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Comparative International Marketing Analysis of KFC: USA & India 
1.0 Introduction
Kentucky Fried Chicken (KFC) is one of the world’s largest fast food chicken chains and an iconic member of Yum! Brands. Kentucky Fried Chicken, commonly known as KFC, was founded as an American brand by Harland “Colonel” Sanders during the 1930s. It has, however, evolved into a multinational enterprise with more than thirty thousand restaurants, spread over approximately 150 countries.
 The report compares the marketing strategies of KFC in its home country (the USA) and host country (India). The company conducts a PESTEL analysis to determine the macro-environmental factors that impact the firm’s decision-making. Afterwards, Hofstede’s framework was used to assess how the cultural environment is different in the two nations.
Moreover, the study evaluates the STP (segmentation-targeting-positioning) strategies and extended marketing mixture (7Ps) of the brand in the USA and India, respectively. It then suggests the direction of the strategy development for the US country market and discusses marketing ethics and corresponding recommendations. The report also shows KFC’s global growth of restaurants from 2023 to 2026. There is a chart for that. There are also multiple diagrams that appear in the report to illustrate certain points.  The KFC logo indicates where the USA and India are located, as shown in the stylised world map. It represents KFC's journey across various cultures. Harvard.
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2.0 Background information about KFC(USA & India)

2.1 Origins and global expansion.

The 1930s fried chicken recipe was served at a roadside restaurant in Kentucky originally by Colonel Harland Sanders.  He devoted many years to testing and perfecting his “secret recipe” of eleven herbs and spices.  In 1952, Sanders made the business a franchise by allowing operators his recipe and his image in return for a royalty(KFC, n.d.). KFC grew by franchising, and in 1964, Sanders sold the company to investors and remained the brand ambassador to the growing company(KFC, n.d.). Under new ownership, the brand began to expand internationally. In 1965, it opened its first outlet in the United Kingdom and then outlets across Asia, Latin America and Africa. A press release in 2024 stated that KFC opened around 2,700 new restaurants in 2023 and would enter its 150th country, indicating increased global growth. Yum! Brands states in its 2025 annual report that the brand enjoyed a record-breaking year of development with nearly 3,000 new restaurants as well as the opening of its 30,000th restaurant. According to the 2024 annual report, KFC opened roughly 2,900 new restaurants in 2024, surpassing the 30,000 mark for worldwide locations[4].
KFC boasts about 34,000 restaurants across the globe, according to an industry article from 2026. Sales generating US$36.4 billion in 2025, only 13 % of this total comes from the U.S., whereas 27 % comes from China (Nation’s Restaurant News, 2026) . These truly represent an impressive succession of attempts to create a global chain. Purpose and perspective.
2.2 Mission and Vision
The first KFC mission highlights the company's love for food, unique recipes, and the determination to ensure that guests go home happy. The company aims to provide fast and friendly service, affordable to cost-conscious and health-conscious people. According to these statements, we shall serve a consistent taste and give you fast service. Also, we focus on the customers’ changing expectations of value and well‑being.  First and foremost, these statements define the overall marketing approach of the company in every geographical market. India Penetration and Adaptation.

2.3 Entry into India and adaptation  
KFC was one of the first entrants in India. The first KFC outlet in India opened in June 1995 in Bangalore, which is located in an area with palatial bungalows; however, it faced protests owing to alleged high levels of monosodium glutamate (MSG), farmers’ groups and regulatory delays. The store was closed a few months later. These issues were created.
Over the next twenty years, KFC grew steadily, and as noted in the case study, by 2025, it operated over 1000 outlets spread across more than 240 towns. Therefore, the Indian market is one of the most important growth engines and the test bed for localisation. Analysis will be done in the following sections in terms of how KFC adapts its strategies according to the macro-environment and culture of the USA and India, respectively, while keeping the brand consistent. PESTEL analysis of the macro-environment (USA vs India) will be done.
3.0 PESTEL analysis of the macro-environment (USA vs India)
Using the PESTEL analysis, the impact of Political, Economic, Social, Technological, Environmental, and Legal factors can be studied. For KFC, knowing these macro‑factors will help adapt marketing strategies to local conditions. The PESTEL factors are shown in Figure 1. 
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3.1 Political elements.
The United States has a laissez-faire political setting that imposes relatively limited restrictions on private businesses. Therefore, other relevant historical factors aided the expansion of fast food in the U.S. in spite of the political setting of the U.S. (GrandesFixer, 2021). 
Favourable: The political environment is stable and has strong protection of property rights.
Unfavourable: Escalating discussions regarding public health and local regulations on nutrition (e.g., minimum wages, soda taxes, bans on trans fats) may increase costs and necessitate changes to menus. KFC must display calories on menus and comply with the FDA, as it is an enterprise with 20 or more outlets across the USA. Neighbourhood movements can cause limits on new drive-through businesses. India has a federal system comprising lots of layers of taxes, bureaucratic delays and corruption (Pestleanalysis, 2024). 
Favourable: The economic liberalisation since the 1990s has encouraged FDI and Franchising with favourable conditions; the special economic zones and Make in India programme offer incentives. 
Unfavourable: complex food safety laws, approvals needed from state governments, and periodic bans by local authorities on meat or western fast food.  In the past, KFC faced protests due to the activism of farmers and animal rights groups(Kashyap,2023).
3.2 Economic factors	
The U.S. is a high-income economy; real GDP increased at an annual rate of 1.4% in Q4 2025, with full-year growth of 2.2% (U.S. Bureau of Economic Analysis, 2026). Consumer spending remained strong with low unemployment.
Favourable: circumstances happen when high disposable incomes enable consumers to spend on dining out. For example, KFC is able to offer premium products like extra‑crispy chicken sandwiches.
Unfavourable: the economy and high inflation may push consumers to value menus and competitors. With only 13% of global sales, the U.S. market has matured and become saturated with limited growth opportunities.
India is the world's fifth-biggest economy. The nominal GDP was estimated to be approximately US $3.94 trillion with a forecasted growth rate of 6.7 % in 2023–24. Inflation moderated to 5.6 % in May 2024.
Favourable: quick-service restaurants are supported by favourable factors – the economy is experiencing rapid growth, middle-class incomes are rising, and urbanisation is taking place. Annually, FDI inflows exceed US$70 billion, and show that investors have confidence in the Indian economy.
Unfavourable: Income gaps and rural poverty restrict buying power in smaller towns; price-sensitive.
3.3 Social and cultural factors
USA -social: The fast-food market in the USA is highly aware of health and obesity issues. As the Washington Post notes: “There’s a real consumer wave, and health and wellness are all consumers’ top of mind right now. There is a rise in demand for healthier fast foods. And the finding revealed that ‘92% of consumers think restaurants should have healthy options’. Increasing health consciousness among consumers is leading fast food brands to introduce salads, grilled products and low-calorie options (USDA Economic Research Service, 2024). 
Cultural Factors: the United States is a mostly individualistic culture with powerful consumerist values. Eating out is a part of busy life in America. Consumers from Generation Millennial and Generation Z demand digital ordering and menu customisation. Social movements emphasise sustainable and ethical sourcing.
India- social: With a population of over 1.44 billion, 68 % of the population is young and middle-aged (15–64 years), literacy rate is about 77.7 % (2017)(Pestleanalysis, 2024). The swift urbanisation and expansion of India's middle class contribute to the rise of low-cost Western foods. India has a diverse culture with the Hindu religion.  A lot of consumers are vegetarians or avoid beef or pork. Essential Menu Localisation.
3.4 Technological factors
The US has high internet penetration and widespread smartphone adoption. Facilitates online ordering, mobile applications, and third-party delivery services. Across its U.S. locations, KFC leverages the Byte by Yum! digital ordering platform.
Driving Innovation Unleashing Further Automated Performance Enhancements and Innovations. Disadvantageous: substantial expenses for R&D and technology adoption. Data security and privacy legislation adds complexity. In India, the fast adoption of 4G/5G, cheap data and digital payments (UPI) are notable. Developing a system for ordering and delivering food online. The younger population is increasingly using smartphones. Digital payments encourage less cash handling while speeding up transactions. KFC can take advantage of e-commerce platforms like Zomato and Swiggy. Wasteful Technology
3.5 Environmental Factor
As more significant awareness is developing about sustainability as well as waste reduction, the fast food chains are forced to carry out their operations in an eco-friendly manner. KFC aims to achieve a 46% reduction of greenhouse gas emissions by 2030, while at the same time becoming net-zero by 2050 by switching to circularity and using furniture made from recovered material thus, 32% emissions reductions from transport.  On a steady-state basis, it has removed 10 million plastic bags and 50 million straws from Canadian operations (100% for fibre alternatives). It aims to make its packaging 100% home-compostable by 2025. 
Unfavourable: U.S. consumers and regulators (vibrant democracy and media) scrutinise sourcing, antibiotics in poultry and carbon footprints; must be transparent supply chain sustainability.
In India, the implementation of the environmental guidelines leaves a lot to be desired, no thanks to the strict regulations involved. Basically, urban pollution and waste disposal pose a major challenge. Furthermore, sustainable packaging and segregation of waste are some ways to ensure safe disposal. KFC has to contend with plastic restrictions (single-use plastic bans in states across India). Implementing public programs successfully makes water-stressed regions more likely to cut back on their operations. Consumers appreciate more.
3.6 Legal factor 
In the USA, fast-food companies face a confusing web of laws. Legislation or regulations comprise labour and minimum wage laws, franchise disclosure and nutrition labelling rules and the like. The USFDA’s regulation on calorie labelling, enforced in 2018 and reimposed following the COVID-19 hiatus, demands proper labelling in menus.  KFC's trademark protects not only its brand name but also its recipe, which is believed to be kept a secret. 
Unfavourable: A critic must regularly engage in legal battles. This encompasses class actions associated with obesity, their promotions targeting kids and also labour practices. A class action suit over misleading nutrition information could be started any time now.  If yes, a legal battle will commence.
India: The Food Safety and Standards Authority of India (FSSAI) regulates food safety regulations and laws in India. Restaurants need a proper license and must follow food safety and hygiene guidelines. The tax regime must comply with the Goods and Services Tax (GST) and labour laws.
3.7 Synthesis: similarities and differences
The United States has a highly developed, high-income economy that relies on advanced technology and a legal framework. However, this growth has a saturation point and is facing challenges due to increasing health regulations. India is a fast-growing market with increasing disposable income and a young, digital-savvy population. However, these initiatives face hurdles due to the political complexity, economic disparities and cultural diversity. Both countries exhibit a potential consumer base of 1.4 billion people amid an increasing demand for convenience food and digital connectivity. Health, environmental and regulatory issues are among the negative factors. PESTEL analysis tells KFC to localise its menu, price and promotion while retaining its brand essence. 
4.0 Hofstede’s cultural dimensions and their implications
Power distance (PDI), individualism (IDV), masculinity (MAS), uncertainty avoidance (UAI), long‑term orientation (LTO) and indulgence (IND) are the six dimensions of national culture which Geert Hofstede’s framework makes a comparison with.
	Dimension
	United States
	India
	Implications for KFC

	Power distance (PDI)
	The U.S. has a relatively low PDI of 40 (Clearly Cultural, n.d). Americans prefer egalitarian workplaces and expect customer‑facing staff to be approachable.
	India scores 77, indicating acceptance of hierarchical structure(Cyborlink, 20230. Respect for authority is stronger, and service staff are expected to be deferential.
	In U.S. outlets, KFC encourages friendly, informal service, whereas in India, the hierarchy may be more evident. Training must emphasise respect for seniority and local customs.

	Individualism vs collectivism (IDV)
	The U.S. is highly individualistic (IDV 91)(IDV91)(Clearly Cultural, n.d); consumers value personal choice and self‑expression. Marketing can target individual benefits and customisation.
	India has a moderate IDV of 48(Cyborlink, 2023); collectivist tendencies mean family and community influence decisions. Group meals and family‑oriented promotions resonate.
	KFC offers combo deals and bucket meals in India to accommodate sharing, whereas in the U.S., marketing emphasises personal meal combos and individual indulgence.

	Masculinity (MAS)
	The U.S. scores 62 on masculinity(Clearly Cultural, n.d) , suggesting a competitive, achievement‑oriented culture. Promotional messages often highlight winning, indulgence and bold flavours.
	India’s MAS is 56, slightly masculine (Cyborlink, 2023), indicating a balance between competition and quality of life.
	Advertising in both countries can emphasise superior taste and success, but in India messages about family happiness and quality may also appeal.

	Uncertainty avoidance (UAI)
	Americans have moderate UAI of 46 (Clearly Cultural, n.d); they tolerate ambiguity and are open to innovation.
	India’s UAI is low (40)(Cyborlink, 2023), indicating comfort with uncertainty and willingness to experiment with new flavours.
	KFC can introduce innovative menu items in both markets. However, U.S. consumers may demand detailed information (e.g., calorie counts), while Indian consumers may rely on trust and word‑of‑mouth.

	Long‑term orientation (LTO)
	The U.S. has a short‑term orientation (29)(Clearly Cultural, n.d.), focusing on quick results and consumer gratification.
	India scores 51, leaning toward long‑term orientation(Cyborlink, 2023). Traditions and planning for the future are more important.
	Promotions in India may highlight heritage, authenticity and community support, whereas U.S. campaigns highlight novelty and limited‑time offers.

	Indulgence (IND)
	The U.S. is highly indulgent (score around 68)(Funkeyb, n.d.). Consumers are comfortable satisfying desires; indulgent advertising resonates (e.g., “finger‑lickin’ good”).
	India has a low indulgence score (26)(Cyborlink,2023); cultural norms emphasise restraint.
	KFC in India must balance indulgence with health messaging and respect for dietary restrictions. Desserts and extra‑crispy options are offered alongside vegetarian dishes.




4.1 Advantages and disadvantages of Hofstede’s model
Advantages:
• The framework helps make cross-cultural comparisons and pinpoints instances of conflict or adaptation. This assists marketers in comprehending cultural variables, and consulting on-the-ground professionals will assist the marketer in grasping what may be important.
• It provides a tool for making cross-cultural comparisons and detecting conflict or adaptation. Marketers who know about cultural differences can tell what the consumer might prefer and which cultural style to choose.
• This system assigns scores that facilitate easy international benchmarking. Multinational companies can utilise this to organise the training and administration of their employees in other cultures.
• It makes us aware of the culture of other countries and lessens our feeling of ethnocentrism. This assists us in executing a localised approach.
Disadvantages:
• Using the model’s dimensions is easy, but they were developed from a survey of employees of the large multinational IBM carried out in the 1970s. Moreover, it cannot be said to be representative of the diversity of the country or regional differences.
• The subcultures of India and the United States of America will show scores that will differ significantly from the national average that is meant to represent the culture of India will be the equivalent of the culture of IBM employees in the US who represent a variety of employees in the US.
• Framework static cultural; however, globalisation, migration and digital connectivity are bridging cultural values. Younger Indians may be more individualistic and indulgent than their older generations. An exclusive focus on national culture may gloss over contextual factors like socio-economic class, urban-rural divide and cross-generational differences. Marketers should link Hofstede with qualitative research.

4.2 Similarities and differences 
Both countries score similarly on masculinity and uncertainty avoidance. However, they differ sharply on the other dimensions: individualism, power distance and indulgence. The different cuisines impact the consumers’ expectations; American consumers desire customisation and self-expression, but Indian consumers prefer family meals and value hierarchies. KFC’s marketing must balance globalisation and localisation in its branding.

5 Segmentation, targeting, and positioning (STP) with a perceptual map 
A detailed analysis by the company identifies who the target customer is, how to find her and efforts to position your brand against competitors. 

5.1 Segmenting the Market
KFC uses four types of segmentation that are demographic, geographic, psychographic and behavioural. A study of digital marketing revealed that the brand has different segments, such as millennials and Gen Z, men and women and families23. Variable USA examples, India examples.

	College
	USA Examples
	
	India Examples
	

	Demographic




















Geographic
















Psychographic













Behavioural
	The target audience is kids, teenagers, young adults, families and customers who value price. India has more discretionary income, so one also targets the premium segment.







Their stores have drive-thru or home delivery service to cater to suburban lifestyles.










Targets convenience-seekers, fast-food lovers and indulgent consumers; taste benefits and saves time.





Differentiation is based on frequency; heavy users get loyalty points, and lapsed users get offers. You can avail of different digital coupons, combo offers and limited-period discount offers from KFC.
	
	Targets youth and families of the middle class living in metropolitan cities. Provides vegetarian menu options for the Hindus and value meals for price-conscious groups. Due to different demographics, a larger age and income range is required.

Metropolitan areas and tier-1 and tier-2 cities enjoy a higher concentration of brands, but are now penetrating the smaller towns. Menu customisations depending on region, spicy chicken in South India.


The aspirational youth are not the only ones who enjoy Western brands. Speed and loyalty programmes are highlighted in the mobile app (Chatterjee and Gupta, 2026).


The behavioural cleavage is between the vegetarian and the non-vegetarian diners; also, the digital adopters, i.e. those who order through the food-delivery apps. Many promotions are available.

	



5.2 Targeting strategies
At the beginning, KFC adopted a uniform strategy focusing on its fried chicken recipe.  However, due to the increasing competitive pressures, the brand now adopts differentiated targeting, creating separate offerings for families, health-conscious consumers and millennials. In general, the U.S. targets indulgent consumers and convenience; India targets vegetarians, spicy flavour lovers and affordability. Both markets require targeting via mobile phone, which can occur through personalised push notifications and geo-targeted ads via the app.
5.3 Positioning
KFC claims you as “the world’s most famous chicken restaurant, offering finger-lickin' good food with a distinctive recipe” (KFC). In the U.S., the brand is promoting indulgence, nostalgia and newness (chicken sandwiches, bowls, etc.). The brand is perceiving itself as a trendy, aspirational brand in India while respecting the local taste with vegetarian meals, spicy recipes, and rice bowls. Another factor affecting positioning is that the brand is premium in the US.
5.4 Perceptual map
Comparison of KFC in US and India through perceptual mapping. Customers are assessing KFC using two metrics/dimensions/parameters. The first positioning level differentiates a brand based on strategies that develop branding strategies extending from global branding to local adaptation and vice versa. The perception of the price is the second dimension. It varies from perceiving a value to perceiving a premium.  This illustrates the idea of KFC USA.
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6 Marketing Mix (7 Ps) And Comparative Analysis.
KFC conforms its marketing mix, Product, Price, Place (distribution), Promotion, People, Process and Physical evidence, to local market conditions, competition and consumer behaviour.
6.1 Product
The pressure-fried chicken is a core product seasoned and coated with the “secret recipe” seasoning. The product portfolio in the U.S. also covers sandwiches, wraps, salads, bowls, desserts, and frequent seasonal and promotional offers (MBA Skool, 2023). Chicken pieces, burgers, sides, desserts and drinks are included within the product width.  The range within this product line is extensive. It offers original, crispy and spicy variants. These variants have recently been joined by plant-based versions and sides, including mashed potatoes. In India, KFC serves items such as Veg Zinger burger, rice bowlz, tandoori wings and Krushers smoothies to cater to vegetarian tastes with spicier flavours. 

6.2 Price
KFC prices are economic, though slightly on the higher side, as compared to the quality and differentiated product range. The company uses differential pricing to attract different customer segments.  For instance, its take-away lunch combos – like chicken sandwich and fries combo – are priced higher in metropolitan or tourist city outlets compared to its rural store locations. Value meals and combos lead to larger orders. In India, prices are said to be set low in view of income levels. Also included in this list are chicken buckets, rice and soft drinks sold at a discount   or “wow meals”. Those who are price-sensitive were lured with discounts through food-delivery apps.

6.3 Place
KFC outlets are owned by the company and franchises. In the U.S., you'll find drive-through locations, restaurants where dining in is possible, and kiosk formats. The company depends on delivery platforms (DoorDash, Uber Eats) and spends on its own mobile ordering app. In India, the products or services are distributed by franchisee outlets through highways, rest stops, malls and high streets. The KFC India App, along with delivery tie‑ups with Zomato and Swiggy, helps in online ordering. Logistical issues and demand limit the rural penetration of products.

6.4 Promotion
KFC's promotional marketing involves advertising, sales promotion, public relations and personal selling. The brand uses the famous tagline ‘it’s finger-licking good’ and so good for ads and public relations. The firm utilises YouTube, Instagram and TikTok for digital marketing. As per Simplilearn, it uses personal and non-personal mediums including newspapers, magazines, radio and digital. Besides, it invests a lot in social media and influencers campaigns26. India KFC  is using festive promotions like Diwali combos, along with cricket sponsorship and Bollywood celebrities. A distinguishing feature is the use of different languages and localised slogans. 

6.5 People
Customer service and training of employees can be given a 6.5 score. KFC grants equal franchise rights to everyone. They use training programs in addition to conducting their own regular training programs at the store(MBA Skool, 2023). In the US, most of the outlets hire part‑time workers. The staff maintains a friendly and informal approach, which gives you a pleasant experience. In India, labour costs are quite inexpensive. Thus, outlets employ a larger number of staff to meet the overwhelming volume of customers through home delivery. The staff accepts requests for local civilians and no meat customers’ preferences.

6.6 Process
The order could be cleared or the next set of items prepared without necessarily breaking continuity. Not being interrupted gives known processes time to clear an instruction once it is processed.  This way, even unaccounted instructions benefit. In India, vegetarian and non-vegetarian items are fried separately as per their religious practices.  The operations closely resemble those of the US. The delivery system communicates with third-party restaurant delivery platforms. The food packing must be done carefully so the quality of the food is maintained.

6.7 Physical evidence
Physical evidence refers to the tangible cues that consumers identify with the brand and that ultimately result in customer recognition and awareness. The red and white buckets of KFC or the ambience of outlets with the picture of Colonel Sanders.
Similarities and differences
Analysis of Marketing Strategies in India and the U.S. Even though the core item is the same, the rest of the Ice cream is varied to suit different areas. In the United States, KFC expanded their product range to include spicy chicken recipes such as the Wing Dynamite, Twister and others. On the contrary, in India, KFC serves local items such as curry wraps, chicken ‘biryani’ and vegetarian options. The premium price tag of the US varies due to implied innovation, product differentiation and the resultant price of ingredients. India is a price-sensitive market primarily due to its local population.

7.0 Directional development strategy (USA) and ethical considerations

7.1 Directional Development Strategy - Ansoff Matrix

In the US, KFC can utilise an Ansoff Matrix to drive growth:
• Market penetration: drive higher same-store sales through digital channels, loyalty programmes and limited-time offers. With digital sales accounting for over fifty per cent of system sales in 2024, strengthening mobile order and delivery partnerships will improve engagement. 
• Product development: launching plant-based and health-oriented products to deal with health concerns. The FDA's calorie labelling mandate urges restaurants to encourage healthier choices. KFC could create low-oil air-fried chicken or salads for the exclusive US Market.
• Market development: target under-penetrated rural sites or non-traditional locations (e.g. airports, universities). The US market may be approaching saturation at the oversized level, but smaller towns may be suited to smaller, more modular outlet formats or ghost kitchens. 
• Diversification: look at adding more food categories (e.g. breakfast items or coffee) or tech-enabled initiatives such as ghost kitchen partnerships. Nonetheless, diversification is risky as it moves away from core competencies. Advantages: The Ansoff matrix provides a logical basis for assessing growth opportunities; they assist in the trade-off of existing capabilities and new markets; they also help to allocate resources by assessing risk. Disadvantages: the matrix is an oversimplification; it does not consider competitor response or regulatory barriers. The mature U.S. market may not seem like a place for radical growth opportunities. But there is always a potential for cannibalisation and brand.	

7.2 Ethical issues in the Marketing Mix.
KFC is committed to innovating its packaging and sustainability according to the ethical marketing case studies. The firm has already cut down millions worth of plastic bags. By 2025, we plan to achieve 100% compostable packaging. These initiatives are certainly a case of ethical marketing.
Unethical examples:
1. Controversial advertising: The “All Hail Gravy” advertisement in April 2025 was quite the trend setter because of its shock advertising use. It received 1141 complaints to the U.K.’s Advertising Standards Authority for being disturbing and allegedly promoting cannibalism. The ASA did not conduct an investigation, and no rules were found to be broken. However, shows that the controversy.
2. Health criticism: The United States suffers from an obesity epidemic and is being criticised for high-calorie fast-food marketing in the country. The PESTEL analysis assignment points out that these causes public concern. Laws have arisen requesting menu labelling as a result. Promoting substantial food servings and endorsing overeating could be considered unethical, especially to children.


7.3 Recommendation for STP and marketing mix in the USA
1. Health-oriented segmentation: Create a separate segment for health‑conscious customers. Begin a new line called "KFC Fit" that includes grilled or air-fried chicken, salads and low-sodium sides. Use popular fitness influencers on social media to target active consumers aged 25–45.
2. Technology-driven targeting: Utilise the AI and data analytics of the Byte platform to give personalised offers based on ordering history. Use geo-fencing to give coupons when consumers are within KFC restaurants. Combine family meals with a movie-streaming service to target families.
3. Localised product development: KFC is already in America, but consumer tastes vary by region. Incorporate regional spices (e.g. Nashville hot chicken) and local specials. Work with neighbourhood cooks to help design menu items that feel authentic and local.
4. Positioning for Sustainability: Infusing sustainability into brand positioning. Showcase sustainable materials through packaging and store design. Collaborate with non-profits to promote regenerative agriculture or reduce food waste while strengthening ethical commitments.
5. promotional transparency: Advertising should be understandable to everyone. We need to be careful not to shock our consumers but rather project an encouraging brand.

8.0 KFC’s growth trends (2023-2026)

Information on the global KFC expansion (2023-2026) consisting of total KFC restaurant counts and new restaurant openings is available. As shown in Figure 3, the estimated number of new restaurant openings in a year is mapped against the estimated total number of restaurants worldwide.  Press releases, annual reports and other publications are the source of data points. According to press releases and yearly reports, KFC openings will total approximately 2700 new restaurants in 2023, around 2900 in 2024, and close to 3000 in 2025. According to the 2026 industry report, the brand owns around 34,000 eateries, which is about 1,000 eateries.
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Over the years, there has been a huge increase in the number of restaurants of the Yum Brands. In 2020, Yum Brands opened approximately 3,092 new restaurants and had a total of around 52,599. According to the statistics provided, the number of newly opened restaurants will stand at 5826 by the year 2026. Further, all the restaurants will be about 88516. 






Section 2: Reflective Cycle
This section displays your thinking process regarding the investigation, analysis, and planning in the previous section. It should include how you would deal with the research and analysis activity. On top of that, it should also mention what you did, how you felt, and what you learned in the process. You must use a reliable reflective framework, such as the Gibbs reflective model or Kolb cycle of reflective practice. This will assist you with your reflection.
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This diagram depicts Kolb’s Cycle of Reflective Practice, which involves experiencing, reflecting, conceptualising and experimenting.

9.0 Conclusion
The journey of KFC from a roadside restaurant in Kentucky to a global quick-serve giant illustrates the power of franchising, localisation and brand consistency. Furthermore, a diversification strategy helps companies working in a diverse macro-environment.  In geopolitical, economic and socio-cultural scenarios, the USA and India operate in a different league altogether, critics claim, using them as opposing ends of a quality spectrum. KFC has successfully accomplished achievements in these two markets. Its marketing has been adapted to the local tastes of people in both countries while ensuring the appropriate use of localisation. Analysis of Macro Environments A PESTEL Analysis reveals that U.S. political conditions are stable, but laws are strict against any healthcare interference. The legal structure is sophisticated, and intellectual property rights are under protection. The economic climate presents exceptional advantages for the expansion of quick service restaurants, and in spite of that, the market is extremely mature. In addition, there is a social tendency towards a healthier lifestyle. The technological environment is highly developed, with innovation occurring at a fast and early rate. The political situation has shown growth in India; however, the country still struggles with red tape and bureaucracy.  Most companies are facing threats of infringement because of other legislation that impacts FDI. The economy is booming as a result of technological advancements, pushing digital adoption and the young consumer base. A strong tension exists between modernity and tradition, underpinned by great socio-economic diversity as well as inequality of incomes.
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1. INTRODUCTION

This report presents a comprehensive comparativ analyss of KEC in the
United States (Country A) and Indla (Host Country. It covers the company’s
background, mission, vision, and market entry imelines, followed by an
n-depth PASTEL and MARCO environmental analysi, Hofstede cultural
dimensions, STP framework, marketing mix (795, and srategic evaluation.
The report also includes ethical considerations, srategc tools (Ao
Matix, BCG Matri, Porter's Generic trategy), and recommendations for
sustainable growth. Data from 2023-2026 i used to highight trends and
performance in both markets,offeing actionable insights for global
marketing success.
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2. BACKGROUND INFORMATION ABOUT KFC

KFC was founded by Colonel Harland Sanders, who began seling fried chicken
‘Corbin, Kentucky, during the 19530, The offcial comgany, Kentucky Fried
(Chicken, was estabiished in 1952 by Sanders and a group of nvestors.

KFC first mission was "To give our customers the best asting chicken, served
Quickly and ina rendly manner” Over time, i volved

o Mission: La o, Vi

@ We exst toshare @ o be the world' most
ourpasionfor poputr sustainable
reatfood fesy and responsie
prpared everyday chicken restauran chan.

® First entered the USA: 1952 (Utah)
® First entered India: 1995 (Bangalore)

In India, KEC is operated by Devyani International Limited (DIL) through a
master franchise agreement with Yum! Brands.
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Perceptual Map: KFC Brand Positioning (USA vs India)

Qndia

2 4 6 8
Localization of Menu / Marketing (Low to High)

10




image5.png
Number of Restaurants

KFC Global Restaurant Growth (2023-2026)

35000

—8— New Restaurants

—=— Total Restaurants
30000
25000
20000
15000
10000
5000

o > o~
—e
o
2023.0 2023.5 2024.0 20245 2025.0 2025.5 2026.0

Year




image6.png




image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»




