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[bookmark: _Toc237360048]1. Introduction and Company Overview 
Pizza Hut is one of the leading quick-service restaurant QSR brands operating in about 100 countries globally through a business model combining company-owned and franchise networks. Pizza Hut had a modest beginning since 1958, which has grown to be the second-largest pizza company globally, having around 19,000 restaurants in about 108 countries (Yum, 2026). 
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Figure 1: Pizza Hut credentials
(Source: Yum, 2026)
Pizza Hut has established a strong competitive position within the global pizza market, in which the brand has provided customers with product innovation, consistent service and quality along with extensive international expansion. Furthermore, Pizza Hut established a strong perception globally in terms of product quality and pricing (Krisna et al., 2025). This report will critically compare the marketing strategies opted by Pizza Hut while operating in the home country, the USA, with the host country of India. The application of PESTLE, Hofstede cultural dimensions, 7PS marketing mix, and STP analysis will be used to assess the differences in marketing and market entry strategy used by the brand while entering the host market. This report will evaluate the key differences in the cultural factors of both countries that influence strategic decision-making, market entry and the ethical considerations in market operations and business practices. Based on the ethical issues identified through this report, faced by Pizza Hut while entering the host market, effective recommendations will be provided for future international marketing strategies. Additionally, a reflection based on Gibb’s reflective model will also be provided to highlight critical thinking and in-depth analysis undertaken for completing this report. 
[bookmark: _Toc237360049]2. Section 1: Report 
[bookmark: _Toc237360050]2.1 Comparative analysis of the market in both countries 
[bookmark: _Toc237360051]2.1.1 PESTLE analysis of the USA and India 
	PESTLE factors 
	USA (Home Country)
	India (Host Country)

	Political 
	The issue of food security is one of the key forces which has led to shaping the USA public policy (Shebanina et al., 2022). According to the National Restaurant Association in the USA, the restaurant industry employee demographics indicate minority backgrounds (Seyitoğlu et al., 2023), indicating an ongoing challenge linked with increased labour costs. Pizza Hut in the USA, due to a minimum wage increase, has considered the layoff of delivery drivers (USAToday, 2026)
	The Indian Constitution does not have any specific provision towards the right to food, yet the fundamental right to life in Article 21 indicates the right to live with human dignity, including the right to food and basic necessities (NFSAgov.in, 2026). In India, the impact of liberal FDI policy, ease of doing business, simplified taxation and trade initiatives is appreciated (Tripathy and Dastrala, 2023). Yet the irregularities in the regional reforms have significantly impacted Pizza Hut's franchise system and taxation differences, yet have contributed to increasing regional responsiveness 

	Economic
	GDP of food services and drinking places in the USA has accounted for $703,108 million in 2024 (Fred.stlouisfed.org, 2026)
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Figure 1: GDP of food and drinking places in the USA 
(Source: Fred.stlouisfed.org, 2026)
Inflation has significantly fallen in the USA to about 2.9 in 2024 (The World Bank.org, 2026), indicating increased disposable income among consumers.  
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Figure 2: Inflation in the USA 
(Source: World Bank.org, 2026)
However, a shift in consumer demand and high operational costs have impacted Pizza Hut, resulting in a fall of 40% in revenue in 2025 compared to 2024 (Scrippsnews, 2026)
	The food service industry growth in India is predicted to reach a CAGR of about 8.1% between 2024 and 2028 (IBEF.org, 2026). Despite the annual GDP of India reaching ₹346,35,638 crore and 8.9% respectively between 2025 - 2026 (Mospi.gov.in, 2026). 
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Figure 3: GDP of India 
(Source: Mospi.gov.in, 2026)
On the other hand, the increase in the inflation rate to 4.38% in 2026 (Tradingeconomics, 2026) indicates a reduction of disposable income among customers.
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Figure 4: Inflation rate of India 
(Source: Tradingeconomics, 2026)
Despite the unstable economic conditions, Devyani, the franchise brand of Yum Brands in India, operator of Pizza Hut, has achieved a net profit of ₹146.5 million in 2026 (Economictimes, 2026)

	Social 
	Based on a survey report by Deloitte, 76% of Americans prefer food over prescription medicines to support health (Deloitte, 2026), indicating a change in consumer behaviour towards healthier food options. In meeting the health concerns and safety standards in the restaurant industry to meet customer interests, Pizza Hut’s food-making process has followed regulations to use half of the ingredients in the kitchen (Quyet et al., 2023) 
	Based on a report, there is a noted transition among Indian customers due to the impact of inflation on consumer spending patterns, indicating a move to value-conscious purchases (Deloitte, 2026). Pizza Hut, considering the changes in Indian customer purchase behaviour, has introduced value-based meals, focusing on affordability and personalisation in product and service offering 

	Technological
	Automation and the integration of Artificial Intelligence (AI) are considered to be major themes which have led to reduced costs and improved reliability in the restaurant industry in the USA (Deloitte, 2026). Pizza Hut in the hometown of Plano in the USA has adopted self-service kiosks for order placement, contactless pick-up through cabinets and a guest-facing pizza-making station (Shopassociation.org, 2026)
	The Indian Fintech sector is driven by Unified Payment Interface (UPI) and digital payment options, and the digital economy in the nation is predicted to contribute one-third of the GDP by the end of 2030 (Trade.gov, 2026). Dragontail solution is considered by Pizza Hut to effectively integrate technology in service delivery; the AI-kitchen management system enables efficient management, production, and dispatch of products while providing information on delivery partners’ whereabouts (Newindianexpress, 2026)

	Environmental 
	Increased awareness about sustainability and environmental protection is identified among USA customers, based on a report; 78% of customers state sustainability to be important (The Roundup.org, 2026). The change in customer behaviour towards sustainability has increased operational pressure on Pizza Hut to consider proactive changes, resulting in the implementation of energy-saving measures such as energy-efficient kitchen equipment and LED lighting (Brandimpact.org, 2026)
	In India, food waste is a critical challenge, as many of the restaurants lack effective policies for food waste management (Sahoo et al., 2024). However, an increase in environmental consciousness among customers has led Pizza Hut in India to foster effective waste management practices and sustainable packaging options for organisational growth 

	Legal 
	In the USA, the Food and Drug Administration (FDA) Food Code specifies the regulations to be adopted by the food industry in meeting the need for safe food handling (Harris et al., 2025). The imposition of strict food safety and employee regulations, though, has contributed to increased operational costs, yet increased brand trust towards Pizza Hut among consumers 
	In India, the Food Safety and Standards Authority of India (FSSAI) has set standards for food products, contaminants, additives and labelling requirements, ensuring quality and safety of the food products consumed by the public (Joshi et al., 2024). Pizza Hut has effectively considered a regional franchisee network, which has allowed the business to ensure regulatory compliance is met across regional markets in India


Table 1: PESTLE analysis of India and USA 
(Source: Self-created)
The PESTLE analysis has indicated significant differences between the USA and India, which have effectively influenced Pizza Hut's strategic operations. The political environment in the USA indicates high labour costs and an increase in demand for minimum wages; on the other hand, India offers favourable FDI policies yet faces irregularities across states. From an economic perspective, the USA benefits from low inflation, yet Pizza Hut faces declining revenues; compared to India, rapid expansion of food services is identified, offering a scope for Pizza Hut with growth opportunities. Based on the social factor, American consumers prioritise healthier food options, while Indian customers emphasise value-driven offerings and affordability, impacting Pizza Hut's pricing strategy. Technologically, both countries have embraced digital innovation, with USA operations of Pizza Hut having led to the adoption of AI and automation, while in India, it focuses on effective delivery management. In the context of the environmental factor, environmental concerns are more prevalent in the USA compared to India, yet have prompted Pizza Hut to embrace sustainability in operations. Legally, both countries have imposed strict regulatory mandates, yet in India the decentralised franchisee system demands greater regional compliance. 
[bookmark: _Toc237360052]2.1.2 Undertaking Cultural Comparison using Hofstede cultural framework 
The Hofstede cultural dimensions framework has been applied to compare the cultural differences between the host country (USA) and the home country (India) of Pizza Hut, which in turn enabled evaluating the influence of cultural factors on the company’s international marketing strategy. Based on the cultural differences identified through the framework, Pizza Hut operating in the USA and India demonstrates that it would be inappropriate to follow a fully standardised strategy, as the cultural differences demand the need for product adaptation, brand positioning and customer engagement in both markets (Theculturefactor, 2026). 
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Figure 5: Hofstede cultural framework for India and the USA 
(Source: Theculturefactor, 2026)
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Figure 6: Comparative analysis of India and the USA based on Hofstede framework
(Source: Self-Illustrated)
The Hofstede framework analysis indicates that Pizza Hut should consider adaptation of its strategies based on the cultural differences in the USA and in India. The low power distance in the USA and high individualism highlight that Pizza Hut should prioritise digital customisation and personalised services to appeal to customers. In addition, higher motivation towards achievement and success and indulgence in the USA support the strategy adopted by the fast-food chain to offer limited-time offers and extended operating hours. In contrast, in India, the collectivist culture and high power distance indicate the benefits of emphasising structured service delivery and menu adaptation to cater to the cultural differences. Both countries have showcased low uncertainty avoidance; however, in India, customers are more inclined towards local preferences. 
[bookmark: _Toc237360053]2.2 Comparison using STP and 7P
[bookmark: _Toc237360054]2.2.1 Comparative analysis of STP in the USA and India 
Segmentation 
Pizza Hut deploys psychographic, behavioural and demographic segmentation in the USA and in India; however, it has considered strategic changes based on variations in purchasing power, customer behaviour and cultural values. In the USA, the demographic segment primarily targets middle-class income households, working professionals and students; on the other hand, the behavioural segmentation focuses on customers valuing digital access, speed and menu customisation. The psychographic segmentation appeals to customers based on innovation, convenience and individual choice. In India, the heterogeneous market brings in complexities, in which regular customers seek familiarity and affordability while premium customers demand innovative flavours and superior quality (Devadiga and Aithal, 2026).  Consequently, the USA market allows Pizza Hut to incorporate relatively standardised customer segmentation. However, the socio-cultural diversity in India requires micro-segmentation to meet customer acceptance and market relevance.  
Targeting 
The contrasting segmentation strategies of Pizza Hut influence the targeting approaches both in the USA and India. In the USA, Pizza Hut has employed a differentiated targeting strategy focusing on digital connectivity, young individuals and families valuing convenience, personalised experience and innovation. The integration of digital marketing strategy, along with the development of personalisation and behaviourally-driven loyalty programs, is considered to be an effective revenue generation strategy in the restaurant industry (Heo, 2026). In contrast, Pizza Hut has targeted urban middle-class students and value-conscious young adults in India, meeting the need of price sensitivity and collectivist culture. Thus, in the USA, Pizza Hut has emphasised prioritising personalisation and convenience, whereas in India, the targeting strategy focuses on shared consumption and affordability to maximise market relevance. 
Positioning 
The positioning strategies adopted by Pizza Hut reflect the contrasting characteristics of the two markets. In the USA, Pizza Hut has positioned itself as a convenient, innovative and premium pizza provider, competing against other QSR brands based on product innovation, an efficient digital ordering system and superior customer experience. 
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Figure 7: Positioning of Pizza Hut in the USA 
(Source: Self-designed)
The integration of digital innovation has added to the competitive edge for Pizza Hut in the USA, as a report identified that the business working collaboratively with aggregators has increased delivery capacity and access to more incremental customers through mobile application (Nrn, 2026). Conversely, Pizza Hut has positioned itself in India as a Western brand with globalised operations yet maintaining local relevance. 
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Figure 8: Positioning of Pizza Hut in India
(Source: Self-Developed)
The local relevance is maintained through menu offerings specialising in vegetarian options, including Mazedar Makhni Paneer, Ultimate Tandoor Veggie, and Tandoor Paneer, along with standardised Western menu options (Pizzahut.co.in, 2026). The comparison thus demonstrates that the international success of Pizza Hut is not achieved through standardisation, yet through the adoption of a glocalisation strategy while maintaining a consistent global brand identity.  
[bookmark: _Toc237360055]2.2.2 7Ps International Marketing Mix for both countries 
Product 
Pizza Hut has adopted an adapted product strategy, although the business has focused on maintaining global brand identity and standardisation across both markets. In the USA, the product development strategy has focused on using premium ingredients, menu innovation and limited offerings to meet the needs of customer demand for innovation and customisation among the mature QSR market. Pizza Hut, through a product adaptation strategy, has harmonised a blend of Pizza classics with traditional Indian culinary preferences to attract a diverse customer base (Ffcc, 2026). This highlights product adaptation, rather than complete standardisation, to generate a competitive edge in the culturally diverse international market. 
Price 
The pricing approach demonstrates Pizza Hut's partial adaptation rather than complete standardisation. Pizza Hut has opted for perceived value pricing based on dine-in experiences and brand familiarity (NewswireJet, 2026), indicating the use of premium pricing supported by loyalty towards the brand and higher disposable income in the USA. However, in India, the low purchasing power and price consciousness among customers have led Pizza Hut to consider a market-penetration pricing strategy, resulting in the use of affordable meal combinations and family bundles. The analysis indicates standardised global pricing may result in undermining competitiveness in India; however, adaptation of prices based on local purchasing power allows Pizza Hut to increase market share and accessibility.
Place 
In the USA, Pizza Hut has established an extensive distribution network through takeaway outlets, dine-in restaurants and digital ordering platforms to enhance operational efficiency. Based on a report, about 75% of orders were received through the Pizza Hut website and the mobile application, which has ensured the digital platform contributes to increased digital sales (Yum, 2026). However, in India, Pizza Hut has adapted to a partnership and franchising system through third-party delivery platforms, enabling the business to increase accessibility across diverse markets and enabling rapid expansion. Thus, the use of omnichannel accessibility in the home market has indicated a standardised strategic objective; however, the business adapted based on the host market’s maturity and infrastructure. 
Promotion 
An adaptive promotional strategy is adopted by Pizza Hut, which showcases the needs of local cultural values and consumer motivations to cater to the differences in the two countries. In the USA, the promotional activities have remained standardised based on personalised digital advertising, data-driven campaigns and loyalty programmes to meet the individual purchasing behaviour among customers. However, in India, developing culturally relevant campaigns and promotional activities contributes to enhancing brand visibility and connectedness with local consumers (Kumar et al., 2025). While standardised promotional activities enabled brand awareness for Pizza Hut, cultural adaptation has maximised campaign effectiveness and customer engagement. 
People 
The people strategy adopted by Pizza Hut in the USA has focused on creating an ethical workplace with a people-first culture in order to offer a workplace of choice and drive business to meaningfully connect with employees (Pizzahut, 2026). In contrast, in India, the high power distance and collectivist culture have led Pizza Hut to place greater emphasis on interpersonal connections and relationship-building during service encounters. Thus, the standardised employee training has set global training standards for the QSR brand, while adapting to interpersonal service delivery has catered to culturally aligned customer expectations. The emphasis given to the people strategy based on the cultural needs of the two countries has showcased effective balance met by Pizza Hut in meeting standardisation and adaptation to enhance operational efficiency and productivity. 
Process 
Pizza Hut primarily adopts a standardised process strategy, which ensures quality control and operational efficiency in the international markets. The impact of the standardised operating procedures, digital ordering system and product quality and handling standards is intended to ensure consistency to protect global brand identity. However, in India, the operational process has selectively adapted to the franchise network operations, involving multiple payment options and regional demand and local delivery networks. Cashbacks and discounts are also included in the payment options at Pizza Hut, with a disclaimer that certain terms are to be outlined for the cashbacks (Pizzahut.co.in, 2026), indicating a strategic partnership considered by the brand with third parties or payment partners. While process standardisation has contributed to operational efficiency, selective adaptation has increased organisational responsiveness and flexibility in India. 
Physical Evidence 
A highly standardised approach is maintained by Pizza Hut to maintain consistency in brand identity through restaurant designs and principles, logo, visual branding and packaging. The brand logo of Pizza Hut is minimalistic in nature, represented by a red roof which evokes the image of a traditional thatched cottage (Chen, 2026).  Even though limited adaptation is evident in India, in dine-in restaurants, promotional displays and restaurant layouts are redesigned to meet local cultural preferences. Thus, Pizza Hut has effectively balanced global standardisation through selective local adaptation, while ensuring global brand recognition and enhancing local cultural relevance. 
[bookmark: _Toc237360056]2.3 Analysis of the market entry strategy opted by Pizza Hut in India 
Pizza Hut has succeeded in entering the Indian market by adopting the franchise-led strategy of market entry. Pizza Hut entered India in 1996 with a restaurant in Bangalore as a subsidiary of Yum! Brands (Prnewswire, 2026). The company is considered the most preferred brand for pizza in India, which provides affordable and tasty pizzas (Pizzahut, 2026). India has emerged as the first major expansion of the firm within a culturally diverse and rapidly growing South Asian market. India is considered to be a fast-growing market in Asia with a Gross Domestic Product (GDP) growing over sixfold since the early 1990s (Mallett and Pal, 2022). As such, franchising has provided a more strategically appropriate entry mode as opposed to wholly owned subsidiaries or acquisitions.
The choice of franchising here has been driven by the requirement of balancing global standardisation with local adaptation. The franchising mode is noted to have allowed Pizza Hut to foster quick market expansion with a low chance of financial risk, which has also allowed the use of market knowledge from local business partners (Saini and Kumar, 2025). Franchising has enabled the firm to obtain insights regarding the complex regulatory environment of India, the fragmented supply chains and heterogeneous customer preferences. This has significantly reduced the liability of foreignness, thereby allowing the firm to adapt its product offerings, restaurant operations and promotional activities to regional market conditions while retaining global control over brand identity and quality standards. 
Compared with a wholly owned subsidiary, franchising has required substantially lower capital investment. Joint ventures and wholly owned subsidiaries from FDI require heavy capital investment while facing higher risks surrounding economic and political changes in the host country (Aleksieienko, 2026), which is substantially reduced by the franchising model. Similarly, an acquisition strategy might have provided limited opportunities for establishing the global brand position of Pizza Hut from inception. Devyani International, operating Pizza Hut in India, which is also a franchise of Yum! Brands has reported a 16.5% rise in the second quarter revenue in 2026 (Reuters, 2026), showcasing sustained expansion. Thus, franchising has been a strategic mechanism for the firm to achieve global expansion while maintaining local responsiveness and global control.
[bookmark: _Toc237360057]2.4 Evaluating ethical issues faced in the marketing mix in India  
The operations of Pizza Hut in India showcase that maintenance of a globally standardised marketing mix through a franchise-led business model creates ethical challenges within the elements of Process, Product and Physical Evidence of the 7P marketing mix. The product strategy is founded on the delivery of consistent quality and accurate meeting of customer expectations. This ethical responsibility of Pizza Hut was, however, questioned when a complaint surrounding serving non-vegetarian food to a vegetarian customer was lodged in 2003 (Economictimes, 2026). The customer claimed that the company hurt the religious sentiments, demonstrating that vegetarianism in India has been strongly influenced by cultural and religious beliefs, whereby the failure has represented more than a service failure, deeply undermining customer trust. 
Similarly, the ethical implementation of the Process strategy of the company has been challenged through regulatory inspections. The Maharashtra Food and Drug Administration issued an improvement notice in 2024 to the franchise owner of Pizza Hut, Sapphire Foods India Ltd, in Gurgaon for 11 violations, including misleading ingredient labelling and inadequate segregation of non-vegetarian and vegetarian food, thereby demanding rectifications to evade legal consequences (Timesofindia, 2026). In addition to that, food safety authorities in Telangana have investigated and flagged multiple food safety issues surrounding rat faeces, rotten food and unhygienic storage practices in 2025 (Ndtv, 2026). These operational shortcomings have indicated weaknesses in the quality assurance and monitoring processes of the franchise despite globally standardised operational procedures. Consequently, the Physical Evidence strategy has also been compromised due to improper restaurant hygiene, food preparation environments and visible regulatory non-compliance, negatively affecting customer confidence. 
These incidents have collectively demonstrated that the ethical challenge lies in ensuring that franchise execution is capable of upholding the brand’s transparency, international quality and customer trust across the Indian market. 
[bookmark: _Toc237360058]2.5 Recommendations for Pizza Hut for future international marketing strategies 
Strengthening franchise governance across Indian operations: Pizza Hut should consider introducing more rigorous franchise governance by carrying out mandatory third-party food safety audits, outlet inspections and implementing AI-powered compliance supervision across all Indian franchise restaurants. Customer behaviours are rooted in religious beliefs, which are interconnected with food consumption, attitude and ethics of the individuals in India (Saini and Kumar, 2023). As such, the ethical concerns surrounding incorrect serving of vegetarian food and improper hygiene have primarily originated from the franchise operations, which require strong operational oversight to strengthen consistent delivery of the brand standards by the franchisees. 
Expansion of localised menu innovation while preserving global brand Consistency: Pizza Hut should expand the India-specific menu offerings by incorporating healthier pizza options, regional flavours and locally preferred ingredients without compromising globally recognised brand identity, as part of its glocalisation strategy to foster competitive differentiation. 
Improvement of transparency within product and promotional communications: Clearer disclosure of allergen information, ingredients, promotional terms and nutritional labelling across its Indian restaurants and digital platforms should strengthen transparency. Restaurants are required to implement standardised protocols to manage allergens and conduct regular audits for proactive identification of potential safety gaps (Konstantinou et al., 2025). The concerns regarding misleading ingredient information might be addressed through this measure, which might also help in reinforcing the positioning of Pizza Hut as a trustworthy brand.
Integration of sustainability into the core marketing strategy of Pizza Hut: The company should integrate responsible sourcing, recyclable packaging and waste reduction directly into its global marketing communications. Perceived sincerity of sustainable advertising has been deemed the greatest trust predictor among Indian customers (Kumar, 2025), which would allow Pizza Hut to attract environmentally conscious customers. 
Strengthening digital personalisation through responsible customer analytics: Pizza Hut should further use mobile applications and loyalty programmes to deliver AI-driven personalised offers depending on purchasing behaviours while fostering responsible data governance.  Advanced personalisation capabilities have allowed brands to increase revenue by 40% (Lal, 2026), thereby ensuring customer retention, increased repeat purchases and improved long-term competitive edge for Pizza Hut in India and the USA.


[bookmark: _Toc237360059]3. Section 2: Reflective account 
Gibbs’ Reflective cycle would be used in this context, which would consist of six important stages to help share personal experiences gathered while carrying out this particular module. Gibbs’ Cycle has been identified as a tool for self-reflection, which is structured in six phases, encompassing description, evaluation, feelings, conclusions and action plan (Galli and New, 2022). A straightforward and critical method for evaluation and analysis of individual plans, experiences and practices has been established by Gibbs’ Cycle (Tang, 2023).
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Figure 1: Gibbs’ Reflective Cycle
(Source: Tang, 2023)
Description 
This assessment has required me to critically evaluate the international marketing strategy of Pizza Hut by comparing its home market, the USA, with the host market, India. At first, I viewed the task as simply applying marketing frameworks, including PESTLE, Hofstede’s Cultural Dimensions, 7Ps marketing mix and STP of the two countries. However, with research progression, I realised that the assessment demanded much more than mere application of frameworks. Theoretical frameworks are required to be clearly connected to all study parts and augment it by offering improved insights regarding the phenomenon (Luft et al., 2022). I needed to justify the adoption of different international marketing strategies by Pizza Hut and evaluate the way economic, cultural and institutional differences have shaped those decisions. Preparation of this report thus became a process of continuous refinement of thinking rather than simple collection of information. 
Feelings 
Initially, I felt confident since I was familiar with most of the marketing frameworks from previous modules. However, I realised that I was separately describing India and the USA instead of making a comparison. Though I believed my first draft to be detailed, I gradually recognised the lack of critical analysis and failed to fully answer the assignment brief. This was frustrating since I had spent considerable time researching, yet my arguments were not sufficiently analytical. 
I faced another challenge while finding evidence specific to Pizza Hut rather than generic information about the fast-food sector. Most sources discussed global marketing theories without explaining the actual implementation method of Pizza Hut. I particularly struggled in identifying genuine ethical issues in India until I properly explored regulatory reports and credible business news. Credible news is observed to be less persuasive and less context-dependent than non-credible sources (Francis, 2024). Finding evidence surrounding food safety inspections and franchise-related challenges has showcased that company-specific evidence is essential to produce a convincing academic argument. I became increasingly confident by refining my research and linking theories directly to strategic decisions of Pizza Hut.
Evaluation 
Looking back, I believe moving towards comparative analysis from descriptive writing has been one of the strongest aspects of my report. Despite treating the frameworks as independent sections initially, the review process made me realise that isolated analysis of frameworks has prevented me from demonstrating the collective influence on international marketing strategy of Pizza Hut. Reorganisation of my analysis into direct comparisons significantly improved the quality of my arguments.
Nevertheless, I also identified weaknesses in my approach. The heavy initial reliance on theoretical explanations instead of challenging the strategic decisions of Pizza Hut has made me, for instance, describe the marketing activities of 7P without evaluation of standardisation or adaptation of each element by Pizza Hut. Similarly, my initial ethical issues section emphasised general industry concerns rather than company-specific evidence. Evidence-based marketing strengthens strategic decision-making for companies through insights into competitive dynamics, which helps in improving the resilience of the marketing strategy (Rahman and Hye, 2022). Recognition of these shortcomings has encouraged me to revisit the literature and develop stronger analytical arguments supported by real firm examples. 
Analysis 
The most significant learning experience from this assignment has been the recognition that critical analysis demands continuous justification rather than detailed description. I had the assumption that including multiple theories automatically demonstrated critical thinking, which has been challenged by this assignment. I thus realised that frameworks become valuable only after integration and usage for explanation of strategic decisions. 
An important thought change occurred while writing the STP and 7Ps sections. Though I initially attempted to analyse the USA and India separately since it appeared a logical structure, the work review has helped me recognise that I produced two descriptive country profiles instead of a comparative analysis. Rewriting each section under individual headings, including Product, Price, Place and Promotion, has compelled me to directly compare the decisions of Pizza Hut and justify the standardisation, adaptation or partial adaptation of each marketing element. The strategic balancing of both approaches appeared to maximise global consistency while remaining locally relevant. Glocalisation involves the development and global distribution of products or services, while ensuring adjustment to accommodate customers in local markets (Unger, 2023).
Another important learning point was that I initially believed that ethical analysis would require the identification of a major corporate scandal. However, I realised that meaningful discussion involved the evaluation of the way operational failures, including food safety inspection and incorrect product delivery, affected the Process, Product and Physical Evidence elements of the marketing mix. Overall, this assessment significantly enhanced my ability to integrate academic theory with practical business evidence.
Conclusion 
This assignment has transformed my understanding of international marketing analysis, allowing me to view marketing frameworks as interconnected approaches which should collectively explain organisational strategy. More importantly, I learnt that high-quality academic writing is achieved via comparison, continuous questioning and justification instead of detailed description. This experience has boosted my confidence in producing more evidence-based, critical analyses that would influence my future business approach and marketing assessments. 
Action Plan 
	Strategy 
	Actions to be taken
	Resources required
	Time required

	Strengthen critical analysis
	I will prepare comparison matrices before writing to identify theoretical relationships, real-time evidence and company strategies
	Journal articles, lecture notes, tutor feedback
	1-2 months

	Improve company-specific research
	I will prioritise regulatory publications, company reports and reputable business news
	Google Scholar, annual reports, Business Source Complete, Statista
	2-3 months

	Develop stronger framework integration
	I will combine multiple marketing frameworks to foster deeper analytical thinking
	Academic journals, international marketing textbooks, previous assignments
	3-4 months

	Boost academic and reflective writing
	I will seek formative feedback while critically reviewing my drafts against the assessment rubric
	Tutor feedback, university academic skills, self-review
	4-5 months


Table 1: Action Plan
(Source: Self-Made)


[bookmark: _Toc237360060]4. Conclusion 
Overall, the report has demonstrated that Pizza Hut’s international competitiveness is dependent on maintaining a balance between global standardisation and local adaptation in order to adapt to market conditions. In this regard, the comparative analysis has highlighted that culturally responsive marketing decisions and ethically compliant business practices are strategically significant for Pizza Hut’s international marketing entry. Furthermore, the reflective analysis has put emphasis on critical thinking and evidence-based evaluation as well as continuous learning for the purpose of strengthening future international marketing-related research and professional development. 
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Appendix 1
	Hofstede Dimensions 
	USA
	India 

	Power distance 
	The USA records a low score of 40%, indicating customers’ expectations of personalised services and egalitarian relationships. In countries signalling low power distance, communities tend to minimise differences due to power (Karakuş and Akçakanat, 2024). Thus, Pizza Hut in the USA emphasises customer empowerment through individual meal choices and customised pizzas through an online delivery platform 
	A high score (77%) indicates the acceptance of hierarchical system and structure. In high power distance cultures such as India, communications are often one-way, and subordinates tend to follow superiors (Xia, 2026). Pizza Hut, while operating in India, thus emphasises direct employee communication and structured customer service offering 

	Individualism 
	In the USA, a high score (60%) is reflected in an individualistic culture in which purchasing decisions are driven by personalised preferences and convenience. Pizza Hut launched Hut Originals, a summer platform in the USA, to celebrate food, experiences and customer traditions (Grocerytradenews, 2026)
	(24%) In score, it indicates collectivism culture emphasising value-based products to meet societal cultural needs. Notable innovations are reflected in Pizza Hut's introduction of pizza crust and diverse menu options to meet local tastes in various markets (Manhas et al., 2024)

	Motivation towards achievement and success 
	A score (62%) indicated American consumers generally value competition, achievement and innovation. US culture exhibits a higher level of cultural values linked with feelings (Huhmann and Albinsson, 2026). Impact of this: Pizza Hut has constantly introduced premium menu innovations and limited-time products to maintain a competitive edge 
	The score (56%) indicates achievement-oriented values in India, while maintaining the importance of social relationships and value-conscious purchasing. With the increasing competition in the Indian market, Pizza Hut has introduced price cuts and discounts to attract customers through the Pizza Mania scheme (Shahzad, 2024), to appeal to customers seeking both value and social status 

	Uncertainty avoidance 
	The low score (46%) indicates openness to trying new products. In the USA, Pizza Hut has introduced a limited-time line-up of pizzas with premium toppings (Prnewswire, 2026), indicating the exercise of innovation and experimental flavour offerings to meet changing customer tastes
	(40%) of uncertainty avoidance in India reflects flexibility towards new experiences. However, in India, Pizza Hut, being operated by Yum, has considered adapting to local tastes due to increased competition in the Indian market, as smartphone applications have offered a wide choice of food offerings (Restaurantindia.in, 2026)

	Long-term orientation 
	Due to a (50%) score, the USA demonstrates a balanced outlook towards long-term and short-term priorities. Yum in the USA has continued to maintain nostalgia in the reward programs as a key priority in the new digital experience (Restaurantdive, 2026)
	(51%) of score reflects a slightly stronger long-term orientation than in the USA, which is effectively adopted by Pizza Hut, emphasising regional menu development, sustained localisation and franchisee expansion in India 

	Indulgence 
	The high score (68%) indicates a strong acceptance towards enjoyment consumption. Pizza Hut in the USA, nationwide, is open till midnight or later for late-night diners or for carry-out (Prnewswire, 2026)
	Low score (26%) emphasises Indian culture to focus on strict societal norms for guided behaviour and gratification of desires. In India, the emergence of food chains such as Pizza Hut, perceived to be trendy and western, also offering value for money and hygiene, catered to the interests of young people (Kumar et al., 2022)
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The USA records a low score of 40%, indicating customers® expectations of
personalised services and egalitarian relationships. In countries signalling low
‘power distance, communities tend to minimise differences due to power (Karakus
and Akgakanat, 2024). Thus, Pizza Hut in the USA emphasises customer
empowerment through individual meal choices and customised pizzas through an
online delivery platform

A high score (77%) indicates the acceptance of hierarchical system and structure.
Tn high power distance cultures such as India, communications are often one-way
‘and subordinates tend to follow superiors (Xia, 2026). Pizza Hut, while operating
in India, thus emphasises direct employee communication and structured customer
service offering

Indwiduatism

Inthe USA. 2 high score (60%) i reflected in an individualistic culture in which
purchasing decisions are driven by personalised preferences and convenience.
Pizza Hut launched Hut Originals, 2 summer platform in the USA. to celebrate
food, experiences and customer traditions (Grocerytradenews, 2026)

(24%) in score, indicates collectivism culture emphasising value-based productsto
meet societal cultural needs. Notable innovations are reflected in Pizza Hut's
introduction of pizza crust and diverse menu options to meet local tastes in various
markets (Manhas et al, 2024)

Motivation towards
achievement and
success

A score (62%) indicated American consumers generally value competition,
achievement and innovation. US culture exhibits  higher level of cultural values
linked with feelings (Huhmann and Albinsson, 2026). Impact o this: Pizza Hut has
constantly introduced premium meny innovations and limited-time products to
maintain a competitive edge

‘The score (56%) indicates achievement-oriented values in India, while maintaining
the importance of social relationships and value-conscious purchasing. With the
increasing competition in the Indian market, Pizza Hut has introduced price cuts
‘and discounts to attract customers through the Pizza Mania scheme (Shahzad,
2024), o appeal to customers seeking both value and social status

Uncertainy
avoidance

‘The low score (46%) indicates openness to trying new products In the USA, Pizza
Hut has introduced 2 limited-time lineup of pizzas with premium toppings
(Pmewswire, 2026), indicating the exercise of innovation and experimental flavour
offerings to meet changing customer tastes

(40%) of uncertainty avoidance in India reflects flexibility towards new
experiences. However, in India, Pizza Ht, being operated by Yum, has considered
adapting to local tastes due to increased competition in the Indian market, a5
smartphone applications have offered a wide choice of food offerings
(Restaurantindia in, 2026)

Long-term
orientation

Due toa (50%) score, the USA demonstrates 2 balanced outlook towards long-term
‘and short-term priorities. Yum in the USA has continued to maintain nostalgia in
the reward programs s a key priority in the new digital experience (Restaurantdive,
2026)

(51%) of score reflects a slightly stronger long-term orientation than in the USA,
which is effectively adopted by Pizza Hut, emphasising regional menu
development. sustained localisation and franchisee expansion in India

Tuhilgence

The high score (68%) indicates a strong acceptance towards enjoyment
‘consumption. Pizza Hut in the USA, nationwide are open till midnight or later for
Late-night diners or for carry-out (Prnewsiwire, 2026)

Low score (26%) emphasises Indian culture to focus on strict societal norms for
‘guided behaviour and gratification of desires. In India, the emergence of food
chains such as Pizza Hut, perceived to be trendy and wester, also offering value
for money and hygiene, catered to the interests of young people (Kumar et al,
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