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Section 1
1. INTRODUCTION 
The issue of balancing global standardisation and local adaptation is one of the strategic dilemmas that multinational corporations are facing in the modern global marketplace and has been a core debate in the international marketing literature (Levitt, 1983; Kotler and Keller, 2016). Standardisation gives the firms economies of scale and a uniform global brand, but on the other hand, localisation enables organisations to effectively respond to cultural, economic and behavioural differences among markets (Vrontis and Thrassou, 2007). This strain is especially apparent in the fast-food sector, where consumer choices are imprinted in the local culture and patterns of consumption.
An interesting example of globalisation which is realised through strategic localisation is Brands. KFC is present in over 150 countries and has become a globally recognisable brand, yet its prosperity is not attained based on the strictly standardised model (Rashid et al., 2023). Rather, it is market responsive, and the firm will adjust its product, pricing and marketing strategy, to meet expectations of the local consumers (Czinkota and Ronkainen, 2013). This is even more so when its operations are juxtaposed in the United Kingdom that is a mature and highly competitive market with health conscious consumers and in India where affordability, cultural food habits and collectivist consumption habits dominate (Hofstede, 2011).
More importantly, as localisation boosts market penetration and customer relevance, it also creates strategic complexities, such as higher operational expenses, brand inconsistency and supply chain issues (Douglas and Craig, 2011). Thus, the international strategy of KFC can be viewed as a manifestation both of adapting to the environmental differences and as a constant negotiation between efficiency and responsiveness. To this end, this report will critically analyse the international marketing approach of KFC by comparing the operations in India and the UK (Abdelmoety et al., 2022). In particular, the macro-environmental analysis (PESTEL) and cultural impacts on consumer behaviour analysis will be provided, as well as the segmentation, targeting, positioning (STP) and marketing mix (7Ps) strategies of the firm. Additionally, the report will evaluate the ethical aspects and give evidence-based recommendations to improve the global strategic alignment of KFC.
2. PESTEL ANALYSIS 
Macro-environment plays a critical role in the strategic choices of the multinational companies especially in the fast-food industry whereby regulatory, economic and social environments differ across markets. In the case of KFC, the presence in the United Kingdom and India brings out a stark difference between a developed economy and a high-growth emerging market (Lauber et al., 2021). Such differences necessitate a delicate strike between globalisation and localisation.
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Figure 1: PESTEL Framework Applied to KFC International Strategy

2.1 Political Factors 
Both the risk profile and operating constraints of KFC in the United Kingdom and India are influenced by political environment. UK has one of the most stable and rule-based systems with good regulatory quality and predictable policy execution that tends to decrease uncertainty and promote long-term planning (World Bank, 2024). This is a good stability to KFC. Nevertheless, recent government focus on promoting population health like the prohibition of high-fat, sugar and salt (HFSS) advertisements and the compulsory labelling of calories directly limits fast-food marketing and menu strategy, which makes the political environment somewhat unfavourable (Department of Health and Social Care, 2022). The policy environment in India is generally pro-investment and further encourages foreign direct investment in the retail and food services sector, which is favourable to growth (DPIIT, 2023). 
However, regulation procedures may be uneven among states, and bureaucracy relating to licensing and compliance brings delays and uncertainty to the environment, which makes some aspects unfavourable (Czinkota and Ronkainen, 2013). Comprehensively, KFC enjoys UK stability with tougher regulatory pressure, whilst in India it enjoys growth-focused policy assistance at the cost of bureaucratic friction, meaning that it might need to be flexible and locally responsive in governance (Gupta et al., 2021).
2.2 Economic Factors 
The economic situation gives an apparent difference in the pricing and growth strategy of KFC in the two markets. UK is a high-income economy with GDP per capita approximately at $45,000, which helps to support discretionary spending and allows KFC to maintain comparatively high price levels (World Bank, 2024). This is a favourable purchasing power (Babu & Sarkar, 2024). Growth has, however, been relatively low (around 1 to 2 percent) and inflation has lately been in the range of 4-6 percent, squeezing real incomes and competition in a saturated quick-service restaurant sector, which is not conducive to growth (ONS, 2024). The Indian picture is rather different: a high GDP growth of approximately 67 per cent and fast urbanisation are most beneficial to the expansion of outlets and increase in volume (IMF, 2024).
However, GDP per capita is only about 2,500 which signals high price sensitivity; KFC will have to depend on value menus and localisation to sustain demand limiting margins and is not a good result in terms of profitability (Kotler and Keller, 2016). Practically, KFC finds itself between a two-way economic logic stability in the UK and volume-driven growth in India as an example of why a single standardised pricing model would not work across these markets (Byaro & Rwezaura, 2025).
2.3 Social Factors
Consumption behaviour and brand positioning is founded on the social dynamics. Health awareness in the UK is changing the food preferences: most consumers say they are increasingly demanding healthier food, and this is a threat to the classic fried products and not favourable to the KFC original menu (Statista, 2024). Simultaneously, the time-pressured lifestyles continue to drive the need to consume convenient and fast foods, which is favourable. Social patterns vary significantly in India. A higher collectivist orientation promotes eating and consumption events in groups and global brands have a symbolic meaning amongst urbanites (Hofstede, 2011). 
These aspects are very favourable to KFC, as long as it follows local preferences specifically towards spicier flavour profiles and in certain areas towards vegetarian food. Menu boundaries also are subject to cultural and religious influences and must be carefully localised; this is a conditionally unfavourable situation unless well handled (Vrontis and Thrassou, 2007). On the whole, KFC has a risk of demand erosion in the UK because of the health trends, but has high social traction in India by aspirational branding and communal dining, which argues in favor of differentiated menu and positioning (Hungund, 2025).
2.4 Technological Factors
The technology affects the reach to customers and efficiency. The UK has a highly developed digital ecosystem with over 90 per cent of the population having internet access and online payment and third-party delivery systems are widespread. It is a very favourable environment, and KFC can simplify ordering, logistics, and communication with customers, relying on channels of data (Euromonitor, 2024). The pace of digital adoption in India has been extremely rapid, with the penetration of smartphones increasing, and brokers such as Zomato or Swiggy gaining popularity. This tendency will be favourable to the growth of KFC, particularly in urban areas (Susilowati et al., 2021). 
Nevertheless, the quality and connectivity of infrastructure is not consistent throughout the areas, and this can interfere with the functioning of last-mile delivery and stores, rendering the environment somewhat hostile (McKinsey, 2023). Therefore, both markets are conducive to digital integration, but the UK is a manifestation of technological maturity and effectiveness, and India is a manifestation of scale potential with implementation variability. KFC should hence integrate cutting-edge analytics and smooth omnichannel operations in the UK, with adaptable, region-specific digital operations in India, to seize the growth without stealing its services (Deepali, 2024).
2.5 Environmental Factors
The environmental pressures in the two contexts are viewed in stark contrast and directly impact the costs and reputations. Sustainability standards are high in the UK: the consumers and authorities insist on the decrease of single-use plastic, the carbon footprint, and disclosure of the sourcing (Gupta and Gupta, 2021). According to surveys, a huge proportion of consumers are fond of the brands that are environmentally responsible, and environmental pressure is, therefore, largely negative unless KFC invests in more sustainable packaging and supply chains (DEFRA, 2023). These demands increase expenses but are becoming a non-negotiable issue of brand legitimacy. 
Ecological control and consumer skepticism is relatively less acute in India, which is advantageous in the short term since it provides flexibility of operation and reduced compliance expenses. However, the awareness is increasing, and the regulation tightening may improve with time, which means the latent unfavourable risk in case the sustainability is not prioritised (UNEP, 2023). The overall result is a sustainability imbalance: KFC has to operate to the high environmental standards in the UK and actively develop the potential in India to make operations future-proof and prevent any reputational loopholes between markets (Olarewaju et al., 2024).
2.6 Legal Factors 
Compliance costs and operational certainty are determined by legal frameworks. The UK has stringent laws in food safety, labour laws, and consumer protection, which have established a predictable environment that is conducive to predictable operations (Food Standards Agency, 2023). Nevertheless, absolute compliance encompassing hygiene audits, employment laws and marketing limits increases operational expenses and decreases flexibility which is not favourable in terms of cost (Shanmugam et al., 2024). This flexibility can reduce the compliance burdens of the time that are favourable in terms of flexibility but adds uncertainty and may represent reputational risk in case standards are not even, which is not desirable (Czinkota and Ronkainen, 2013). In the case of KFC, this implies keeping standards high internally in India but not uniformly applied, and in the UK to bear higher and more certain costs of compliance. The company should strategically manage global brand standards to local legal realities, to ensure uniformity and efficiency is not compromised Kaplan et al. (2022).
3. CULTURE (HOFSTEDE) 
The cultural differences are a significant determinant of consumer behaviour especially in the fast-food sector where eating habits are entrenched in the social norms. Geert Hofstede (2011) suggests that national culture may be studied in six dimensions, which give companies an idea about the cross-country differences. In the case of KFC, the specifics of working work in the United Kingdom and India imply that the differences in the cultures of these countries must be carefully aligned since their differences directly affect consumption rates, brand perception, and the process of strategic adjustment (Fonseka, 2024).
Table:1 Hofstede Cultural Dimensions 
	Dimension
	UK
	India
	Interpretation

	Power Distance
	35
	77
	India more hierarchical

	Individualism
	89
	48
	UK individualistic, India collectivist

	Masculinity
	66
	56
	Both moderately competitive

	Uncertainty Avoidance
	35
	40
	Both relatively flexible

	Long-Term Orientation
	51
	51
	Balanced

	Indulgence
	69
	26
	UK indulgent, India restrained



Comparison, Application & Evaluation 
The most significant cultural difference between India and the UK is on individualism and collectivism which is the basic determinant of consumption behaviour. The high individualism score (89) characterises the UK as a society in which consumers value personal convenience and autonomy, which greatly correlates with the fast-food consumption habits associated with speed and efficiency (Prashar, 2022). Conversely, India has a more collectivist orientation (48) which focuses on group interrelations and eating together, which means that KFC will have to market itself not only as a convenience store but also as a social and experience brand. This means that the UK has a moderately favourable culture and India has a highly favourable culture, as long as KFC can adapt to the local norms of consumption (Liew, Cao, 2025).
This is further supported by power distance. The reason why India scored highly (77) is that it embraces the hierarchy, and therefore global brands such as KFC are a status symbol and representation of modernity, which is a positive strategy. In the UK, on the other hand, the low power distance (35) undermines the symbolic strength of international brands, moving the consumer attention to value and quality over prestige (Kaplan et al., 2022). As well, there is a great disparity in the levels of indulgence, with the UK (69) showing a culture that is open to consumption and enjoyment, which is conducive to the demand of fast food. As a contrast, the Indian modest culture (26) sets behavioural boundaries influenced by tradition such as dietary restrictions, which necessitates adaptation but not the overall demand (Ratanjee-Vanmali et al., 2020).
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Figure 2: Hofstede Cultural Dimensions Comparison (UK vs India)

There is relatively the same score in uncertainty avoidance and long-term orientation, indicating that both markets are open to new products and innovation, which is positive to the menu development strategies of KFC. But such similarities are not enough to compensate the underlying behavioural differences that have been motivated by individualism and indulge (Thrassou, 2007). Conceptually, the Hofstede model is a valuable comparative model that offers a quantifiable data applicable to the strategic decision making process. It does have significant weaknesses, however, such as reduction of intricate cultural processes to simplified forms, the assumption of national homogeneity, which is especially unproductive in culturally diverse states such as India. 
Moreover, the model is founded on past data and might not be able to capture the fast changing consumer behaviour in the globalised markets (Hofstede, 2011). The success of KFC cannot be universally applied to India; it is culture specific, and has to be localised in India with extensive localisation but exploit the convenience of demand in the UK. This indicates the shortcomings of an entirely standardised global strategy.
4. STP ANALYSIS 
The STP framework helps the firms to recognize and focus on specific groups of customers as well as carving out a niche in the market. In the case of KFC, the UK and India differ greatly in terms of consumer behaviour and economic conditions, which is why segmentation, targeting, and positioning in the UK and India are different (Hanaysha and Hasouneh, 2023). Whereas the UK is more representative of a more standardised, efficiency-based strategy, India needs a more intensive localisation to be more in line with cultural and income diversity. This shows that STP strategy cannot be applied universally but instead, it is dependent on the context (Kraak et al., 2019).
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Figure 3: STP Marketing Strategy
4.1 Segmentation 
Segmentation helps firms to determine specific groups of consumers according to their common features, which increases precision in marketing (Wedel and Kamakura, 2012). KFC in the UK segments the market mainly using psychographic and behavioural factors, focusing on time-starved people in search of convenience and fast food. This is an indication of a well developed market where lifestyle choices are the driving force in consumption. Conversely, segmentation in India is more demographic and income-based, targeting urban middle-income customers and the younger demographics (Bankole et al., 2023). Also, cultural segmentation like vegetarian tastes and regional taste variations are important. Importantly, this deviation points out that segmentation in new markets needs more localisation. The UK segmentation is efficiency driven, and India segmentation is complexity-driven and embedded in the culture (Bagnato et al., 2023).
4.2 Targeting 
The economic and social conditions vary greatly in terms of targeting strategies that the two markets use. KFC in the UK uses a mass targeting approach, which targets a wide range of consumers due to affordability and convenience. Nevertheless, the growing level of competition and awareness of health diminishes differentiation, and this approach is no longer effective (Kumar et al., 2022). On the other hand, in India, KFC employs a more selective targeting policy whereby it targets urban middle-class consumers whose disposable incomes are increasing. This segment regards western brands as aspirational and targeting is very effective. In the UK, mass targeting is fairly effective, whereas selective targeting is strategically advantageous in India, where it is more socio-economically realistic and maximizes the growth potential (Dibb and Simkin, 2016).
4.3 Positioning 
Positioning is a perception of a brand in comparison to other brands (Ries and Trout, 2001). KFC holds the position of a fast-food company that is value-based in the UK, where the main competition is based on convenience and price. Nevertheless, the health-conscious trends and competition of healthier options are also challenging this positioning. Contrary to this, KFC in India is positioned as a luxury but affordable Western brand, something that is both international and localised in flavour Northcott et al. (2025). This two-sided positioning boosts brand desirability and differentiation. In the UK, KFC is less competitive (commoditisation), whereas in India, it uses the aspirational value, cultural adaptation to maintain a competitive advantage (Bankole et al. 2024).
TABLE 2: STP COMPARISON
	Element

	UK
	India
	Critical Insight

	Segmentation

	Lifestyle
	Income + culture
	Different drivers

	Targeting

	Mass
	Selective
	India more focused

	Positioning
	Value fast food
	Premium aspirational
	Stronger in India


4.4 Perceptual Map 
The perceptual map places KFC against other fast-food brands like McDonalds and local fast food brands. KFC is located in the middle of the price, middle-quality segment in the UK, which implies a low level of differentiation Lin et al. (2023). However, in India, KFC moves to a more perceived quality and slightly premium positioning, which are indicative of its aspirational brand image. Across markets, there is a vast difference in perception, which supports the rationale of context-relevant positioning strategies.
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Figure 4:
4.5 Similarities & Differences 
Although KFC has a worldwide operation, the STP strategy of the company is not homogenous. The company focuses on urban customers in both markets and uses brand recognition. Nevertheless, some critical differences are observed in implementation. UK indicates a standardised, efficiency-based STP strategy, whereas India demands great adaptability in segmentation, targeting, and positioning (Pantha et al., 2023). The resemblance is in the fact that the core brand identity of KFC is the same; however, the difference is its level of localisation that is much greater in India. This shows that STP strategies have to be changed depending on the maturity of the market and the culture (Ahuja and Krupa, 2025).
5. MARKETING MIX (7Ps) 
The marketing mix is the operationalisation of strategy, which is the transformation of market understanding into actionable policies in the product, pricing, distribution and communication. In the case of KFC, the 7Ps work differently in the United Kingdom and India, as they are characterized by the level of market maturity, consumer behaviour and economic conditions (Hilger et al., 2023). Although KFC has a globally familiar brand, the marketing mix exhibits different levels of localisation, which display a strategic tension between efficiency and responsiveness (Pandey et al., 2021).
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Figure 5: Extended Marketing Mix (7Ps) Framework
TABLE 3: 7Ps COMPARISON
	Element
	UK Strategy
	India Strategy
	Critical Insight

	Product
	Standard menu + minor variation
	Highly localised (spicy, veg)
	Strong adaptation in India

	Price
	Competitive pricing
	Value-based pricing
	Affordability gap

	Place
	Dense outlets + delivery apps
	Expanding urban network
	Growth opportunity

	Promotion
	Digital + discount-led
	Emotional + influencer-led
	Cultural shift

	People

	Skilled workforce
	Service variability
	Training gap

	Process

	Efficient systems
	Slower execution
	Infrastructure issue

	Physical

	Functional stores
	Premium perception
	Experience differs


5.2 Product 
The most regarding adaptation in international operations is the product strategy of KFC. The menu in the UK is comparatively standardised, concentrating on the main offerings, which include fried chicken, burgers, and meal packages, and there is very little innovation (Ravindran et al., 2022). India, on the contrary, is characterised by deep product localisation, such as spicy, vegetarian style, and region-based products. This greatly enhances the depth and width of the products, which enables KFC to satisfy the various tastes of consumers. Also, brand extension in India is more decisive, and menu innovations are oriented on the local tastes and cultural norms (Syah et al., 2022).
Critically, product strategy is quite effective in the UK, where standardisation promotes efficiency and few differentiations. In India, product localisation is very favourable, which is propelled by market penetration and customer engagement. This implies that the competitive edge of KFC is becoming more and more based on its adaptability of products instead of global uniformity (Zakaria et al., 2023).
5.3 Price 
Markets vary greatly in terms of pricing strategies. KFC uses a competitive pricing model in the UK, which is in line with its competitors like McDonalds to ensure that its products are affordable in a saturated market. Nonetheless, inflation and cost pressures decrease the level of price flexibility (Dilip et al., 2021). KFC uses penetration and value-based pricing strategy in India, where it sells low-cost meal options to consumers that are sensitive to prices. More importantly, UK pricing is both stable and limited but in India, it is growth-oriented and limited on the margin. This demonstrates the dilemma of profitability and accessibility in emerging markets (Channa et al., 2021).
5.4 Place 
Maturity of the market is indicated in distribution strategy. The UK boasts an extensive system of outlets, and they are upheld by the state-of-the-art delivery systems like Uber Eats and Deliveroo. This makes it very accessible and efficient. In India, KFC is mostly located in cities, and the growth process is supported by the growing demand and online delivery services such as Zomato and Swiggy (Hongdiyanto et al., 2023). Critically, place strategy works very effectively in the UK whereas in India place strategy is a growth opportunity as opposed to a developed system.
5.5 Promotion 
The promotion is an indication of the move towards localisation and away away standardisation. KFC in the UK has been relying on the use of Integrated Marketing Communications (IMC) which is a combination of digital advertising, promotions and discount campaigns that helps in short term sales promotion. Nonetheless, this method is not very emotionally appealing (Yew, 2023). Promotions in India are culturally oriented and are conducted through the support of celebrities, social media influencers, and emotionally based campaigns. Importantly, UK promotion is transactional and price-based and India is relational and culturally integrated, which is more effective in developing long-term brand loyalty (Lin et al., 2023).
5.6 People 
Marketing mix is one of the service components of people. KFC in the UK has a trained workforce whose service protocols are standardised and this means that there is uniformity in service delivery across the outlets. The fast growth and diversity in the workforce in India bring about an element of variation in service quality. Critically speaking, the UK is operationally consistent, and India is struggling with training and service quality, which emphasizes the human resource development in emerging markets (Chan et al., 2020).
5.7 Process 
Customer satisfaction requires efficiency in processes. KFC has a well-organized ordering systems, digital integration, and effective mechanisms of handling complaints in the UK. India is on the path to improvement but with less consistency as a result of infrastructural constraints and complexity of operations. Importantly, process management in the UK is very efficient, whereas in India it is in the developmental stage but not very stable, which needs to be optimised further to contribute to the development (Song et al., 2022).
5.8 Physical Evidence 
Physical evidence is a factor affecting customer perception and brand experience. The KFC outlets are functional and standardised in the UK and are not based on experience but efficiency. The image that the outlets present in India is usually more luxurious and aspirational, which indicates that the brand is identified as a western-style meal. Importantly, the UK has less differentiated physical evidence, and in India, it is a strategic approach to effective brand perception and customer attraction (Li et al., 2020).
 5.9 Similarities & Differences 
The marketing mix of KFC shows homogeneity and heterogeneity within markets. The fundamental components like product offerings, brand identity and pricing logic are widely aligned in such a way that it is recognized globally. Nonetheless, there are major discrepancies in implementation (Hu et al., 2025). UK is an example of standardised and efficiency orientation approach, whereas India needs massive localisation of the product, promotion and pricing. The similarity is that KFC has a global structure, whereas the difference is in the level of adaptation (Liem et al., 2023). India is a localisation-oriented market, whereas the UK is a maturity-oriented market. This validates the point of view that the competitive advantage of KFC is becoming more and more reliant on the capacity to adapt instead of standardisation.
6. DIRECTIONAL STRATEGY (ANSOFF) 
The Ansoff Matrix can be critically applied to the growth path of KFC and indicates strategic options comprising of market penetration, market development, product development and diversification. KFC, in the UK, is to a large extent engaged in a market penetration approach, aiming to grow the sales in an already saturated and highly competitive market in the sector of fast-food (Niwayansari et al., 2024). Since the market in the UK is mature with reduced growth and competition, there is limited growth prospects therefore this strategy is operationally effective but has no strategic potential. Consequently, a more gradual innovation like healthier menu options or online ordering enhancements is necessary to remain relevant (Muslichah & Ibrahim, 2021).
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Figure 6: Ansoff Growth Matrix Applied to KFC
Conversely, India is a vivid example of a market development and product development strategy, with KFC increasing its geographical reach and at the same time varying its menu to meet the local preferences. The presence of fast urbanisation, the rise in the middle classes and the growing demand in Western brands provide tremendous growth opportunities (Alamuri and Aluvala, 2024). Nonetheless, this growth demands a lot of localisation and investment, making it more complex. The strategy of KFC can be characterized as a structural change, whereby future expansion will be more reliant on the developing markets, such as India, and future expansion will be more about maintaining the competitiveness of the company, instead of making new gains (Guo et al., 2024).
7. ETHICAL ANALYSIS 
KFC global operations are becoming more focused on ethical issues, especially in the fast-food sector where the health, environmental and labour issues are prevalent. A major ethical concern is associated with the nutritional effect as the products with high fat and caloric content lead to the increase of obesity rates especially in the developed countries such as the UK (Spiro et al., 2024). This poses a dilemma between profitability and social responsibility in regard to protecting the health of the people and thus is ethically questionable. A second issue is environmental sustainability, specifically plastic packaging and carbon-expensive supply chains, which have been subject to criticism in the world (AlQurashi et al., 2021).
KFC, on the other hand, portrays ethical responsibility by adopting sustainable sourcing and waste minimization efforts, which is indicative of an increasing compliance with environmental standards. Also, job creation in both markets also brings economic value, especially in India where employment creation helps in local development (Sacks et al., 2020). Although KFC undertakes responsible practices, its fundamental business model presents moral dilemmas. This underscores the importance of further embedding sustainability and health factors into the marketing mix, and not considering them as side issues (Jain and Jain, 2022).
8. RECOMMENDATIONS 
In order to achieve greater strategic success, KFC needs to embrace differentiated UK and Indian recommendations based on challenges and opportunities in the market. The main suggestion in the UK is to create healthier product lines, such as low-calorie and plant-based, to accommodate the increasing health awareness. Also, a saturated market can be enhanced by fortifying digital engagement by offering customised promotions to enhance customer retention (Bhattacharya & Bhattacharya, 2021).
In India, it should revolve around increasing localisation strategies, more so by innovating its menus according to regional tastes and dietary preferences. The opportunity to expand to other cities (tier-2 and tier-3) is also an important expansion opportunity (Mehta and Shukla, 2024). Moreover, a tiered pricing approach will enhance the affordability and brand positioning. In both markets, KFC ought to focus on sustainable practices, including environmentally friendly packaging and transparent sourcing, to build brand credibility. Employee training and quality of service should also be invested in to guarantee a similar customer experience (Nguyen et al., 2023). Best advice should go beyond standardisation, focusing on market-adaptation to realise sustainable competitive advantage.
9. CONCLUSION 
The present report critically discussed the international marketing strategy of KFC based on the comparison between the UK and India. The results indicate that although KFC is operating in a globally recognised system, its effectiveness is greatly reliant on its capacity to fit in the local market environment. UK is a highly regulated and mature environment with a limited growth and where efficiency and retention are given strategic priority. India, on the other hand, has high growth prospects due to economic growth, positive social forces as well as demand of western brands. The comparison of the PESTEL, cultural dimensions, STP, and marketing mix shows that they share one common theme: standardisation is not enough in various global markets. Rather, the competitive advantage is obtained through a balance between the global consistency and local responsiveness. The key to KFC achieving long-term success will be the extent to which it can strategically balance this aspect, exploiting the efficiency in the mature markets and adopting deep localisation in the new economies. This solidifies the significance of adaptive strategy in maintaining competitiveness in the world.


Section 2
1. REFLECTIVE REPORT (GIBBS REFLECTIVE CYCLE)
This reflective report follows a reflective cycle presented by Graham Gibbs, which offers a step-by-step approach to assessing the learning process in six phases, which are a description, feelings, evaluation, analysis, conclusion and action plan (Gibbs, 1988). The model is used to go beyond the descriptive reflection and understanding of the learning process critically. Through this systematic method, the reflection helps to analyze in greater detail the application of theoretical knowledge and the development of analytical skills during the assignment (Onyusheva et al., 2020).
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1.1 Description 
This assignment has critically analysed the international marketing of KFC in the United Kingdom and India, using some of the major frameworks like PESTEL, Hofstede cultural dimensions, STP and marketing mix of 7Ps. This meant going past the descriptive analysis to create a comparative and critical analysis of the application of macro-environmental and cultural factors to strategic choices (Roy et al., 2022). Specifically, the assignment was dedicated to comprehending the way a universal company can change its strategy in the opposite markets. This was done through a combination of theoretical and real world data which made it possible to explore more on international marketing practices. The systematic nature of the assignment furnished an explicit basis of acquisition of analytical and critical thinking (Maha et al., 2024).
1.2 Feelings 
The task seemed complicated at the first level as it was necessary to combine several frameworks and use them in a critical but not descriptive way. In distinguishing between explanation and evaluation, there existed some confusion. Nevertheless, the confidence grew as the analysis went on, especially when it came to the ability to connect theoretical models with the practical strategies in business (O’Neill et al., 2023). The fact that the two different markets were compared made the process more interesting because some differences were evident in strategy and consumer behaviour. This transition to a higher level of understanding to a critical approach was thought-provoking and showed that critical thinking is important in academic tasks (Mietra & Wibowo, 2022).
1.3 Evaluation 
One of the strengths of this assignment was the possibility to combine several analytical frameworks to create an in-depth perception of the KFC strategy. PESTEL and Hofstede helped to gain a good understanding of external and cultural factors, whereas STP and the marketing mix allowed making a more in-depth assessment of strategic execution (Permana et al., 2023). Nonetheless, the first weakness was the propensity to focus on each of the frameworks individually, as opposed to integrating them into a cohesive argument. Effective reflection as pointed out by Gibbs (1988) should not be done through description alone but evaluation as was learnt in the process. Also, the use of secondary data also curtailed the dynamicity of consumer behaviour. Nevertheless, the assignment was also able to boost critical thinking and show the significance of considering both advantages and disadvantages in the strategic decision-making process (Sharmila et al., 2023).
1.4 Analysis 
The greatest learning experience of this assignment is that the international marketing strategy is a context-based one. The use of the Hofstede cultural framework proved that consumer behaviour is highly diverse in different markets and the firms must also change their strategies (Lu et al., 2021). Nonetheless, the analysis also disclosed that these models are also limited as they over-generalize about intricate cultural processes and might not be completely able to represent changing consumer patterns (Hofstede, 2011). This emphasizes the importance of applying theoretical models critically as opposed to applying them uncritically.
Besides, the PESTEL analysis integration also depicted the influence of macro-environment factors on strategic decisions. As an example, the UK market is saturated and, therefore, requires efficiency and differentiation, and India is a high-growth setting that demands expansion and localisation (Tokas and Deb, 2020). This is in line with the idea of semi-globalisation where companies have to strike a balance between globalisation and local sensitivity (Ghemawat, 2007). One of the learning outcomes is that strategic frameworks are interrelated. Segmentation has an impact on targeting which influences positioning and finally on the marketing mix. Such interdependence supports the need to adopt a holistic approach to strategy. Altogether, the assignment helped to shift the focus towards operational thinking to strategic analysis to better comprehend how theoretical concepts are implemented in the real-life business environments (Steger and James, 2020).
1.5 Conclusion 
Such reflective process shows the obvious development of descriptive learning to critical analysis. The task demonstrated the significance of the combination of theoretical models and practical observations in order to appraise the international marketing strategies. It also highlighted the importance of challenging assumptions and being aware of the shortfalls of the existing models. Critical analysis of strategic decisions in various markets is a major advancement in the power of analysis. On the whole, the experience has not only reinforced academic knowledge but also practical application skills, and it has helped to become more strategic in addressing problems in the world of international business.
1.6 Action Plan 
Further improvement of analytical skills will be achieved through the work in the future, which will be aimed at more comprehensive work with academic literature, especially peer-reviewed journals, to improve theoretical knowledge. It will also be focused on enhancing the skills of combining various frameworks into a unified argument. Furthermore, more attention will be devoted to the use of real-time information to make the analysis more relevant and in-depth. One of the areas of focus will be the development of critical writing skills, especially the use of evaluation instead of description. Lastly, the transfer of the skills in the real-life setting will aid in making the shift between academic and professional strategic decision-making.
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