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[bookmark: _Toc227618472]Introduction
Global marketing is an essential strategic role of multinationals in the international market (Tien, 2020). As companies go global, they experience cultural, consumer behaviour, economic and legal differences, which all affect marketing decisions (Peynirci, 2023). Companies need to adjust to the needs of a particular market to be competitive.
KFC is a good model of a successful international fast-food brand (Mylonakis, and Evripiotis, 2016). Founded by Colonel Harland Sanders and now owned by Yum! Brands, KFC operates in over 150 countries and is widely recognised for its fried chicken products and strong brand identity (Yum!, 2024). Its global performance lies in its ability to balance international product and local market.
This is particularly critical in fast-food business where the consumer demand directly depends on the food preferences, religion and lifestyle (Jayasinghe, et al., 2025). Adaptation of the product, culturally suitable promotion, and service strategy specific to the market are thus important.
This report reviews the international marketing skills of KFC in two different markets of the United States and Saudi Arabia. The United States is an established and highly competitive market, whereas Saudi Arabia is a culturally and religiously unique setting. The report uses the PESTEL framework, Holstead’s analysis, STP analysis, the 7Ps marketing mix to compare these two countries and then evaluates ethical issues and provides strategic recommendations to achieve future development of KFC. The last part is a reflective analysis of the research and writing experience going through this assignment.
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1. [bookmark: _Toc227247649][bookmark: _Toc227618473]Section 1 - International Marketing Analysis
1.1 [bookmark: _Toc227247650][bookmark: _Toc227618474]Company Overview: KFC Global Operations
KFC (Kentucky Fried Chicken) is a fast-food brand that belongs to the top ranks in the world, originating in 1952 with Colonel Harland Sanders in the United States.
[image: ]
Figure 1: Colonel Harland Sanders, founder of KFC. Source: KFC (2024).
Known worldwide through its unique fried chicken formula, the brand has become a major player in the quick-service restaurant (QSR) industry. KFC is currently owned by Yum! Brands, a multinational corporation, which also deal with other large food chains like Pizza Hut and Taco Bell.
KFC has built a solid international presence, boasting tens of thousands of locations all around the world (Yum!, 2024). Its global expansion plan has been to tailor products and marketing strategies to the local cultures, tastes, and consumer preferences leading to its success (Dong, 2024).
The international markets play a key role in the growth of KFC with a large share of its income and the opportunity to diversify the brand beyond its domestic market. The US is a home and mature market of KFC, which is highly competitive and changes in consumer preferences (Sievert et al., 2025). Conversely, Saudi Arabia is a strategically significant emerging economy, and culture, religion, and demographics play a major role in shaping consumer behaviour. The comparison of these two markets will give a good understanding of how KFC changes its international marketing strategies in various environments.
1.2 [bookmark: _Toc227247651][bookmark: _Toc227618475]Comparative Market Analysis – PESTEL Framework
The PESTEL Framework is a strategic instrument that is applied to examine the macro-environmental forces impacting a business (Perera, 2021).
[image: ]
Figure 2: PESTEL framework for comparative market analysis. Source: Perera (2021).
It reviews Political, Economic, Social, Technological, Environmental, and Legal factors allowing organisations to assess external opportunities and threats in various markets and adjust their international marketing plans when needed.
1.2.1 [bookmark: _Toc227618476]Political Factors
Political environment influences the mode of operation of KFC in the two markets, although the form of control is different.

Figure 3: Political factors affecting KFC in the USA and Saudi Arabia. Source: Own Contribution.
The United States has a fairly stable and rule-based regulatory environment, and food businesses are regulated by layered federal state, and local requirements (Clapp et al., 2025). The Food Code and FDA advice focus on food safety, labelling, and protecting the health of the people, which builds an environment of predictability but high-compliance and pressure on the restaurant brands (FDA, 2019). By contrast, Saudi Arabia is integrating a more pronounced state orientation with a reformist policy under the framework of Vision 2030, which encourages the development of the private sector and foreign investment, but with more direct government control over the market situation (Ahmed and Mahmud, 2025). In the case of foreign food brands, the USA has consistency in regulations, but Saudi Arabia has an expansion opportunity as a reform, localisation, and policy consistency.

1.2.2 [bookmark: _Toc227618477]Economic Factors 
In the two countries, KFC has economic conditions which are favourable though in different ways.
[image: ]
Figure 4: Comparative GDP per capita between United States and Saudi Arabia. Source: World Bank (2025).
The level of average income is much higher in the United States, and the GDP per capita in the country is $84,534 in 2024, or Saudi Arabia is $35,122, which means that the purchasing power of US consumers is greater (World Bank, 2025). Nevertheless, Saudi Arabia has a promising spending potential due to a comparatively wealthy urban population and increased numbers of middle-income consumers, which means that branded fast food is accessible to the vast majority of households (Iftahy et al., 2025). This comparison implies KFC will be able to compete on convenience and value in the two markets, whilst, price sensibility is expected to be higher in Saudi Arabia. The fast-food and restaurant industry of the US is big and mature, with the industry sales in 2026 expected to be $1.55 trillion, and Saudi Arabia fast-food sales are small, but with higher growth rates projected at 6.82 percent CAGR until 2034 (Littman, 2026; IMARC, 2026).

Figure 5: Economic factors affecting KFC in the USA and Saudi Arabia. Source: Own Contribution.
1.2.3 [bookmark: _Toc227618478]Social and Cultural Factors
Social reasons are very vital in influencing the consumer behavior, especially on food consumption, which is influenced by lifestyle, religion, and social values. Convenience and pace of life are two trends in the United States. Growing preference to fast and on-the-go food gives KFC a good opportunity to specialize in drive through, take away food and online ordering. Individualistic culture of the U.S. helps sustain individual buying choices, which encourage the popularity of combo meals and single orders. This trend is highly favorable for KFC’s operations in the U.S., as it aligns with consumer needs for speed and convenience (Pandey et al., 2021; Fernqvist et al., 2024; Hoff-Jorgensen and Leer, 2025).
Collectivism and the Islamic values influence social factors in Saudi Arabia. Group dining and family meals are given importance and this gives KFC a chance to advertise family meal deals and offer group dining deals. Moreover, Halal compliance is a vital factor in Saudi Arabia that influences consumer confidence and brand adoption (Yener, 2022). Dinners are also changed by Ramadan, with more evening shopping and dining. These cultural elements make KFC adjust its marketing and operations strategies to suit local tastes (Gan et al., 2024; Rwazi Insights, 2026).
The Cultural Dimensions model by Hofstede offers useful information on how national cultures influence consumer behaviour and values. It measures nations on six dimensions; power distance, individualism, masculinity, uncertainty avoidance, long-term orientation, and indulgence (Hofstede, 1984).
[image: ]
Figure 6: Hofstede’s Cultural Dimensions model. Source: Hofstede (1984).
This model can be applied to compare cultures especially in the case of global corporations such as KFC since it assists in uncovering major cultural distinctions which influence consumer preferences and behaviour.

[image: ]
Figure 7: Hofstede cultural dimensions model applied on United States and Saudi Arabia. Source: The Culture Factor Group (2026).
Saudi Arabia ranks higher in power distance (72) than the USA (40), meaning that Saudi customers feel more at ease with hierarchical systems, which will affect the family-sized services offered by KFC. The U.S. is more individualistic (60 vs. 48) and this fact upholds the trend-oriented and individualistic meal selections at KFC. Finally, the indulgence score in the U.S. is considerably greater (68 vs. 14), which implies a higher need in pleasure-driven consumption, which is aligned with the U.S. love of fast food.
The strengths of the Hofstede Model are its capacity to provide unambiguous cross-country comparisons, which could help companies to apply their strategies to various cultural settings. With the knowledge of such dimensions as individualism or indulgence, the companies can modify their products, marketing and promotion campaigns.
Its simplification of cultures is however a disadvantage. The model is a generalization of national cultures, which neglects internal differences, including regional differences or generational differences. Moreover, the Hofstede model fails to consider the speed of cultural change especially in the globalization era where consumer behaviour changes very fast.

Figure 8: Social and Cultural factors affecting KFC in the USA and Saudi Arabia. Source: Own Contribution.
1.2.4 [bookmark: _Toc227618479]Technological Factors
The KFC performance in the United States and Saudi Arabia is supported by technological factors but the degree and aim of adoption are slightly different. Digital ordering has become well embedded in consumer behaviour of the USA, and consumers demand quick service with the help of mobile applications, self-service kiosks, loyalty schemes, and leading delivery services (Xu et al., 2024). This indicates an adult fast-food market in which technology enhances the convenience and efficiency in operation. Conversely, mobile commerce and food delivery have also grown rapidly in Saudi Arabia; particularly among younger, urban consumers (Almutairi, 2024). In-app ordering and delivery platforms are potential drivers of growth, then. In the case of KFC, the USA has more efficiency benefits, whereas Saudi Arabia has potentials of expanding digital interaction and market development that is based on delivery.

Figure 9: Technological factors affecting KFC in the USA and Saudi Arabia. Source: Own Contribution.
[bookmark: _Toc227618480]2.2.5 Environmental Factors
The pressure on the environment is growing in the two nations, though more institutionalised among the United States. US restaurant chains are also more questioned concerning the packaging waste, recycling and food waste reduction, which is supported by the EPA sustainability programs, and the local source-reduction programmes (Dou et al., 2016). Environmental responsibility is an additional issue that is gaining relevance in Saudi Arabia as the idea of sustainability is receiving more policy focus, and packaging pressure is not that developed (Bahareth and Soliman, 2025). In the case of KFC, the USA presents more compliance and reputation pressure, and Saudi Arabia provides the opportunity to build brand image by taking proactive action in regard to sustainability.

Figure 10: Environmental factors affecting KFC in the USA and Saudi Arabia. Source: Own Contribution.
[bookmark: _Toc227618481]2.2.6 Legal Factors
Both markets influence KFC under the law, but Saudi Arabia has a more culturally particular compliance cost. Restaurant operations in the United States are to satisfy the food-safety standards based on the FDA Food Code and other food-safety regulations, whereas labour regulations are regulated by the Fair Labor Standards Act and the wage-and-hour provisions (FDA, 2019; Human Foods Program, 2024; U.S. Department of Labor, 2024). In Saudi Arabia, KFC has to adhere to the SFDA food standards, the labour laws on working time and overtime as well as the official halal certification standards which are managed by Saudi Halal Center (HRSD, 2024; SFDA 2025).

Figure 11: Legal factors affecting KFC in the USA and Saudi Arabia. Source: Own Contribution.
Thus, US has more standardised regulation, whereas Saudi Arabia needs to be more in line with legal and religious compliance, particularly in sourcing and product assurance.



[bookmark: _Toc227618482]2.2.7 Similarities and Differences of Macroeconomic factors between the USA and Saudi Arabia 
[image: ]
Figure 12: Similarities and Differences between the USA and Saudi Arabia for KFC Based on PESTEL Factors. Source: Own Contribution.. 


1.3 
1.4 [bookmark: _Toc227247652][bookmark: _Toc227618483]STP Strategy Comparison (Segmentation, Targeting, Positioning)
The STP (Segmentation, Targeting, and Positioning) model plays a critical role in comprehending how KFC markets its products in various markets. Using the United States and Saudi Arabia as a comparison, this section also shows how the differences in consumers can affect segmentation, targeting decisions, and the brand positioning.

Figure 13: STP strategy comparison between USA and Saudi Arabia. Source: Own Contribution.
1.4.1 [bookmark: _Toc227618484]Market Segmentation 
Market segmentation will allow KFC to differentiate its products to different consumer groups in the United States and Saudi Arabia, although the segmentation strategy will vary in the two markets.
Demographic segmentation in the United States targets a wide group of customers, such as working professionals, students, and lower- to middle-income customers in search of affordable food (Sah and Arora, 2025). KFC is geographically spread throughout the country, and it focuses on the densely populated urban and suburban areas. Consumers have behavioural values of speed, convenience, and frequent intake of fast food (Sah and Arora, 2025). Lifestyle segmentation implies a busy and convenience culture, in which people like convenience and fast food (Pandey et al., 2021).
However, Saudi Arabia offers another dynamic in segmentation. KFC is demographically oriented at families and younger consumers, especially in a rising middle-income segment (Gan et al., 2024). The geographic center of the operations is major cities like Riyadh and Jeddah where the demand is the most significant (Alotaibi, 2019). Behavioural segmentation emphasises group eating and consumption, particularly evenings and weekends (Sah and Arora, 2025). Cultural and religious values affect lifestyle segmentation, and people pay more attention to the family-dining and social events.
In the case of psychographic segmentation, KFC can adopt the VALS personality types in targeting various consumer groups.

[image: ]
In the U.S., KFC has the potential to target Achievers, Experiencers, and Strivers with high-end, bold, and low-end indulgence, respectively. Technology can be used to reach Innovators and family-oriented to reach Believers in Saudi Arabia.
1.4.2 [bookmark: _Toc227618485]Targeting Strategy
In the United States and Saudi Arabia, KFC uses different strategies in its targeting efforts to accommodate the differences between the consumer behaviour and culture.
In the United States, KFC focuses predominately on students, working adults, and people who prefer swift, inexpensive, and convenient meals (Gan et al., 2024). These consumers are mostly busy and they desire quick and convenient food services. Consequently, KFC concentrates on single meal offers, discounts, and online ordering systems like mobile applications and drive-through services (Murtaza, 2026). Targeting is thus focused on the high-frequency consumption and convenient buying behaviour.
By comparison, KFC has a more group-centric targeting approach in Saudi Arabia (Sah and Arora, 2025). It targets families, the high number of young people and shoppers at shopping malls. Families are one of the segments because the culture of sharing meals is deeply rooted, and younger customers are new to global brands and modern restaurants (Haddad et al., 2024). The location of malls is especially vital, which are key social and recreational centers. Therefore, KFC provides family meal packages, shared offers, and culture-specific food facilities.
1.4.3 [bookmark: _Toc227618486]Brand Positioning 
KFC is differentiated in the United States and Saudi Arabia to match with the local consumer perceptions and expectations.
KFC in the US is positioned mainly as a cheap and convenient fast-food chain (Gan et al., 2024). It operates in a very competitive market with other quick-service restaurants where pricing, speed and accessibility are major factors that propel consumer preference. The brand focuses on cheaper meal options, fast service, and comfort food. It is not a premium player, though, and instead has to conform to the relevance by using promotions, digital interaction, and menu innovation.
KFC, in turn, has a more aspirational image in Saudi Arabia, being viewed as a global Western brand of high quality and modern restaurants (KFC, 2019). This positioning makes it more attractive especially to younger consumers and families who are interested in branded dining places (Haddad et al., 2024). Moreover, KFC is also a family restaurant, providing shared meals and allowing group meal habits. The brand also matches its image to the cultural expectations such as halal assurance and proper advertising.
Perceptual Map of KFC's Positioning
Below is a perceptual map comparing KFC's brand positioning in the United States and Saudi Arabia. 
[image: ]
Figure 14: Perceptual Map of KFC’s Brand Positioning. Source: Own Contribution.
In the U.S., KFC is positioned more in the convenience quadrant, reflecting its focus on affordability, speed, and accessibility. In Saudi Arabia, KFC moves towards the aspirational quadrant, positioning itself as a premium brand with high quality, family-friendly offerings, and alignment with local cultural values.
1.5 [bookmark: _Toc227247653][bookmark: _Toc227618487]International Marketing Mix Comparison
The international marketing mix (7ps) is an overall tool to study how KFC tailors its strategies to various international markets. 
[image: ]
Figure 15: Marketing mix (7Ps). Source: Kotler and Armstrong (2014).
Using the United States as the comparison with Saudi Arabia, the following section compares and contrasts product, price, place, promotion, people, process, and physical evidence.
1.5.1 [bookmark: _Toc227618488]Product 
In the United States, KFC mostly has a uniform product line that is based on their traditional menu, which consists of their original recipe fried chicken, burgers, and other side products such as fries and coleslaw (Chan et al., 2020). It is about consistency, familiarity, and brand heritage, with little innovation being added to it by seasonal or promotional items (Gan et al., 2024). This is an indication of a highly developed market where people attach importance to familiar products and fast and convenient food. However, KFC is much more adaptive in its product strategy in Saudi Arabia. Any products should be in line with the requirements of halal, and certified halal chicken is the only way to enter the market and gain confidence of the customers (Yusuf et al., 2022).
[image: https://loveincorporated.blob.core.windows.net/contentimages/gallery/078d482d-d7aa-486b-b98e-cee33569fede-kfc-menu-crunchin-cheese-facebook.jpg]
Figure 16: KFC x Cheetos Crunchin’ Cheese for KFC Arabia. Source: Carey (2024).
Besides this KFC also creates localised menu offerings that reflect the tastes of a region, including spicier dishes and menu options that are meant to be shared (Harish and Sharon, 2025). These modifications are in line with cultural inclinations and eating habits, especially family-consumption.
1.5.2 [bookmark: _Toc227618489]Price
There are major differences between the United States and Saudi Arabia in pricing which are based on the purchasing power, competition and consumer expectations. KFC in United States uses value-based pricing, so deals, discounts, and combo offers can be obtained to be competitive in a flooded fast food market (Lau, 2025). Competition based on price is stiff, forcing KFC to strike a balance between price and profitability.
Conversely, Saudi Arabia is comparatively pricier with import prices, costs of operation, and better international brand (Lau, 2025). Nonetheless, the family meal offers and group deals helps KFC to retain the value perceived by the locals due to their dining habits (Gan et al., 2024). Customers are ready to spend a little more money on branded, halal-certified goods and quality meals.
1.5.3 [bookmark: _Toc227618490]Place (Distribution)
The cultural and economic situation in the United States and Saudi Arabia is noticeably different in terms of distribution strategies of KFC. KFC in the United States is dependent on the drive-thru model that promotes the fast-paced lifestyle and the need to be convenient (Gan et al., 2024).
[image: KFC Drive-Thru - NELSON Worldwide]
Figure 17: KFC drive-thru model. Source: NELSON Worldwide (2024).
The locations are well-spread in the urban and suburban areas, which makes them readily available to the individual consumers in need of fast food.
Conversely, KFC Saudi Arabia only targets mall-based restaurants and family oriented restaurants with separate counters between males and females.
[image: Good old Kentucky Fried Chicken - Review of KFC, Mecca ...]
Figure 18: KFC, Mecca - Al Haram. Source: ThyasP (2016).
Shopping malls are significant social and recreational places, which make them suitable in capturing a group and family. Restaurants are configured to serve longer time to eat, which is consistent with the cultural inclination on social eating. Also, both markets have delivery service as a complement to physical location.
1.5.4 [bookmark: _Toc227618491]Promotion
Integrated Marketing Communications (IMC) is the coordination of various marketing channels to deliver a consistent message to target audiences (Rehman et al., 2022). For KFC, IMC ensures alignment across advertising, digital campaigns, promotions, and public relations, creating a unified brand experience that enhances customer engagement and reinforces brand recognition across platforms.
The KFC promotion models in the United States and Saudi Arabia do not share much concerning the cultural values and consumer expectations. In the United States, advertising by KFC is creative and entertainment based, such as advertising that involves sports and the use of humour based advertisement campaigns.
[image: ]
Figure 19: Sports-related humour-driven campaigns of KFS. Source: KFC (2019).
These tactics also fit the highly individualistic culture where the consumer would respond favorably to active, catchy, and even playful advertising (KFC, 2019). There is also the extensive use of digital platforms and social media to reach younger audiences and make a brand relevant in a competitive market.
On the other hand, KFC promotion in Saudi Arabia is culturally sensitive and family-oriented. The promotion is usually consistent with religious and social events, especially during Ramadan when the number of people who want to share meals grows (Alotaibi, 2019). Marketing slogans focus on unity, family, and community, instead of humour and personal appeal. The advertising content is precisely structured to avoid offending cultural expectations and religion.
1.5.5 [bookmark: _Toc227618492]People
People aspect of the marketing mix shows how KFC handles the behaviour and service culture of staff in various markets, especially in the United States and Saudi Arabia. The United States is an efficiency-oriented culture, where employees are trained to deliver standardised, quick service. The customer interaction is short and often task-oriented due to the high-paced environment and consumer demands to make quick purchases (Madhani, 2020). KFC has thousands of employees in its many stores in the US. Recent statistics indicate that KFC has more than 4,000 outlets in the U.S. and about 80,000 employees (Yum! Brands, 2024). The employees are advised to be friendly but focus on speed and accuracy.
The Saudi Arabian service culture, on the contrary, concentrates more on hospitality and the respectful treatment. The company employs around 4,000 employees in Saudi Arabia where it owns more than 80 stores of KFC (Yum! Brands, 2024). Employee conduct is supposed to follow cultural expectations, such as etiquette and responsiveness, particularly in family restaurants (Noorani, 2024). Considering the significance of the group dining experience, the service could be less hectic and more personalised.
1.5.6 [bookmark: _Toc227618493]Process
Process aspect of marketing mix means how KFC provides the service in terms of ordering process, operational flow and service efficiency in various markets. The processes in the United States are very well streamlined to favour speed and convenience. Drive-thru lanes, self-service kiosks, mobile applications, and delivery services are used by customers, and they save them time and boost efficiency (Nelson Worldwide 2024; Xu et al., 2024). This fits a market where speediness is a significant anticipation.
Conversely, the process in Saudi Arabia involves efficiency and a more social experience of eating in KFC. Services that enable mobile ordering and delivery are also significant but in-store service should serve family groups and longer dinners Sah and Arora, 2025). Consequently, the operational processes must be thoughtful of both the speed and comfort and service quality.
Customer complaints procedure in KFC aims to address the problems as fast and efficient as possible, which should satisfy customers (Pandey et al., 2021). Complaints are made by customers in various ways, either in-store feedback forms, customer service hotlines, or online. KFC has a customer-first approach, which is responsive to the concerns and provides solutions like refunds or replacement, therefore keeping a high customer loyalty and building brand image in both markets.
1.5.7 [bookmark: _Toc227618494]Physical Evidence
Physical evidence demonstrates how KFC ensures that the restaurant design, layout, and atmosphere create a tangible brand experience in the United States and Saudi Arabia. KFC restaurants are generally structured to be efficient and turnover faster with minimal design, seating, and attention to takeaway and drive- thru services (Bruwer and Neethling, 2022). The premises are practical, with quick service and convenience over prolonged durations of eating.
Conversely, Saudi Arabia KFC restaurants are made to suit family meals and socialization. The outlets tend to have bigger seating space, comfortable interiors, and group and family seating sections (karunesh, 2025). The general mood is more lax and in accordance with cultural norms of communal meals.

1.6 [bookmark: _Toc227247654][bookmark: _Toc227618495]Directional Development Strategy
Directional development strategy describes how a company recognizes development opportunities in market and products. Based on the Ansoff Matrix, KFC expands in Saudi Arabia through market development and product development strategies.
[image: ]
Figure 20: Application of Ansoff Matrix on KFC’s expansion in Saudi Arabia. Source: Own Contribution. 
Market development has involved KFC expanding to large urban centres like Riyadh and Jeddah and penetrating small cities to tap into an emerging consumer market (Alotaibi, 2019). This is consistent with urbanisation and growing need of international brands in Saudi Arabia. Simultaneously, product development is also observed in menu localisation, such as halal-certified products, spicier tastes, and family meal choices based on local tastes (Yusuf et al., 2022).
These strategies are further backed by digital expansion and delivery services that enhance accessibility and satisfy the needs of a young and tech-savvy population (Asem et al., 2024). The expansion of franchises also allows rapid expansion at a lower risk, since local partners have cultural and market knowledge (Alotaibi, 2019).
Nonetheless, this approach is also characterized by such disadvantages as stiff competition and dependence on delivery services. All in all, KFC market and product development strategies are successful in the capture of growth in the changing fast-food market in Saudi Arabia.
1.7 [bookmark: _Toc227247655][bookmark: _Toc227618496]Ethical Issues in International Marketing
Ethical marketing can be described as the practice of applying ethical principles and standards in the process of marketing, whereby the business conduct is responsible, transparent and respects consumers and society (Naveed and Murtaza, 2023). It is characterized by price fairness, promotion fairness, source responsibility, and fair treatment of the staff members.
By looking at the case of Saudi Arabia, KFC has proven to be ethical in various aspects of its marketing mix. To begin with, the company certifies all its products as halal, which is in accordance with the Islamic dietary laws (Yusuf et al., 2022). This embodies ethical conduct in the sourcing of products and earns consumer confidence. Secondly, KFC encourages family-focused campaigns, especially during Ramadan, that do not undermine cultural beliefs and considers unsuitable and offensive messages (Warc.com, 2022).
Nonetheless, possible ethical issues also exist. One of them is connected to labour practices in franchise businesses, when the conditions of work and payment can differ according to the local management, and this is the aspect of unfairness and employee safety which causes certain concerns (Ji and Weil, 2015). The other issue is the advertisement of fast foods which can lead to other health problems like obesity so especially when the advertisement is directed at younger audiences (Bagnato et al., 2023).

1.8 [bookmark: _Toc227247656][bookmark: _Toc227618497]Strategic Recommendations
Following the comparative analysis, KFC ought to apply various strategic enhancements to enhance its performance in the global market, especially the Saudi Arabia.
[image: ]
Figure 21: Comparative Table for Strategic Recommendations.
For KFC in the United States, the focus should be on expanding its menu to include healthier options such as grilled alternatives and reduced-calorie meals (Fuster et al., 2021). As consumers become more health conscious, such as regarding obesity, providing more balanced options will help KFC improve its reputation on being a responsible and health conscious brand. Moreover, sustainability improvements, especially packaging and waste minimization will assist in keeping up with the rising environmental consciousness of U.S. consumers (Duarte et al., 2024).
KFC will need to adapt to the local culture and dietary preferences in Saudi Arabia, expanding its healthier menu. The adoption of grilled products and balanced meal options will attract health-conscious consumers and help the country increase its levels of environmental consciousness (Ahmed, 2025). Eco-friendly packaging and waste management should also be improved as sustainability practices to appeal to emerging sustainability in Saudi Arabia (Nguyen Quoc et al., 2025). In addition, reinforcing digital marketing and incorporation of delivery services will enhance customer engagement and sales by exploiting the youthful and tech-savvy Saudi population (Bajwa et al., 2025).
1.9 [bookmark: _Toc227247657][bookmark: _Toc227618498]Conclusion
This report has examined the ways KFC aligns its international marketing strategy in the United States and Saudi Arabia, with the two regions having major variances over economic, cultural, and social factors. The PESTEL analysis revealed that the USA is a mature and stable market, whereas Saudi Arabia has a good growth potential, which is influenced by culture and religion. The STP analysis revealed that KFC aims at individual, convenience-based customers in the USA, and at families and dining together in Saudi Arabia. Equally the 7ps comparison indicated that there was a high level of standardisation in the USA and more localisation in Saudi Arabia especially in the product, promotion, and the place.
The success of KFC in international markets in general relies on its capacity to manage global brand consistency with local localization. Its approach in Saudi Arabia depicts an appropriate cultural fit, which shows how flexibility is vital in attaining competitive advantage in various global markets.


2. [bookmark: _Toc227247658][bookmark: _Toc227618499]Section 2 - Reflective Account
The Reflective Cycle is a systematic framework by Gibbs that aids the critical thought about the learning and experience. It has six steps, which are description, feelings, evaluation, analysis, conclusion and the action plan. 

Figure 22: Gibbs’ Reflective Cycle. Source: Gibbs (1988).
The model is applied to this assignment to take a systematic look at the researching, analysing, and preparing of the report.
2.1 [bookmark: _Toc227247659][bookmark: _Toc227618500]Description
In doing this assignment, I gave attention to the international marketing of KFC in the United States and Saudi Arabia. The issue made me juxtapose the way the company changes its marketing strategy in two entirely differing cultural and economic set ups. I used a systematic research procedure to prepare Section 1. I went through assignment brief and lecture instructions first to get to know the expected structures and the level of analysis. Next, I picked KFC since it performs well in both markets and provides good illustrations of adapting. Then I gathered data on academic books, journal articles, company resources, and market reports. After gathering sufficient information, I sorted the material into PESTEL, STP, 7ps, directional development strategy, ethics and recommendations.
2.2 [bookmark: _Toc227247660][bookmark: _Toc227618501]Feelings
I was interested but a little overwhelmed at the onset of the assignment. International marketing is a wide topic, and I knew that it would not be a simple task to compare two countries in detail, merely by describing them. Of special concern to me was the need to balance theory and real world examples. I felt more confident though as I went on because the frameworks assisted in organizing my thoughts. I also considered the topic interesting because KFC is a common brand but I never thought that the strategy of the brand varies so much between the countries. The study of Saudi Arabia was particularly fascinating as it demonstrated that religion, family values, and social traditions can influence marketing directly. This rendered the task realistic instead of academic.
2.3 [bookmark: _Toc227247661][bookmark: _Toc227618502]Evaluation 
A key strength in my research process was the fact that I worked logically and systematically. I did not gather random information but first defined the areas that were needed by the brief and this helped me to remain focused. My use of a comparative analysis was also a strength. The fact that I attempted to compare the United States and Saudi Arabia instead of addressing them individually made the discussion more analytical. I also think the application of frameworks like PESTEL, STP, the 7Ps and Ansoff enhanced the quality of the report since it provided the analysis with a solid academic basis.
Nevertheless, I was not spared of difficulties as well. The greatest challenge was to pick out the most appropriate evidence despite numerous accessible materials. I discovered that I could find much more information about the USA than about Saudi Arabia and had to take an extra time to find helpful sources. It was also difficult to meet the word limit and remain deep.
2.4 [bookmark: _Toc227247662][bookmark: _Toc227618503]Analysis
This assignment allowed me to realize that international marketing does not merely involve taking the same product and selling it in a different location. I came to realise that international marketing requires one to identify the differences in culture, consumer behaviour, religion, lifestyle, and market conditions in order to achieve success. The comparison of the United Kingdom and Saudi Arabia allowed me to realise that KFC cannot afford to follow an entirely standardised strategy. Convenience, individual consumption, and quick service are primary in the USA, whereas the significance of family and halal consumption, as well as religious events like Ramadan, are much more prominent in Saudi Arabia. This demonstrated that I cannot and must not adapt culturally.
I also got to know how helpful marketing frameworks can be, when they are put in a critical scenario. PESTEL made me analyze the external environment in a methodical manner whereas STP made me realize how KFC appeals to and contact various customer base. I found the 7Ps model particularly useful as it related theory and business practice decisions including menu design, pricing, promotion and layout of the restaurant. Simultaneously, I also came to the understanding that frameworks cannot be applied mechanically. As an illustration, the Hofstede model was handy in a comparative analysis of national culture, to which I also discovered that it has a shortcoming since it can reduce complex societies to simple ones. This helped to make my analysis more critical and balanced.
2.5 [bookmark: _Toc227247663][bookmark: _Toc227618504]Conclusion
In general, this assignment helped me to understand some valuable lessons regarding the topic and my academic process. I also understood that an efficient international marketing should involve the ability of businesses to balance between global uniformity of brands and local sensitivity. I also came to know that good academic work should be based on planning, choice of sources and critical comparison as opposed to mere description. Research and writing of this report enhanced my skills of linking theory with business practice and analysis of how various frameworks can be adapted in the real markets. Most importantly, I found myself in a better position to realize that cultural sensitivity, ethical awareness and strategic adaptation are fundamental success factors in international marketing. This reflection has made me realize that the very process of research was valuable as the end written report.
2.6 [bookmark: _Toc227247664][bookmark: _Toc227618505]Action Plan
This knowledge will make me more useful in future in the sphere of marketing, business development or international management. I will work on the skill of better utilization of academic and industrial materials, particularly in the comparison of the markets with disbalanced data. Another thing that I would like to improve is my critical writing, which would allow me to go beyond description more intuitively. This assignment has provided me with experience professionally on the need to study the local culture before entering or operating in a market. I will use this lesson in my future career by being more research-based, culturally conscious, and flexible in mind when making decisions on an international level.
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Country


Strong state control, but Vision 2030 supports reform and foreign investment (Ahmed and Mahmud, 2025).


Opportunity for KFC


Predictable environment for planning and consistent operations..


Growth and expansion opportunities in a reforming market.


Threat for KFC


High compliance costs and strict regulation.


Policy changes and need to align with state and cultural expectations.


Political Factor


Stable and transparent regulatory system with strict food and labour laws (Clapp et al., 2025).


Saudi Arabia


United States



Country


Moderate income levels with growing middle class; fast-food market expanding rapidly (Iftahy et al., 2025).


Opportunity for KFC


High consumer spending supports consistent demand and premium offerings.


Strong growth potential and increasing demand for international brands.


Threat for KFC


Market saturation and slower growth limit expansion opportunities.


Greater price sensitivity and reliance on economic diversification efforts.


Economic Factor


High income levels and strong purchasing power; large but mature fast-food market (Littman, 2026).


Saudi Arabia


United States



Country


Halal requirements, family dining culture, and seasonal demand during Ramadan (Yener, 2022).


Opportunity for KFC


Strong demand for quick meals, takeaway, drive-thru, and digital ordering.


Opportunity to offer halal products, family meal deals, and Ramadan promotions.


Threat for KFC


Health-conscious trends and changing food preferences may reduce fast-food appeal.


Cultural or religious misalignment in products or promotion could damage brand acceptance.


Social Factor


Fast lifestyle, convenience food culture, and more individual dining behavior (Pandey et al., 2021).


Saudi Arabia


United States



Country


Rapid growth in mobile ordering and delivery platform use, especially in urban areas (Almutairi, 2024).


Opportunity for KFC


Improves convenience, efficiency, and customer loyalty.


Expands market reach and supports sales growth through digital channels.


Threat for KFC


High customer expectations require constant technology upgrades.


Dependence on third-party delivery platforms may reduce control over service quality.


Technological Factor


High use of digital ordering, mobile apps, kiosks, and delivery platforms (Xu et al., 2024).


Saudi Arabia


United States



Country


Growing focus on sustainability, but environmental and packaging pressure is less developed (Bahareth and Soliman, 2025).


Opportunity for KFC


KFC can improve brand image through sustainable packaging and waste reduction.


Expands market reach and supports sales growth through digital channels.


Threat for KFC


Higher pressure to meet environmental expectations may increase costs.


Limited action on sustainability may weaken long-term brand perception as expectations rise.


Environmental Factor


Stronger sustainability pressure, stricter packaging expectations, and greater public concern for environmental responsibility (Dou et al., 2016).


Saudi Arabia


United States



Country


Food safety and labour laws plus mandatory halal certification requirements (HRSD, 2024; SFDA 2025).


Opportunity for KFC


Clear legal standards support consistent operations and consumer trust.


Halal compliance strengthens market acceptance and brand credibility.


Threat for KFC


Compliance with food and labour laws can increase operating costs.


Dependence on third-party delivery platforms may reduce control over service quality.


Legal Factor


Strict food safety and labour regulations (FDA, 2019; U.S. Department of Labor, 2024).


Saudi Arabia


United States






Family-oriented segmentation influenced by culture, religion, and urban lifestyle.


Targeting


Students, working professionals, and quick meal seekers.


Families, youth population, and mall visitors.


Positioning


Affordable, convenient fast-food brand focused on value and speed.


International Western brand positioned as family-friendly and culturally adapted


Segmentation


Broad segmentation based on income, lifestyle, and convenience-driven behaviour
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United States
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