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Executive Summary

The report evaluates the international marketing of KFC in India and China in view of some critical frameworks, such as PESTLE, Hofstede cultural dimensions, STP, and the 7Ps marketing mix. Through the results, India is a price-sensitive and culturally diverse market which needs localisation and affordability, as compared to China. which has a more favourable environment towards premium positioning and experience-based strategies. In terms of Hofstede cultural analysis, cultural sensitivity is, however, found to be a fundamental ingredient, especially in India where there are products limitations due to dietary restrictions. All in all, cultural commonalities enable some form of standardisation but the dissimilarities in collectivism and long-term orientation require a much-localised orientation that is aimed at maximising performance in both markets.
In general, the 7Ps comparison indicates that KFC has a stable global brand image; nevertheless, it does not reject its marketing mix to align with the needs of the local market. The strategy of India is mainly based on the cheap price and cultural adaptation, as the strategy of China is fixed on experience, high positioning, and technological incorporation. This underscores the essence of localisation on the realisation of success in international markets. Ansoff Matrix was also used in the report to assess ethical issues and the potential growth opportunities. Strategic advice is offered based on the analysis to improve market growth, better ethical business and to augment the competitive strength of KFC in the two countries.
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[bookmark: _Toc227867250]Section 1: International Marketing Mix of KFC in India and China
[bookmark: _Toc227867251]1. Introduction 
An international marketing mix is all about analysing certain internal factors that are key to adapting to diverse cultural, legal, and economic environments. This is exclusively important for brands that are operating internationally, as this strategy is not only essential for driving global growth, but significantly helps in enhancing brand recognition in operating markets. As per Lubis et al. (2025), marketing mix facilitates market penetration, apart from ensuring that services or products being sold in specific locations are meeting local needs and demands. 
In this report, focus has been given on the International Marketing Mix of KFC in two different countries of India and China. It is an American fast food restaurant chain (KFC, 2026a). This report will indulge into a comparison between China and India using PESTLE framework. This will help in discussing differences or similarities in consumer behaviour and culture in these two countries, besides conducting a Segmentation, Targeting, and Positioning (STP) and 7Ps International Marketing Mix analysis. The Gibbs Reflective Cycle is also introduced in this report as a systematic form to identify learning experience and promote constant betterment in the academic and professional practice in the future.
[bookmark: _Toc227867252]1.1 Company background
KFC (Kentucky Fried Chicken) specializes in selling fried chicken. This brand was launched in 1930 by Harland David Sanders who once served the US Army. Today, it is one of the fastest growing companies with a global footprint of more than 30,000 quick-service restaurants around 150 different countries (KFC, 2026a). It believes the transformative abilities of fried chicken, made the right way. It is not just about taste, but the moments it creates, the communities it gives back to, and how it can grow the business in a sustainable way, with a solid commitment to social good.  Its mission and vision indicate the transformative power of fried chicken, which is beyond taste. Its global footprint is revealed from its 30,000+ restaurants (KFC, 2026). In China alone, it is the largest fast-food chain with more than 11.9k outlets. Its first restaurant was opened in Beijing back in 1987 (KFC, 2026c). It comes under the foremost business strategy of KFC to prioritise its classic products, followed by offering consumers with more local choices as per local demands. On the other hand, KFC opened its first restaurant in Bangaluru, India in 1995, which is marked as one of the first key foreign fast-food chains to open. Its popularity in India is, however, now in direct competition with some renowned chains, namely McDonald’s, Domino’s and Burger King. 
[bookmark: _Toc227867253]2. PESTLE Analysis
PESTLE analysis refers to a framework that makes scopes for organizations to examine a list of most influencing external factors (Andersen, 2025). 
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Figure 1: PESTLE framework
(Source: Inspired by Andersen, 2025)
[bookmark: _Toc227867254]2.1 India 
Political: There is a stable democratic system and governance in India. There is 100% FDI allowed in the food retail sector (Government of India, 2025). Along with GST reforms standardising the tax structure between 5–18% (Government of India, 2025a). The good policy impetus favoring foreign investments would favour long-term growth and expansion of franchising thus favouring KFC. Gupta et al. (2024) claimed that the most ideal benefit of having multinational firms in the market with low entry barriers and enormous opportunities to expand is the existence of a stable governance and favourable policies of foreign investment.
Economic: India recorded a GDP growth of 6.8% in 2024 (News on Air, 2025). In 2036 the middle and rich consumers will contribute 93% of total spending, as opposed to 80% by 2026 (We Forum, 2025). Nonetheless, inflation of 5.4% (Economic Times, 2024) impacts food prices. Urban areas have an increasing disposable income which is favourable as the onward impetus of demand. India offers a powerful platform, which KFC can expand its franchise network and capitalize on the growing urban needs. Still, the pressure on the economy incorporates inflation and price sensitivity among customers demand consideration attentive pricing strategies, which support the importance of value-based propositions (Economic Times, 2024). 
Social and Cultural: India is a very diverse society, with 30-40% of the population being vegetarian (Times of India, 2025) and also, the population is young with a median age of 28 years. The trend in regards to the consumption of the fast-food is also increasing in the cities. India has a lower individualism score (24) suggesting both collectivist and individualistic attitudes (The Culture Factor, 2026). Moreover, the long-term orientation in India is comparatively lower when compared to China implies that consumers are more price-sensitive and value-oriented (as shown below in Hofstede model). Indulgence has a relatively low score indicating that it has controlled spending behaviour, which indicates affordability-based offerings. Nevertheless, uncertainty avoidance is low, depicting that KFC can roll out new dishes and localised flavour easily. 
Technological: Adoption of digital payment has reached 65% of urban users in India (PIB, 2026), and food delivery platforms are growing, smartphone penetration is high, and cloud kitchens and orders via apps are increasing. These reinforce accessibility and effectiveness of delivery, which makes the technological environment favourable.
Legal: India possesses stringent food safety standards imposed by FSSAI, creation of increased labour legalities, regulations on ads and licensing of food joints. These add to their operational expenses and regulation, making legal environment unfavourable. Schilling-Vacaflor and Gustafsson (2024) claimed that high and sustainable legal environment and necessity can increase cost of compliance and reduce the possibilities of the global brands to operate. Compliance and sustainability in practices are expensive due to the stringent regulations of food safety, as well as environmental regulations in India (Kathuria and Anand, 2022). All those may lower the profit margins, yet, ethical branding and adding sustainability as a long-term position will be a priority. India, therefore, offers a high growth potential.
Environmental: The environmental issues are a single-use plastic ban, increasing consumer awareness of the sustainability, driven consumption in waste management, and worries about energy and water use. These forces favour sustainable packaging and operational modifications and thus the environment is not in favour. Despite the favourable growth conditions, there are constraints on operations that are posed by regulatory and environmental factors.
· Favourable and Unfavourable conditions:
India enjoys a favourable macro-environment as it is politically stable, has favourable FDI policies, a robust economic growth, an increasing disposable income, and a fast pace of technology adoption including digital payments and food delivery platforms. This market has social elasticity and a young population also adds to market prospects and allows KFC to grow (innovate) and cover various consumer groups. Nonetheless, high inflation, price elasticity, stringent legal and environmental factors like sustainability demand pose operational challenges. Standardisation is constrained by cultural diversity and dietary restrictions, whereas compliance costs and regulatory complexities augment financial load and KFC would be hard-pressed to sustain profitability and uniform operations in various regions in India.
[bookmark: _Toc227867255]2.2 China 
Political: The political system in China is strongly one-party, which has guaranteed stability. But foreign businesses and regulation are highly regulated by the government and trade policies and geopolitical strains over imports exist. The government is also promoting localisation and local production. Although that ensures a balance in the environment, it restricts the flexibility of operations in the case of foreign companies, which is why this makes the political climate in general hybrid.
Economic: In 2025, China saw a 5% growth in GDP due to a high number of middle classes amounting to about 400 million consumers (China Briefing, 2025). The fast urbanisation and growing disposable income creates a high demand of fast food. But, increasing labour and operational cost affect profitability. Overall, the economic environment is favourable for KFC. According to Boafo et al. (2021), the rapidly urbanising economies with the growing middle classes present huge opportunities to the brands of quick-service restaurants.
Social and Cultural: The culture of Western fast-food has been highly acceptable in China, as a high population of people in its urban environment has boosted demand of convenience food. The culture of eating out and the localisation of flavours and menu innovation is also high (China briefing, 2024). This reflects the strong collectivist culture and long-term orientation where there is heavy utilisation of group dining experience and brand loyalty. This helps to facilitate introduction of repeat consumption and acceptance of foreign brand like KFC. The individualism score in China is higher than the score in India (43), yet there are also tendencies towards collectivism where the decision to spend communally is essential (as shown below in Hofstede model). Also, brand loyalty and repeat purchase behaviour is aided by the high long-term orientation (77) (The Culture Factor, 2026). 
Technological: China has a well-established food delivery marketplace and tech-savvy ecosystem. It is estimated that digital payments comprise 82% of all transactions (Orcasia, 2025). Mobile applications are widespread and support this assertion. Strong AI and automation uptake in fast food restaurants and high smartphone penetration. These considerations amplify the customer experience and efficiency resulting in the operational environment being very favourable. More specifically, better digital landscape of the country may help make the company work more effectively, delivering tools of delivery and introducing no-cash practices, so KFC can successfully introduce technology into its service offering.
Legal: China has stringent food safety, especially after food scandals in the past. The foreign brands are strictly monitored by the government, as well as the labour policies, compliance standards, and data privacy and cybersecurity regulations. These contribute towards compliance burden and augment operational risk and the legal environment does not favour this. According to Meyer and Li (2022), multinational corporations can experience strategic limitations because of the high level of government intervention and crippling legal regimes. The cost of compliance and chances of operations are also increased by stringent food safety regulations, industry information protection laws and government regulations pertinent to China.
Environmental: China has been actively driving towards carbon neutrality and very stringent waste management and recycling policies by 2060 (BBC, 2026). Sustainable sourcing and packaging are on the rise and the pressures of environmental regulations have implications on supply chains. These aspects compel organisations such as KFC to resort to sustainable operations and it raises the cost of operation and the environment is no longer favourable. The environmental policies also apply pressure on the firms to be environmentally friendly, and this may alter the cost structures.
· Favourable and Unfavourable conditions:
China is a very favourable environment because of its good economic growth, big and growing middle class, rapid urbanisation and high level of acceptance of Western fast food. Intensive technological infrastructure, large-scale online payments, and great culture of restaurant meals promote growth, which allows operating effectively and taking the leading positions in the market. Nonetheless, there are tight government regulations, high degree of legal compliance requirement and political control that restrain operational flexibility of foreign companies. Increased labour and operational costs, high environmental policies, increase financial pressures. There are also regulatory risks and government action, which pose strategic uncertainty to KFC, and it is difficult to ensure that they remain profitable and able to operate freely in China.
Implication for marketing using the Hofstede cultural model for comparing India and China
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Figure 2: Hofstede Cultural Comparison – India vs China
(Source: The Culture Factor, 2026)
Similarities and comparison
KFC has an overall favourable macro-environment in India that is mainly fuelled by political stability and robust economic growth. Nonetheless, KFC needs to ensure that it must strike a balance between expansion and adherence to measures and regulations as well as cultural sensitivity that grows its competitiveness. Overall, India is a more cost-reactive and restrictive culturally market economy compared to China (The Culture Factor, 2026). 
One of the most favourable yet complex macro-environment of KFC is in China, where the macro-environment has been favourable in terms of high growth in the economy and technological advancement (Baldwin, 2024). One of the main reasons that has made KFC capture a dominant market share in China Despite China being a high growth potential environment, KFC will have to be abreast with the complexity of its laws and high localisation rates to lead its competitive advantage. China offers a more advanced and consumer facing environment, which will enable KFC to adopt a high-quality positioning and experience-based strategy with strong digital support.

· Advantages & Disadvantages of the Hofstede Model
These cultural dimensions have a direct impact on KFC marketing policies, with pricing policies in India needing to be value based because of increased price sensitivity but in China, relatively premium-pricing policies are possible with enhanced brand loyalty. Concerning promotion, collectivist cultures in the two nations facilitate the family-based and group-based marketing campaigns primarily in China (The Culture Factor, 2026). Further, product strategies should be geared towards localisation, including vegetarian product in India and locally oriented menu innovations in China, to match consumer behaviour, and cultural anticipations. Vidani and Das (2021) state that organisations need to comprehend the consumer behaviour, decision-making styles, and communication likes in various cultures.
Although this is useful, the Hofstede model is limited in several ways especially in the current global markets (Taras et al., 2023). It also simplifies the national cultures, which do not take regional and individual differences within nationalities into account. It also simplifies the complex cultural dynamics and might not reflect dynamic consumer behaviour subject to globalisation, digitalisation and socio-economic shifts.
[bookmark: _Toc227867256]3.STP Analysis (Segmentation, Targeting, Positioning)
[bookmark: _Toc227867257]3.1 Comparative STP Analysis between India and China
	STP Element
	India
	China

	Segmentation
	· KFC caters primarily to younger audiences (18-35 old), particularly in the city.
· The target market is the price-sensitive groups in the middle-income strata.
· Convenience can shape consumer lifestyles, and so is cultural diversity due to vegetarian and non-vegetarian tastes.
· Eating out is not always regular, but a one-up one-down affair.
	· In China, KFC divides a larger market, such as youthful specialists and families (KFC, 2026c).
· The target group is mostly made up of the middle and upper-middle class which is growing.
· Consumers are busy urban dwellers with an advanced eating out habit.

	Targeting
	· KFC targets urban millennials, Gen Z, and middle-income families, particularly in Tier 1 and Tier 2 cities.
· On the one hand, the brand targets consumers who seek to have affordable and convenient meals.
	· China: KFC is focusing on a broader market, which consists of urban families, professional population, and tech-savvy customers.
· The target market is the customers who habitually consume fast food and use digital platforms.

	Positioning
	· KFC is aligned as a localized and cheap fast-food.
· It focuses on value meals, competitive pricing, as well as menu additions including vegetarian meals to adapt to the local tastes.
	· In China, KFC is a high quality and affordable western brand.
· It focuses on customer service, menu development and a good brand image which it supports with localised offerings.


Table 3: STP analysis for India and China 
The STP strategy embraced by KFC in India and China indicates a very responsive approach that is suited to the variation in consumer behaviour, economic status and cultural orientation. According to Arnett (2024), segmentation is essential in determining market entry and expansion efforts, proper segmentation can help firms to ensure that their offerings are matched with the heterogeneous consumer needs. The income sensitivity and cultural diversity are the major factors influencing the segmentation in India where vegetarianism is a major element that dictates consumption patterns. This requires differentiation of products to incorporate vegetarian products that are not as pronounced in China. On the other hand, the segmentation in China is behaviourally-based (Gu, 2024). The frequency of consumption and lifestyle trends focus as urban Chinese consumers are turning to convenience food in the face of time constraints.
[image: ]
[image: ]
Figure 3: customer retention strategy used by KFC in India 
(Source: Braze, 2026)
KFC uses the selective targeting strategy in India to target the urban young population and middle-income consumers who are in need of a cheap meal. Here, price sensitivity is a major factor determining purchasing decisions. Figure 3 has helped in understanding the positive impact of KFC India’s 'Bucket It' Campaign that increased daily revenues by 23% (Braze, 2026). Graham and Kennedy (2022) noted that targeting in new markets must focus on cost and availability to maximise penetration in the market. Conversely, targeting in the Chinese market is more extensive in that it includes more people as mass market like families, working people. This country has a higher level of disposable income and the fast-food culture, which would enable KFC to enjoy repeat purchase and a better customer retention. 
The most notable difference of the KFC strategy in the two countries is on positioning. KFC in India is being placed as a value-competitive and localised brand in that it competes based on the value and menu fit. It is critical in a market where competition is high and the consumer is very price-conscious. Conversely, KFC in China has managed to establish itself as a reputable and quality Western brand that does not only serve food, but also as an experience (Gu, 2024; KFC, 2026c). The brand positions will increase perceived value and customer loyalty as was observed in the KFC case of dominating the Chinese market. 
[bookmark: _Toc227867258]3.2 Perceptual map
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Figure 4: Perceptual Map 
(Source: Self-developed)

Similarities: Operations of KFC in India and China are similar in terms of target consumers of young people and segments consisting of urban population. Also, the two markets participate in localisation strategies of their products to meet the culture and consumer expectations.
Differences: KFC in India is majorly scaled as brand with price sensitivity and value emphasis as the strategies of low costs and competition prices. On the contrary, KFC in China uses experience-based and rather premium positioning, which is promoted by increased consumer purchasing power, implemented digitalization, and high brand awareness (Gu, 2024).
[bookmark: _Toc227867259]4. Marketing Mix (7Ps)
The marketing mix (7Ps) is a business strategy, which is used to study how companies design and execute their marketing strategies. The extended marketing mix is needed in service-based industries as it is what integrates both tangible and intangible factors that determine customer experience (Ulziibadrakh et al. 2025). The modification of the marketing mix 7Ps also brings out the capability of KFC to reconcile global standardisation and local responsiveness in India and China. Among the most important areas of differentiation is the product strategy. 
[bookmark: _Toc227867260]4.1 Product
In India, cultural and religious inclinations of diet greatly impact on the product offering of KFC, especially the large percentage of vegetarian customers. It has resulted in vegetarian menu and locally desirable flavours. Okonkwo et al. (2023) indicate that the localisation of products is fundamental in a culturally diverse market that involves the acceptance and relevance of the products. Comparatively, KFC in China employs even more localisation strategy providing rice-based foods and local region-specific foods, which are indicative of a greater penetration into local food culture (KFC, 2026c). KFC is also able to expose innovative and localised menu offerings without a great deal of uncertainty due to low uncertainty avoidance.
[bookmark: _Toc227867261]4.2 Price
Market dynamics are also different in pricing strategies. KFC has also employed value-based pricing strategy in India to attract price-sensitive consumers by giving them discounts and combo meals in order to compete. This is consistent with Zheng et al. (2022) who propose that the pricing strategy in emerging markets should be cost-effective to the consumer. On the other hand, KFC China has a comparatively high pricing platform that is sustained by increased disposable income and willingness to spend on brand experiences. This would enable the brand to have better margins and build its position as a premium product. 
[bookmark: _Toc227867262]4.3 Place 
There is also a great variation in place (distribution) strategy in the two countries. India KFC is concentrated on the growth of its business in Tier 1 and Tier 2 cities, with a total of almost 1,200 stores (India Retailer Bureau, 2026). It has partnered with food delivery platforms, namely Zomato and Swiggy. However, in China, KFC has recorded a high level of market penetration having a highly established network of stores spread in urban centres. Teguh et al. (2021) explained that the key competitive advantage in international markets is a strong network of distribution. The high level of infrastructure and concentration in China ensures a favourable climate for KFC.
[bookmark: _Toc227867263]4.4 Promotion
Promotion strategies bring out an apparent difference between transactional and experiential marketing strategies. Promotional activity in India is very price conscious and is centered around discounts, value meals and online promotion to capture the low-end consumer. As evident, KFC has partnered with an Indian start-up, Naagin, in 2024 to introduce a blend of flavours that retain authenticity of its global appeal with Indian tastes across its 1,100 Stores (Licence India Bureau, 2024). It operates in India under the operations of Sapphire Foods India Ltd. (India Retailer Bureau, 2026). KFC in China, however, is much more focused on the experience with the brand by promoting digital platforms, loyalty programs, and interactive campaigns to attract customers. In China, KFC is one of the largest restaurant chains that has 10,000 stores (Baldwin, 2024). According to Utami et al. (2025), promotion strategies should align with cultural values where a collectivist society reacts better to promotion strategies based on experience. 
[bookmark: _Toc227867264]4.5 People
The People factor displays the variations in service expectations and customer interaction. Employees in India are mainly trained on efficiency and cost management to accomplish a speedy delivery of service. In China, however, interaction with customers and quality of services offered is much more prioritised, which helps in increasing the quality of dining experience. Singh et al. (2022) argued that employee behaviour is essential to determine customer satisfaction and brand perception in the service sector.
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Figure 5: Smart restaurants and “KFC Smart App” in India 
(Source: ETHospitalityWorld, 2022)
[bookmark: _Toc227867265]4.6 Process
Process strategies also add to the contribution of technology in improvement of service delivery. Figure 5 has revealed that in India, KFC has introduced digital kiosk-sort of systems of ordering and delivery through its smart restaurants (ETHospitalityWorld, 2022). Also, orders can be placed by scanning the QR code using the KFC Smart App. In comparison, the Chinese ecosystem is highly digitalised, which facilitates ordering, payment, and delivery, as the technology of WeChat and Alipay could help. This is in line with Masoud and Basahel (2023) who emphasize the need of digital transformation in enhancing customer experience. 
[bookmark: _Toc227867266]4.7 Physical evidence
The physical evidence is the embodiment of the physical representation of the brand. KFC stores are operational and efficient in India with an average focus on the ambience. Conversely, outlets in China are more up-to-date and luxury with a comfortable and interactive atmosphere to dine in (KFC, 2026c). 
[bookmark: _Toc227867267]5. Directional Development Strategy of KFC in India
Directional development strategy is the approach a company takes towards its growth, by increasing products and market (Erzurumlu et al., 2023). The Ansoff matrix states four strategies that can enable firms to grow.
	Strategy
	Application to KFC India

	Market Penetration
	Promoting sales by offering discounts, combo deals, and digital delivery systems such as Zomato and Swiggy to encourage the repeat clientele.

	Market Development
	Diversification to the Tier 2 and Tier 3 cities to capture the untapped markets and reach more customers.

	Product Development
	Vegetarian menu additions and Indianisation of flavours to cater to the local taste.

	Diversification
	Inadequate diversification by new format into KFC cafes and snack products.


Table 5: Ansoff Matrix 
(Source: Self-developed)
The growth of KFC in India is mainly directed to the penetration and product development strategy because of necessity to adapt to the market which is very price sensitive and culturally diversified. The least risk approach by which Singer and Jones (2025) assume is increased consumption frequency through the use of discounts and value meals is market penetration. Nevertheless, the competitive pressure could decrease the profit levels and undercut the perception of the premium brands overreliance on price. Moreover, menu localisation, especially introduction of vegetarian food has played a key role in product development. Jadhav (2024) emphasizes that product modification to the local cultural value would maximize the relevance of the product to the market and customer satisfaction levels. Nevertheless, its diversification is not extensive, which is an indication that KFC is conservative when venturing into new markets. 
STP analysis proved that in India, the segmentation power of the market is determined by affordability and cultural diversity, as opposed to increased frequency of consumption and wider market in China. India is more of a selective and price-influenced market, causing KFC to employ value-based positioning. The merger deal of KFC with Devyani International Ltd was finalised in $934 million. This turned out to be helpful for KFC to launch a new store in Panipat, Haryana, India (India Retailer Bureau, 2026). On the whole, the development strategy promotes stable growth, but the long-term success would rely on the necessity to balance between affordability and brand differentiation.

[bookmark: _Toc227867268]6. Ethical Issues
Ethical marketing is described as the practices that guarantee fairness, transparency and responsibility towards consumer and the society (Ahmed and Ahmed, 2025). In terms of ethical marketing, experiences of KFC in India have shown that various ethical issues. This includes quality of the product, animal welfare, and food safety. 
[bookmark: _Toc227867269]6.1 Ethical Marketing Practices
Product localisation is one of the ethical practices implemented by KFC where a vegetarian option was launched in India to be respectful to cultural and religious customs. This aligns with ethical marketing of considering the needs of consumers and inclusiveness. KFC has been involved in corporate social responsibility (CSR) activities, such as sustainability and responsible sourcing. To combat issues of meals faced by officegoers amidst the pandemic, it partnered with Smile Foundation (Smile Foundation, 2020). These contribute to brand trust and social responsibility.
[bookmark: _Toc227867270]6.2 Unethical Marketing Problems
Nevertheless, KFC has had a major ethical crisis in India. Regulatory authorities discovered that KFC products had MSG levels that were far beyond the authorised levels indicating food safety and health complications to consumers (ICMR India, 2025). The animal rights organisations including PETA had also alleged that KFC was mistreating their chickens in suppliers’ farms thus drawing wide protests and negative publicity. Recently, in a case of the 2025 food inspection, the fungal contamination of food was reported in a KFC store, which shows that compliance issues are still present (Times of India, 2025). These ethical questions reveal a disparity between KFC international brand image and local market functioning in the local countries. As Celestin et al. (2024) stated, unethical actions may adversely affect the consumer trust and the brand equity in the long run. Although KFC has already performed correct actions, the problematic occurrence has shown that it has to be tightened to controlled quality control and ethical supply chain management. 

[bookmark: _Toc227867271]7. Recommendations
Recommendations for India:
In India, KFC ought to increase its operations in the Tier 2 and Tier 3 cities where increasing disposable income and urbanisation are generating new demand of quick-service restaurants. Also, the interest of health-aware consumers can be drawn to the menu by offering more nutritious foods like grilled or low-caloric items. This aligns with Ntalie et al. (2025) that identifying underserved segments enhances long-term growth potential. The move into these segments will enable KFC to engage in the further penetration of the market outside the already saturated urban regions. Oladimeji and Owoade (2024) stated that the technological integration in digital tools enhances the efficiency of services and customer engagement greatly. KFC should adopt a greater quality control and frequent auditing. Understanding in sourcing practices can be transformed into re-establishing consumer trust (Agu et al. 2024).
Recommendations for China:
KFC have to keep reinforcing its high-end marketing in China by improving its customer experience by incorporating the latest digital features, such as ordering via AI and promoting to individuals. Moreover, the introduction of new menu items according to regional preferences and a good brand loyalty programmes will contribute to the preservation of competitive advantage (Manhas et al. 2024). The business of KFC should also aim at ensuring that it is involved in strict regulatory compliance and sustainability practices to respond to the environmental and legal pressures in the Chinese market.
[bookmark: _Toc227867272]8. Conclusion 
The success in India and China illustrates the need to incorporate culture, economic and consumers differences in the marketing approach at KFC. Whereas India is in need of affordability and localisation, China promotes the premium and experience-based strategies. On the whole, the utilization of PESTLE, Hofstede, STP, and 7Ps is a useful tool that helps KFC maintain a competitive edge in a variety of international markets. The PESTLE analysis has revealed strong cultural and religious food restrictions in India, with China showing a strong culture of eating out. The cultural comparison between India and China shows the presence of both similarities as well as the major differences that must directly affect the international marketing strategies of KFC. In this context, the Hofstede Model advocates strategic adjustment by determining the key dimensions of the cultural aspect that determine consumption. 


[bookmark: _Toc227867273]Section 2: Reflective Report
Reflective practice is very in the improvement of learning as well as professional growth through providing one an opportunity to critique the experience. This is a systematic way of reflecting on the process of doing the international marketing assignment on KFC in India and China.
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Figure 6: Gibbs reflective cycle
(Source: Inspired by Trimasse, 2025)
[bookmark: _Toc227867274]Description
In the assignment, I was expected to undertake an in-depth study of KFC international marketing strategies in India and China, based on some of the most important marketing frameworks, namely, PESTEL, cultural dimensions as formulated by Hofstede, STP, and the 7Ps marketing mix. It was also a task of determining and identifying ethical issues and giving recommendations on how it could be improved. I used real-time information gathered through real sources throughout the process, equated macro-environmental variables, and examined the impacts of cultural and economic differences on marketing decisions. This meant that there was a need to blend theoretical ideas with practical implementation especially in the area of how international brands conform their strategies in various markets. Experiential learning as indicated by Wijenen-Meijer et al. (2022) implies changing the knowledge by using it, and this is also obvious in this assignment.
[bookmark: _Toc227867275]Feelings
The initial part of the assignment has made me feel overwhelmed as the task seemed too complicated and I had to apply several frameworks in an organized way. The requirement to integrate the real-time statistical data and real sources made it more difficult, as they had to be thoroughly researched and checked. However, as I advanced, my confidence grew, particularly when I started to realize how all the frameworks could be related to the actual business practices. The cultural comparison was of particular interest to me, as it presented information on the differences in consumer behaviour between countries. 
[bookmark: _Toc227867276]Evaluation
The possibility to engage into critical comparison of India and China and not to conduct them as two different analyses was one of the main strengths of my work. Having the PESTLE and Hofstede frameworks allowed an understanding of the structure of the report and facilitated its organisation. Also, the usage of real-life data contributed to the persuasiveness of my arguments. Nonetheless, some problems existed. It was also hard to control the number of words and at the same time be deep in analysis because every part needed to be described and criticized. Moreover, searching current and valid data on both of the countries required time. As pointed out by Kramar (2022), reflection presupposes identifying both positive and negative sides of an experience, which is the key to further performance enhancement.
[bookmark: _Toc227867277]Analysis
This assignment has greatly contributed to my perceptions of international marketing especially the need to customize strategies in line with local market environments. I found out that cultural factors are the important issue that cannot be disregarded in consumer behaviour and that should be considered when entering the global market. Indicatively, KFC has been able to succeed in China because it has been able to localise its menu and fit in the culturally orientation of collectivism whereas affordability and diets are more the drivers in India. This reinforces the idea that Liu (2023) presented that the marketing performance and the choice consumers make are highly influenced by cultural values.
In addition, ethical problem analysis revealed the need to ensure transparency and accountability in the international business. I also learnt that the impact of unethical practices, although unintended, might be disastrous to the brand name and loyalty. The fact that several frameworks were used also enhanced my analytical skills giving me the ability to relate theory and practice and have a more organized argument. Reflective practice enables one to critically think about their actions, as well as enhance professional competence (Mohamed et al. 2022).
[bookmark: _Toc227867278]Conclusion
Altogether, this assignment gave me important insights into the complications of international marketing and the significance of cultural, economic, and ethical considerations. I also gained a better insight into the process of global brands adjusting their strategy to various markets and the importance of formal structures in the analysis of business environments. The experience also helped me to be more critical and do research.
[bookmark: _Toc227867279]Action Plan
In future, I will enhance my time management abilities to make research and analysis more efficient. My data collection will start earlier and information will be sorted out systematically so as to eliminate last-minute rush. I also wish to work on improving my application of academic journal sources to build the theoretical basis of my work. I would also train further on the critical analysis, trying to challenge the assumptions and pursue other viewpoints.
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Strategy Results

KFC India executed a gamified campaign across The "Bucket It" campaign led to 22% increase in

email, push notifications, and in-app messages. Since average daily orders per store, 23% lift in daily revenue
they used Braze, they were able to easily activate the per store, 22% growth in new users, and 27% growth in
campaign in under 10 days with little additional repeat orders.
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