varun Chakravarthy, and Harshit Rana) through cashing in on the attention of IPL season. Zomato, Swiggy and Instagram Reels are extensively used in terms of promoting.
USA: Content and promotions via digital means: Hut Rewards, Tik Tok and time-boxed value. The Hut Originals of June 2026 platform drives very heavy on Gen X and millennial nostalgia, in the form of red cups, check tablecloths, BOOK IT! Retros (Grocery Trade News, 2026).


People
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Figure 12: Average Daily Sales of Yum Group
(Source: Patil, 2026)
India: Devyani has thousands of personnel in its Yum! The network of India is based on the training which is focused on the quality of dine-in service provided - a significant differentiator with Dino Pizza delivery-only business model. There are Tier-2 cities that are very heavy on hiring (Patil, 2026).
USA: There is the increasing state minimum wages, which remains in the process of increasing labour costs, and this is one of the reasons why Yum! is selling off Pizza Hut. Training of staff is aimed at speed, accuracy of digital orders and drive-through implementation as opposed to dine-in.
Process
India: Devyani has made investments in central commissaries and Swiggy and Zomato delivery integrations. Most small ticket transactions are now done by UPI payments, reducing friction associated with takeaway orders.
USA: Byte by Yum! operates the digital-order and kitchen management stack, and digital orders currently make up over half of all the transactions. Hut Rewards feeds off of AI-based personalisation (Yum.com, 2025).
Physical Evidence
India: The traditional Red Roof branding and locally themed interiors are found in the dine-in restaurants with cricket-linked signage in the IPL season and veggie symbols attractively displayed on packaging.
USA: Hut Originals when launched in 2026 reintroduced red roofs, red cups, and checkered table cloths as a reference to emotion. Packaging has not changed much and sustainability upgrades accompaniment is linked to Better Packaging commitments of Yum! (Buyikian, 2026).
5. Analysis of Entry Methods
5.1 Franchising as the Primary Entry Mode
Pizza Hut had entered the Indian market in 1996 with a master franchise concept, which had allowed it to have high-presence in major areas. As of December 2025, Devyani International had 649 Pizza Hut franchises, and Sapphire Foods operated restaurants in 11 states of India. The Devyani-Sapphire merger suggested should help Pizza Hut increase its presence in the market as a part of Yum! Brands, developing a bigger integrated franchise network with a higher level of operation scale and market coverage. The franchisees altogether earned 3,022 stores as part of their brand portfolios, with ₹6.49 crore in revenue contribution as of March 2025 (Jaswal, 2026b).
5.2 Advantages of Franchising
Reduced capital risk: Yum! does not have to invest directly in real estate, personnel and supply chains within a geographically complex market. 
Local know-how: Devyani and Sapphire would have local market experience, developed contacts with existing vendors, and contact with landlords in metro and Tier-2 towns. 
More rapid scalability: Franchising has allowed Yum! to grow fast without operations incurring losses directly which is vital considering that same-store sales decreased at Pizza Hut India at Devyani by 5.3% FY26 (Misra, 2026).
5.3 Disadvantages of Franchising
Lack of control: The operation of two competing franchisees over several years resulted in irregular pricing and quality of service and brand experience in different regions. 
Turnaround challenge: The announcement of a stop in the net new openings and a shutting down of loss-making stores in 2026 indicates that franchisee-level losses can decelerate brand expansion in the country (Wojciehowski, 2026).


6. Ethical Evaluation of Pizza Hut's Marketing Mix in India
6.1 Ethical Marketing Practices
1. Physical Evidence — Plastic-Free Packaging
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Figure 13: Pizza Hut Sustainable Packaging
(Source: Elopak, 2026)
At Yum!, Pizza Hut India is the pioneer market in the world to rid its restaurants of all consumer-facing plastics in restaurant packaging. Brands' sustainability strategy. The use of corrugated cardboard in making pizza boxes, and the elimination of single-use plastic straws, cutlery and containers out of stores have been implemented. Such efforts illustrate its adherence to the Indian Extended Producer Responsibility (EPR) policies, build the brand's environmental image, and increase the customer confidence in doing business sustainably (Elopak, 2026).
2. Product — MSG-Free Menu
Pizza Hut India has the fully MSG-free menu, which is not such in a number of rival QSR in the Indian market (Restaurant India, 2025). Such ingredient transparency at the product level responds to an increase in health consciousness among Indian consumers and is an exercise in ethical accountability in the selection and formulation of the products especially given the fact women with young children have a large proportion of the brand dine-in patrons.
6.2 Unethical Marketing Practices
1. Price — Deceptive Billing Practices
As of 2025, complaints made by consumers on sites such as ConsumerComplaints.in consistently tell stories of the Pizza Hut India branches charging clients more than they ordered or for a more expensive combination that was purchased. In one incident reported in October 2025, a Bhopal outlet billed on two occasions a 99 meal as a 99 pizza, as compared with 2 x 99 pizzas, which was explicitly ordered by the customer (Indian Retailer Bureau, 2026). This behaviour compromises prices transparency and ignores the trust required by ethical pricing in the Price element.
2. Process — Failed Digital Orders Without Refunds
Over 2025 complaints posted by consumers claim the existence of an identical pattern of behavior: users order products via Pizza Hut India webpage or application, the money is debited, but the order remains unverified and undelivered. Refunds take weeks to respond to and Helpline workers have been reported to be non-responsive or dismissive. This is one of the systemic failures of the Process element in which the digital ordering system collects money and does not provide the promised service, which prompts ethical issues with serious consequences such as the responsibility of taking care of the after-sale and consumer rights.
Conclusion and Recommendations 420 words
Summary of Key Findings
Pizza Hut has almost 110 markets and is operating almost 20,000 restaurants, and displays nearly US 10 billion of yearly sales on its systems, but the business has faltered both in the United States and in India. More favourable demand conditions, and thus achieved through the better macroeconomic environment, including a healthy GDP growth and low inflation, in India, but the falling revenues suggest more competitive and operational issues. Conversely, the U.S. market is still struggling to cope with inflationary pressures, sluggish consumer spending and store closures.  
Recommendations for Pizza Hut in USA and India
USA: Long range capital takes ownership in Long range capital in Q3 2026, giving priority to unit-economics repair rather than net new openings. Recreate value through disciplined pricing everyday, instead of one time gimmick — the $2 Tuesday deal and the 5 Crafted Flatzza deals was merely a gimmick call, and not a positioning aspect that really worked (Das, Yu and Wu, 2026).  
India: Pay a dividend on a Devyani-Sapphire merger, jettison overlapping corporate and supply-chain overheads, and aim to recoup the ₹210-225 crore per annum of synergies that management has identified. Twin the already in place forward omnichannel strategy of dine-in with Tamil Nadu achieving enough same-store sales growth at 10 percent. 


Section 2: Reflective Account Using Gibbs' Reflective Cycle
Introduction to the Model
The Reflective Cycle by Graham Gibbs was created in 1988 and serves as a systematic framework to be followed by people to help them go through 6 stages which are: Description, Feelings, Evaluation, Analysis, Conclusion and Action Plan. The model goes beyond mere description into higher level critical thinking to enable the learner to know what transpired, why it transpired and how further practice can be better (Kagaba, 2025). I selected this model to think over the process of researching, analysing, and writing the international marketing strategy assessment of Pizza Hut in the USA and India.
Application of Model
Description
The assignment was in the form of creating a thorough international marketing analysis of Pizza Hut, with the comparison of its operations in the USA as a home country, and India being a host country. I had to discuss several strategic frameworks such as PESTLE, dimensional cultural dimensions by Hofstede, Porters Five Forces, SWOT, STP, marketing mix elements, which are the 7Ps, Ansoff, critical analysis and the ethical factors (Island, 2025). Each section required a certain amount of words and was to contain the correct data of 2025 and 2026 without falsifying data. I started by reading the assignment brief, and undertook the research in a systematic manner, beginning with the background of the company, proceeding to the macro-environmental and industrial level analysis. Studies were based on corporate filings of Yum! Brands, franchisee reports at Devyani International and Sapphire Foods, government economic reports and authoritative publications in the industry. I then formatted, wrote and polished each section to fit the desired format (Devyani International Limited, 2025).
Feelings
In the beginning, I was not sure how extensive it would be. Spanning two diverse markets under such a large number of frameworks, with strict word counts and trying to have each statistic verifiable, it felt like a juggling act. One thing I was looking forward to is the accuracy since old and falsified information would nullify the whole analysis. However, my self-esteem increased as I went on. The discovery that Pizza Hut was experiencing an ever-real dramatic time, with the announcement of the sale, the merging of Indian franchisees, and high numbers of store shutting, made the analysis feel that it was up-to-date as opposed to a textbook exercise (Dsouza, 2026). Later sections on ethical evaluation and growth strategy helped me feel more at ease synthesising information across frameworks as opposed to dealing with each section on its own.
Evaluation
There are a number of things that worked out. Studying the background and macro environment of the company provided me with a good background at the time, which was later sections, especially the SWOT and critical evaluation that were much easier since I knew the crucial drivers (Pereira et al., 2021). Application of Hofstede dimensions along with PESTLE allowed me to extract cultural differences, which directly informed the comparison of the STP and 7Ps and provided the report with an internal consistency as opposed to portions that do not seem to relate (Thetsane, Meyer and Chambwe, 2024). This ethical evaluation proved to be effective in the respect that I used concrete previously documented instances to underpin the ethical or unethical cases instead of generalisations. Conversely, word counts tended to be harder to handle than anticipated. Initial pieces of the PESTLE and the Porters sections were way above the mark and had to be cut at least in length by several edits and at the same time were not to be lost without content.  
Analysis
Most of the problems I had to overcome were mainly due to two elements. Firstly, the scope of frameworks that were necessary implied that I needed to alternate between macro-level thinking of the PESTLE and micro-level detailing of 7ps in the same report, which required continuous recalibration of the mind (McCabe, 2024). Second, the fact that we were writing about a brand that is actively structurally changing and the sale of Yum! was announced in the middle of a research process, providing an incentive to rewrite some of the earlier draft parts, as new information surfaced (Velasquez, 2026). This has made me realize that international marketing analysis is not a rigid practice that I should commit to memory but should also be responsive to the real-life events happening. The ethical evaluation section challenged me to engage my intellect in evaluation of marketing practices instead of merely describing the marketing practices as I have found this to be the most challenging when it came to being intellectual.  
Conclusion
This will give me the lesson that functional perception of an international marketing analysis relies as much on a well-structured organization and verified data as it relies on theoretical understanding. I came to understand that beginning to research the environment generally and then focus it on the company and its strategy is a good way to write this section because it has a logical progression from one section to the other (Kumar et al., 2021). I also realised that word-count discipline is not merely an administrative necessity but in fact a short-circu practice which compels tight-focussed more analytic writing. Unless I had been under compulsory restriction to within certain rigid channels, I would have probably thrown in extraneous descriptive matter to the detriment of critical profundity.
Action Plan
This experience also taught me that a good international marketing analysis should be as disciplined in its structure and data redacted as much as it needs to be true to theoretical knowledge. I was also able to learn that it is preferable to first carry out general environmental research and then tend to narrow down to the strategy of the company which shall then spill over into the subsequent section of the strategy as it shall be far easier to write (Wu and Tham, 2023). I also learned that word-count discipline is not only an abiding administrative imperative, but is actually its very stimulus, its more cerebral and more concentrated headlong writing. Had I not felt bound to keep within close boundaries, I should have, probably, have added unwanted descriptive matter to the cost of critical profundity.
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Pizza Hut's Social Media Presence (2025)

Platform Followers (2025) Key Strategy
) Reels with influencers, festive
Instagram 6.5 Million
campaigns
) Offers, feedback engagement, and
Facebook 14 Millon
family meal ads
Witly replies, trending memes, CSR
Twitter 1.2 Millon 1y repl "o
updates
) Behindihe-scenes ad films, influencer
YouTube 2.3 Million !
series
Franchise updates, career openings,
Linkedin 0.6 Million ise upd pening:
partnerships





image11.png
Yum! Brands Same-Store Sales Growth

m Year-On-Year Same-Store Sales Growth

20%

15%

10%

5%

0%

OV P
o;"o _

B
X
Q
OY
o
o
[N
OY
o)
X
@
Q




image12.png
Average daily sales (in¥)
KFC Pizza Hut

oot TS0
o2F:. NOS0%]
Q32+ NION0%0]

o424 [INIS3000) 32000
Qs OO0
orvs NSE0%  EETT
o3Fzs NSG0%0] 35000
owvs NSO EENEET

S 5000)




image13.png
KFC and Pizza Hut's packaging progress revealed in parent
company'’s report

00

SN - i

From Implementing recycled polypropylene intoits wing bowis to KEC Investing in reuse.
models, t dotails the packaging progress of multiple fast
foodglants - but reveals imitations' n it data and transparency.





image1.png
PIZZA HUT
BY THE NUMBERS

From a $600 investment in 1958 to a global
powerhouse with big bets on China.

[ [ 1) e
FOUNDED FOUNDERS INITIAL INVESTMENT PEPSICO ACQUISITION 8

1958 Frankf oy $600 1977

A GLOBAL FOOTPRINT CHINA: A KEY GROWTH ENGINE

19,974 4,375
(2025) F

0,
100+ Ll

CHINA SHARE OF

>  MARKETS SERVED GLOBAL SALES
+19%
ﬁ 15 500+ CHINA OPERATING
REST;URANTS OUTSIDE CHINA IN SALE PROFIT GROWTH (2025)
@ S0
GLOBAL PIZZA HUT $ 2 7 CHINA EXPANSION TARGET
SALE VALUE 2 s
BILLION
LonaR An:OWERING GROWTH CHALLENGES IN THE U.S.
‘leo:wngR;:\ge LONGRANGE CAPITAL DEAL $1 .5 DOWN FOR
@i BILLION 10
@ vomcrios woman $1.2 I l Bma>

US SAME-STORE SALES TREND




image2.png
Effective 22 September 2025

OLD SYSTEM NEW GST 2.0
Tax Slab Tax Slab
Tax Slab Tax Slab

18%

Tax Slab

28% \ : Luxury/Sin Tax

Tax Slab

FPIGEIERRS R bs: 12% & 28%





image3.png
Quarterly Real GDP Estimates (in Rs. Lakh Crare) and Y-0Y Growth Rates (%)
Growh (%)

15
185

12

2 O 9

84 M-

6 65
0 50 8 4 o
18
3
0

QA @ & o @ @ & ¢ A @ S G A @
223 pren 02495 09596

§

=EESSBSE

- CDP Levels == GDP Geowh.





image4.png
Contributions to the Percent Change in Real GDP, 2026:Q1
Real GDP increased 2.1 percent
Percentage points Advance ®mSecond M Third
Seasonally adjusted annual rates
3.00

2.00
1.00
0.00
-1.00
-2.00

-3.00

Real GDP, Consumer spending Investment Government Exports Imports
percent change

GDP Gross domestic product

Note. Imports are a subtraction in the calculation of GDP. An increase in imports results in a negative contribution to GDP, and a decrease
in imports results in a positive contribution to GDP.

U.S. Bureau of Economic Analysis




image5.png
‘BETPrime.

85.5% Indian households posses at least one
smartphone, 99.5% youth use UPI: MoSPI survey

[P ———————— @0, 5 M8
Synopsis
BTRCE e by oS et v g nian s v o
s e v e o 5535 Aoy

Voung aculs g 1535 smartohne ownerihp & sty uivrsal and Pl gaminates

e ki transactions T Sy RGhIGHES e eressng dighal pencration

e St it an aran n
households own smartphones and UPL
dominates digital banking among
‘youth, the Ministry of Statistics and
Programme Implementation (MoSPI)

said Thursday.

As perthe results of Comprehensive
Modular Survey: Telecom, 2025, around





image6.png
Yum Brands aims to unify supply
chain under ‘one voice’
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