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[bookmark: _Toc224597118]Section 1 – International Marketing Report 
[bookmark: _Toc224597119]1. Introduction 
Globalisation has drastically resulted in multinational firms having faster international growth opportunities through food service brands as it has facilitated the operation of multinationals in different cultural and economic backgrounds. Due to urbanisation and changing lifestyles as well as the growing demand of convenient food, the fast-food industry has become one of the most vibrant branches of the global economy. The fast-fooding market is growing at a high rate as market reports have indicated that by the year 2028 the world fast-food market will be as high as USD 1.46 trillion hence the acceleration of the growth of the quick-service restaurants (QSRs) (Fortune Business Insights, 2022).
[image: ]
Figure 1 Global fast food market
(Source: Fortune Business Insights, 2022)

In this competitive field, global brands like KFC have grown in a fast rate by use of franchising and localisation strategy. KFC, founded by Colonel Harland Sanders in 1952 and owned by Yum! Brands, is one of the largest quick-service restaurant chains globally. The brand operates over 30,000 restaurants in more than 150 countries, serving millions of customers every day and making it the world’s largest chicken restaurant concept (KFC, 2024).
[image: ]
Figure 2 KFC Outlets
(Source: KFC, 2024)

The report focuses on the cross cultural marketing of KFC in United Kingdom and in India which are two markets that vary greatly in regards to culture, consumer behaviour and economic conditions. UK is a developed fast-food market, which is estimated to be at least 40.5 billion in 2025, but India is an immature QSR market, which is set to develop at a very fast pace of USD 43.5 billion by 2030 (Caddy, 2024).
This report aims at analysing the way KFC is able to vary its international marketing strategies in these two markets. It analyses the macro-environment based on PESTEL analysis and compares the segmentation, targeting, positioning and marketing mix strategies of the company. The report also addresses ethical concerns and gives recommendations on the future of KFC in international marketing.
[bookmark: _Toc224597120]2. Company Overview: KFC 
KFC (Kentucky Fried Chicken) is a well-known fast-food company in the world and a top multinational fast-service restaurant restaurant which specializes in fried chicken. It was founded in the 1930s by Colonel Harland Sanders who started selling fried chicken at his roadside restaurant in Corbin, Kentucky, in the great depression. Upon realising the possibility of franchising, Sanders started the first Kentucky Fried Chicken franchise in Salt Lake City, Utah in 1952, which was the starting point of the blistering growth of the brand (KFC, 2024b).
[image: KFC - KFC® Begins its Comeback Era, Issues Come Back Call to Fried Chicken  Fans with Free Bucket On Us* Offer | KFC]
Figure 3 KFC
(Source: KFC, 2024b)

KFC has become one of the largest chain restaurants in the world, currently having a total of 31,900 restaurants in more than 150 countries and is the leading corporation of fried chicken in the world (KFC, 2024a). The company is owned by Yum! Brands, a large foodservice company internationally and also operates other popular brands like Pizza Hut and Taco Bell and has more than 63,000 restaurants across the world (YUM, 2025).
The franchising business model has seen KFC grow in an international market with the brand expanding swiftly and has seen the company adjust to the local markets. As a result of working with local franchise operators, KFC will be able to shift its menu, marketing, and operations towards the cultural and economic needs of the consumers in various countries. Indicatively, the company also periodically launches localised dishes, like spicy chicken options, rice dishes or vegan products, to appeal to the local palates (Bitscale, 2025).
One of KFC competitive strengths is its well-known brand name and secret formula of 11 herbs and spices that make its products unique compared to other fast-food companies that are very competitive in the market. 
[bookmark: _Toc224597121]3. Comparative Market Analysis (PESTEL) – KFC in the UK and India 
[bookmark: _Toc224597122]3.1 Political Factors 
The politics surrounding a country play a major part in the running of multinational fast-food industries like KFC. The United Kingdom offers a fairly stable political and regulatory climate, which promotes the international businesses to act and grow. In the UK, the government adheres to stringent food safety and hygiene standards, but mostly via Food Standards Agency (FSA), which mandates restaurants to uphold a high standard of food preparation and safety (Flanagan and Soon-Sinclair, 2024). Moreover, labour laws including minimum wages and protection of employees policy affect the cost of operations of fast-food companies.
The political environment in India is also favourable to international brands because of the government policies that promote foreign investment. Indian government allows 100 percent Foreign Direct Investment (FDI) on single brand retail which has facilitated the growth of multinational restaurant chains. Nevertheless, the food companies should be in accordance with the regulations established by the Food Safety and Standards Authority of India (FSSAI), which regulates the food quality and safety criteria. These are the regulatory bodies that influence the operation and supply chains and franchise associations of KFC in the two markets (Mukherjee, 2019).
[image: What is PESTEL Analysis? Definition, Benefits and Best Practices]
Figure 4 PESTLE
(Source: Vanzandt, 2023)

[bookmark: _Toc224597123]3.2 Economic Factors 
The UK and India have quite different economic conditions that determine the consumer purchasing power and patterns in the consumption of fast-food. The United Kingdom is a developed elite economy and has a mature quick-service restaurant market estimated to spend USD 35.77 billion in 2025 and USD 48.56 billion in 2031. This is a mature market which provides great consumer demand but competition and the cost of operation is high especially the labour and rental costs (Mordor Intelligence, 2024).
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Figure 5 UK Quick Service Market
(Source: Mordor Intelligence, 2024)

India, on the contrary, is a fast-growing new economy with subsequent urbanisation and the expansion of middle classes. Although the average income levels are still lower than the UK, the growing number of middle-income people has heightened the demand of low-ticket quick-service restaurants. As a result, KFC has been using the tactics of value-oriented pricing in India, whereby they provide lower priced meal combinations to compete with the price sensitive customers. The pricing strategies, store expansion and the affordability of the menu used by KFC is therefore affected by the economic conditions in both economies (Chauhan and Shiwang, 2025).
[bookmark: _Toc224597124]3.3 Social Factors 
The social and cultural influence is especially significant in influencing consumer behaviour in the fast-food industry. In the UK, the demand of convenient and fast food has risen due to the busy city lifestyles and more extended working hours. Fast-food restaurants are usually taken-out or delivery restaurants, particularly among the younger population. It has been found that younger consumers (18-34) are more inclined to large fast-food restaurants, mainly because of convenience and low cost (Dsouza, 2025). This has made the fast-moving restaurants a vital component of the UK foodservice sector. The UK fast-food industry is also expected to grow to an output of £40.5 billion by 2025, as the market still shows the demand to eat inexpensive and convenient products (Caddy, 2024).
The UK consumers are becoming more health-aware, as well, such that most fast-food chains have started to offer healthier food items, including grilled dishes or vegan versions of them. To adjust to these shifting tastes, KFC has also engaged in menu changes such as offering vegetarian burgers and having low-calorie alternatives in certain markets (Yildirim, 2024).
The food consumption patterns in India are very much influenced by the cultural and religious factors. Religious dietary rules apply to a significant percentage of the population, especially when it comes to the consumption of beef (Sahgal et al., 2021). 
[bookmark: _Toc224597125]3.4 Technological Factors 
The fast-food sector in both the markets has undergone a tremendous technological revolution. The use of digital food delivery services, including Deliveroo and Uber Eats, has increased the coverage of fast-food restaurants in the United Kingdom, which allows consumers to order food using mobile applications. Such platforms have made it more convenient and enhanced online ordering of quick service restaurants (Ahuja et al., 2021).
Likewise, food delivery services like Zomato and Swiggy have transformed the restaurant business in India by making direct contact with customers through mobile applications (Gupta, 2019). The advancements in technology will enable KFC to access more customers and enhance operational efficiency with the help of digital ordering options and automated processes of serving customers.
[bookmark: _Toc224597126]3.5 Environmental Factors 
In the global food industry, environmental sustainability is gaining more significance. Both UK and India governments and consumers are putting pressure on companies to minimize the effect to the environment by engaging in sustainable practices. This involves the lowering of plastic packaging, cutting of food waste and carbon emissions in supply chains (Li, 2025).
In its turn, KFC has already adopted a number of sustainability practices, such as pledges to enhance recyclable packaging and socially-friendly sourcing of ingredients. These environmental policies are significant in brand image protection and regulatory demands in foreign market (Chauhan and Shiwang, 2025). 
[bookmark: _Toc224597127]3.6 Legal Factors 
Legal regulations also affect the business of fast-food multinationals. In United Kingdom, the companies are faced with strict controls in the areas of food safety, labour rights and consumer protection laws. For example, restaurants need to adhere to hygiene regulations and offer clear nutritional data.
In India, the same rules are established by the Food Safety and Standards Authority of India (FSSAI), that supervises food quality and safety. Besides, advertising laws and franchise deals are also overseen carefully (Dhara et al., 2021). Such legal demands guarantee the safety of consumers, yet affect the cost of operation and marketing of firm like KFC.
[bookmark: _Toc224597128]4. STP Analysis (Segmentation, Targeting and Positioning) – KFC in the UK and India 
[image: Segmentation Targeting Positioning (STP) in Marketing | by Kumar Prashirsh  | Medium]
Figure 6 STP
(Source: Prashirsh, 2020)

[bookmark: _Toc224597129]4.1 Segmentation 
Market segmentation is the act of classifying consumers into groups of people in terms of demographic, geographic, psychographic as well as behavioural factors. KFC uses the strategy of segmentation at the international level to determine the customer segments that share the same tastes and consumption behaviour (Karthikeyan, 2023).
KFC mainly divides its customers in the United Kingdom according to the age, lifestyle and convenience-seeking behaviour. The young generation of consumers is also a very critical target of fast-food restaurants. Studies conducted by Dsouza (2025) indicated that big fast-food franchises are preferred by 57% of consumers aged 18 to 34 years old, as compared to 43% of older consumers, which shows that quick-service restaurants are very preferable to young consumers. Moreover, KFC targets students and young professionals who are attracted with fast and cheap meals because of the hectic schedules and time constraints to cook. The factor of convenience plays a major role in the fast-food market of the UK where about 40 percent of the population eats convenience food at least once in a week. Families also constitute the significant portion, since the fast-food restaurants are often the venue of the family dining or takeaway meals (Restroworks, 2026).
In India, the trends of the urbanisation and demographic structure shape segmentation. Indian fast-food market has high growth rate because it has a big youth population, as well as, a growing middle class. A report by Start (2026), revealed that more than half 57 percent of fast-food purchasers in India were aged 25-34 and only about 26 percent were between 18-24, indicating that younger people predominated in the quick-service restaurant industry. 
[image: ]
Figure 7 Age of Fast Food Customers
(Source: Start, 2026)

As a result, KFC tries to divide its Indian market and targets young customers, metropolitan middle-class consumers and urban families. 
[bookmark: _Toc224597130]4.2 Targeting 
Once the companies identify the relevant market segments, they need to determine which groups to focus on. KFC has a multi-segment targeting approach, which aims at customers who prefer convenience, cost effectiveness and flavor.
In the United Kingdom, KFC focuses mainly on youths, students and working adults who prefer convenient and fast food services. Research indicates that the young population between 18-30 years of age constitutes approximately 4 out of 10 clients in KFC, UK, which shows that the brand is very attractive to this segment. This group would most often buy takeaway food or have food delivered by services because of hectic work or university timetables. Another target market that is significant is based on families especially when it comes to weekends or during casual dining events.
The consumer profile of KFC in India is slightly different based on the economic conditions and the population demographics. The young adult population between 18 and 34 is most likely the most receptive market because these individuals are more accepting of western fast-food brands and they often go out with friends to have meals at restaurant chains (kashyap, 2023). 
[bookmark: _Toc224597131]4.3 Positioning 
Positioning can be defined as the process of a brand developing a unique image in the consciousness of the consumer as compared to that of the competitors. The positioning strategy KFC uses focuses on taste, affordability and convenience along with the changes in brand messaging to cultural preferences.
KFC in the United Kingdom is placed as an affordable and fast-food brand that provides comfort food of an indulgent type. Fried chicken is one of the trend products in the UK fast-food sector since it is affordable and can be consumed on the go (Thompson et al., 2018). Its brand focuses on the pleasure of eating crispy fried chicken with its famous slogan of It Finger Lickin Good. Humour and modern cultural allusions are common marketing campaigns as they target the younger audience. This plan builds on the existing KFC brand which is perceived as fun and convenient and can be easily incorporated in the busy schedules of the urban consumers.
KFC in India positions itself a little differently; it tries to integrate Western fast-food identity with local taste preferences. The brand market itself is promoted as a stylish and fashionable restaurant among young people who want to explore gastronomic world cuisine (Jain, 2024). 
[bookmark: _Toc224597132]5. International Marketing Mix – 7Ps Comparison: KFC in the UK and India 
[bookmark: _Toc224597133]5.1 Product 
Product strategy is a key component of KFC international marketing mix as there is a tremendous difference in food preferences among consumers across cultures. Although the brand focuses its brand image around fried chicken, it does modify menu offerings to meet the local preferences.
KFC mainly deals with its main product, Original Recipe chicken in the United Kingdom, which is prepared using its famous combination of 11 herbs and spices. The UK menu also consists of burgers, wraps, popcorn chicken, fries, and large sharing buckets to be consumed as a takeaway and in a group (KFC, 2020). The UK fast-food market is mature and is estimated to be up to 40.5 billion by 2025, which means high demand of food fast-service (Caddy, 2024).
However, in India KFC has decided on more vigorous localisation policies because of culture and nutrition. A large portion of the population is vegetarians and this made KFC introduce vegetarian products to include the Veg Zinger burger, veg snackers and vegetarian rice bowls (Goel, 2023). Also, spices which are stronger are more acceptable by the Indian consumers and KFC has created spicier chicken and menu foods that are locally inspired. These changes enable the brand to achieve a global consistency with their products being aligned to the local consumers.
[image: The 7Ps of Marketing Mix | Online Manipal]
Figure 8 7 Ps of Marketing
(Source: Ajmal, 2023)
[bookmark: _Toc224597134]5.2 Price 
The UK and India pricing strategies vary as there are differences in the income, and purchasing power of consumers.
KFC in the United Kingdom applies the competitive pricing strategy in the quick restaurant industry. Even though the menu prices are much high in comparison to those of the emerging markets, the brand presents itself as a low priced restaurant with respect to full service restaurants. Bucket deals and combo packages are some of the promotional offers that are used to enhance the perceived value to the customers.
The market of the fried-chicken in the UK alone is estimated at approximately 3.1 billion, which suggests that the number of people interested in chicken-based fast food is substantial (Read, 2025).
In India, KFC has employed the value-based method of pricing since consumers are price sensitive. The low-priced combo meals and reduced portion meals are targeted to students and middle-income consumers. This pricing system will help KFC to be competitive against the international chains and local fast-food shops.
[bookmark: _Toc224597135]5.3 Place (Distribution) 
The distribution strategy is the strategy concerned with the accessibility and convenience of the customers in the two markets.
KFC in the United Kingdom has a substantial satellite network of restaurants in high-street, retail park and major city sites. In the UK alone, the brand has more than 1000 stores (including drive through delivery facilities) offering fast and convenient service (Jordan, 2025). The use of delivery services like Uber Eats and Deliveroo also contributes to reaching the customers that use online ordering.
The KFC stores in India are majorly situated in shopping centers and major metropolitan areas which have the highest demand of international fast food. The company has a current operation of approximately 1,191 restaurants in India and it has been growing very fast in India. Furthermore, food delivery applications like Zomato and Swiggy also increase the geographical reach of the company in the urban markets (Bhushan, 2023).
[bookmark: _Toc224597136]5.4 Promotion 
The marketing mix in the markets differs depending on the cultures and consumption of the media.
In the UK, KFC engages in the frequent use of humor in its advertisements and social media marketing to appeal to younger audiences. New products and short-term offers are promoted with the help of such platforms as Instagram, Tik Tok and Twitter. Digital marketing access has grown, and in the global system, about 63 percent of all sales of KFC are now made digitally, both to the mobile applications and to the delivery platforms (Klein, 2025).
Promotional techniques in India usually apply celebrity endorsements and youth targeted promotions. Partnerships with Bollywood celebrities and social media influencers contribute to the raising of brand awareness amongst young customers. Family buckets and sharing meals often feature in marketing campaigns because of the significance of group dinner in the Indian culture. KFC uses such strategies to make its promotional messages appeal to every consumer in a given market.
[bookmark: _Toc224597137]5.5 People 
People aspect of marketing mix is the employees, who provide the service experience. KFC business model is mainly based on a franchise business where local partners run restaurants based on global standards of business operations.
The company has thousands of employees in the United Kingdom, working in its restaurant chain and is oriented to training the staff to ensure the quality of services. In the UK alone, the business has about 30,000 employees working in both company-owned and franchised outlets (Reuters , 2025).
KFC in India also focuses on workforce development and diversity programs, such as specialised training programs and equal opportunity recruitment.
[bookmark: _Toc224597138]5.6 Process 
The industry of fast-food requires effective processes in order to be as fast and consistent as possible. KFC has standard cooking and ordering processes that guarantee uniform product quality services in its operations worldwide.
Self-service kiosks and mobile ordering systems are available in numerous stores in the United Kingdom to shorten the waiting line and enhance the efficiency of operations.
The digital ordering has gained significant importance in India because of the high smartphone penetration and the blistering development of online food delivery services, allowing people to make orders using such applications as Zomato and Swiggy.
[bookmark: _Toc224597139]5.7 Physical Evidence 
Physical evidence is simply the physical appearance of the restaurant and on how it affects the perception of customers. The restaurants of KFC have the identical brand image throughout the world, which is the recognisable logo of Colonel Sanders and red-and-white colour scheme.
The restaurant layouts in the United Kingdom are made towards fast service and a convenience takeaway.
Conversely, Indian stores tend to offer more seating space and family seating facilities, because the Indian people value the importance of eating together. These physical aspects strengthen the global brand image of KFC and localizes the customer experience to expectations of the markets.
[bookmark: _Toc224597140]6. Directional Development Strategy – Ansoff Matrix (KFC in India) 
Ansoff Matrix is a strategy used in analysing the growth of firms by four primary strategies, which include market penetration, market development, product development and diversification. The growth plan of KFC in India is mostly indicative of both market growth and product growth strategies, which enables the firm to grow in the region and localize its products to suit the needs of the local consumers.
[image: What Is The Ansoff Matrix: Definition, Steps & Examples]
Figure 9 Ansoff Matrix
(Source: Quantive, 2024)

Market Development Strategy
Market development entails the diversification of the existing products to new geographical markets. KFC has been using this strategy to a great extent in India expanding its restaurants network beyond the large metro cities into Tier-2 and Tier-3 cities. It has over 1,190 restaurants in India and this indicates the magnitude of the growth that it has experienced in the country.
Indian quick-service restaurant (QSR) market is growing rapidly with an estimated USD 23.45 billion growth in 2023 due to an increase in disposable income, urbanisation and lifestyle changes. This expansion opens up great prospects to international fast-food companies like KFC. As a result, Yum! Brands has also been putting more emphasis on the expansion of smaller cities where the market of branded fast food is growing. It is specifically investing in Tier-2 and Tier-3 cities like Surat, Indore and Nagpur where consumers are now open to foreign food brands (Jham and Sheth, 2024).
The move to smaller cities is a strategic one due to the fact that the metropolitan markets are saturated and smaller cities are untapped and offer cheaper operating costs.
Product Development Strategy
Product development entails launching of new or transformed products in the current markets. KFC has been able to apply this strategy in India by effective menu localisation. The international food brands are forced to change the offerings according to the cultural and religious dietary preferences. As an illustration, KFC has launched vegetarian products like Veg Zinger burgers and also vegetarian snack foods to attract the high vegetarian population in India (SAJI, 2024).
Moreover, the company has come up with locally inspired menu innovations including rice bowlz, spicy chicken products, which are inspired by the Indian taste preferences of stronger flavours. KFC has even changed some of its ingredients like introducing eggless mayonnaise so that vegans products can be acceptable to the Indian consumers.
[bookmark: _Toc224597141]7. Ethical Issues in Marketing 
Although KFC has been successful in the world market, there have been a number of ethical issues concerning its marketing and the business operations. Promotion of unhealthy food commodities is one of the main problems, since the fast-food meals tend to be rich in calories, fat and sodium. Health officials in the United Kingdom have expressed concerns with the correlation between obesity and fast-food intake. Office for Health Improvement and Disparities (2024) government statistics have indicated a prevalence rate of approximately 25.9% of adults in England as being obese in 2022, resulting in tougher laws and regulations regarding advertising of high-fat content foods, salt and sugar laden foods (HFSS).

[image: ]
Figure 10  prevalence of overweight and obesity in adults (aged 18 years and over)
(Source: Office for Health Improvement & Disparities, 2024)

There have also been criticisms of marketing to children prompting the imposition of restrictions on advertisement of unhealthy foods to young people in the UK (Carters-White et al., 2022).
In India, the growing popularity of fast-food eating has also been an issue of concern as far as diet-related health problems are concerned as concerns urban populations. Moreover, animal rights activist groups have condemned international fast-food companies due to the manner in which they supply poultry. The packaging waste and carbon emission have also received criticism in environmental issues.
Despite the efforts that have been made by KFC concerning sustainable packaging and responsible sourcing, ethical issues concerning health, animal welfare and environmental sustainability are the issues which impact the opinion of people in both markets.
[bookmark: _Toc224597142]8. Recommendations
On the basis of evaluating the international marketing strategies of KFC in UK and India, a number of recommendations could be made to enhance the global competitiveness of the business.
To begin with, KFC ought to increase the healthier items in the menu to deal with the increasing health consciousness among the customers. An additional menu, grilled food and plant-based items may help the brand to restore its image and address the issue related to unhealthy fast food (Zhang et al., 2023).
Second, the company ought to improve its sustainable packaging programs. The concern of environmental sustainability has also become a key determinant of consumer buying behaviour and more recyclable or bio-degradable packaging might have a lower environmental impact.
Third, KFC will need to continue building online engagement and digital marketing. Social media and food delivery services, mobile applications, and other digital platforms enable companies to access younger consumers and offer them personalised promotions.
[bookmark: _Toc224597143]Fourth, further innovation of local menus is the key to international success. In India, altering their menu items to suit the local preferences has made a great difference to consumer acceptance as shown in India.

9. Conclusion 
This report has discussed the international marketing strategies of KFC through the distribution of its operations in India and the United Kingdom. The analysis showed that there were big discrepancies between the two markets in terms of economic conditions, consumer behaviour as well as cultural preferences.
UK is a developed fast-food market where consumer buying power is high and health consciousness is rising, whereas India is an emerging market that is growing fast with a large population of young people and growing middle-income.
The analysis also indicated that KFC also localises its marketing strategies by localising its products, changing its prices and specific promotional activities. Such changes allow the brand to cater to the local requirements of the consumers within the various markets.
[bookmark: _Toc224597144]

Section 2: Reflective Account 
[bookmark: _Toc224597145]10. Reflective Account Using Gibbs Reflective Cycle 
[image: Gibbs Reflective Cycle]
Figure 11 Gibbs Reflective Cycle
[bookmark: _Toc224597146](Source: McLeod, 2025)

10.1 Description 
This reflection report assesses the steps involved in conducting research, analysis and writing of the international marketing report in this assignment. The assignment involved a comparative study of the international market entry strategy and marketing mix of a global brand that is found in two countries. In this report, KFC has been chosen as a case study and the operations of the company in the UK and India have been analysed. The two markets were selected due to the fact that they are very disparate economic, cultural and consumer environments and thus, a substantial comparison could be made on the international marketing strategies.
The research involved use of various secondary sources such as academic journal articles, industry reports, government statistics and company information. PESTEL analysis, STP (Segmentation, Targeting and Positioning) and the 7Ps marketing mix frameworks were used to analyze how KFC is changing its strategies according to different markets. Online databases, marketing reports and credible websites were used to collect data that would help in the analysis. An assessment of the ethical aspects and strategic options to the further development of the company in the international marketing was also a part of the report.
[bookmark: _Toc224597147]10.2 Feelings 
At the start of the assignment, I was feeling confused as to how the report should be organized and how to utilize the marketing frameworks necessary to do that. The task needed a critical analysis and not a mere description and as such, it was difficult to fit the information in a logical manner. The choice of the company and the countries to compare was also a crucial decision because the point had to offer enough data to work with.
After choosing KFC and the two markets, I was confident as the brand is already established worldwide, and there is a considerable amount of information available. Nevertheless, it was not always easy to gather credible data, especially in cases where an effort was made to locate current statistics that may be associated with market size, consumer behaviour and marketing strategies. It was also challenging to me at times to make sure that the information obtained in various sources was credible and scholarly. Though these challenges were encountered, over time the research process became simpler as I got familiar with the relevant databases and the literature on marketing.
[bookmark: _Toc224597148]10.3 Evaluation 
In general, the process of assignments was successful in a number of ways. The choice of KFC in the UK and India offered the definite contrast in the economical situation, the behaviour of the consumers and the cultural tastes, which served to illustrate the differences between international marketing strategies and their adaptation to the markets. Analytical models like PESTEL and STP came in handy specifically in systematising the analysis and exploring the important environmental and marketing drivers. Moreover, the use of real life examples and statistics made the discussion more credible.
Nevertheless, some difficulties were also encountered during the assignment. A challenge was trying to find valid academic sources that would be directly related to the strategies that KFC used in both markets. The other issue was the processing of large volumes of data and the display of the findings in a way that can be comprehended within the word limit. Despite these difficulties, the process has helped me to develop my research and analytical skills.
[bookmark: _Toc224597149]10.4 Analysis 
The accomplishment of this assignment added to my understanding regarding the ways that international marketing strategies should be adjusted in response to the different economic, cultural, and regulatory environments. The method of application of theoretical frameworks helped in structuring the analysis to provide beneficial information regarding the operations of multinational companies in various nations.
PESTEL model was of particular importance in examining the macro-environmental forces that influence the business of KFC in the UK and India. The political laws, financial climate and the culture of the two nations is very dissimilar; this affects the pricing strategy, product adaptation and distribution strategies.
STP model also helped to explain the ways KFC identifies and targets certain consumer segments. It was noted that the firm is primarily targeted at younger consumers and clients who are in search of convenience. However, KFC alters its positioning operations depending on the local market attributes. As an illustration, the brand is advertised as easy comfort food in the UK and as a contemporary fast-food place with local tastes in India.
Overall, the assignment has shown that global brand homogeneity and local adaptation must be balanced in the process of designing international marketing strategies.
[bookmark: _Toc224597150]10.5 Conclusion 
Looking back at the assignment process, it is possible to identify several aspects to work on. The depth of the data analysis is one of the main areas, since future research might be improved by adding more detailed reports on the industry and academic works. Alongside, a broader scope of the peer-reviewed journal articles should be used to enhance the level of theoretical discussion.
The other issue was the difficulty in structuring the huge volumes of information in the course of research. More efficient note-taking and research organisation methods would help to write such reports more efficiently in the future.
Irrespective of these restrictions, the assignment did assist me in learning about the concepts of international marketing as well as developing the valuable skills of conducting research, writing analytically and academically.
[bookmark: _Toc224597151]10.6 Action Plan 
	Area for Improvement
	Action
	Expected Outcome

	Research planning
	Start research earlier and create a structured timeline for collecting sources.
	More time to analyse literature and improve quality of evidence.

	Academic sources
	Use more peer-reviewed journal articles from academic databases.
	Stronger theoretical support and higher academic credibility.

	Data analysis
	Focus on interpreting statistics and market data more critically.
	Deeper analysis rather than descriptive discussion.

	Academic writing
	Improve structure, coherence and referencing accuracy.
	Clearer arguments and improved overall presentation of the report.





[bookmark: _Toc224597152]11. References
Ahuja, K., Chandra, V., Lord, V. and Peens, C. (2021). Ordering in: The rapid evolution of food delivery. [online] McKinsey & Company. Available at: https://www.mckinsey.com/industries/technology-media-and-telecommunications/our-insights/ordering-in-the-rapid-evolution-of-food-delivery. 
Ajmal , V. (2023). The 7 Ps of marketing mix model. [online] Online Manipal. Available at: https://www.onlinemanipal.com/blogs/the-7ps-of-marketing-mix  [Accessed 17 Mar. 2026].
Bhushan, R. (2023). KFC reaches 1,000 stores in India; to add a lakh jobs. The Economic Times. [online] 6 Dec. Available at: https://economictimes.indiatimes.com/industry/cons-products/food/kfc-reaches-1000-stores-in-india-to-add-a-lakh-jobs/articleshow/105777368.cms?from=mdr. 
Bitscale (2025). restaurants | Company Directory. [online] Bitscale. Available at: https://bitscale.ai/directory/kfc  [Accessed 16 Mar. 2026].
Caddy, T. (2024). Fast Food Restaurants - UK - 2021 : Consumer market research report | Mintel.com. [online] Mintel Store. Available at: https://store.mintel.com/report/uk-fast-food-restaurants-market-report  [Accessed 16 Mar. 2026].
Carters-White, L., Hilton, S., Skivington, K. and Chambers, S. (2022). Children’s, parents’ and professional stakeholders’ views on power concerning the regulation of online advertising of unhealthy food to young people in the UK: A qualitative study. PLOS ONE, 17(6), p.e0268701. doi: https://doi.org/10.1371/journal.pone.0268701. 
Chauhan, S. and Shiwang (2025). Marketing Strategies of KFC in India. International Journal of Research Publication and Reviews Journal homepage: www.ijrpr.com, [online] 6, pp.10076–10087. Available at: https://ijrpr.com/uploads/V6ISSUE6/IJRPR49003.pdf. 
Dhara, D., Biswas, S., Das, S.K. and Biswas, O. (2021). Status of food safety and food security in India in the perspective of FSSAI. INDIAN JOURNAL OF ANIMAL HEALTH, 60(2-Spl). doi: https://doi.org/10.36062/ijah.2021.spl.01821. 
Dsouza, R. (2025). Big chains vs local favourites: Where Britons get their fast-food fix. [online] Yougov.com. Available at: https://yougov.com/en-gb/articles/51827-big-chains-vs-local-favourites-where-britons-get-their-fast-food-fix  [Accessed 17 Mar. 2026].
Flanagan, M.A. and Soon-Sinclair, J.M. (2024). Consumers’ perceptions of regulatory food hygiene inspections of restaurants and takeaways. British Food Journal. doi: https://doi.org/10.1108/bfj-07-2024-0764. 
Fortune Business Insights (2022). Fast Food Market Size, Share, Trends & Growth [2021-2028]. [online] www.fortunebusinessinsights.com. Available at: https://www.fortunebusinessinsights.com/fast-food-market-106482  [Accessed 16 Mar. 2026].
Goel, P. (2023). Analyzing Fast-Food Marketing Strategies Targeting India’s Vegetarian Consumer Demographics By Pramit Goel | Published by Critical Debates in Humanities, Science and Global Justice. [online] Scholasticahq.com. Available at: https://criticaldebateshsgj.scholasticahq.com/post/2975-analyzing-fast-food-marketing-strategies-targeting-india-s-vegetarian-consumer-demographics-by-pramit-goel  [Accessed 17 Mar. 2026].
Gupta, M.S. (2019). A Study on Impact of Online Food delivery app on Restaurant Business special reference to zomato and swiggy. INTERNATIONAL JOURNAL OF RESEARCH AND ANALYTICAL REVIEWS, [online] 6(1), pp.889–893. Available at: https://www.researchgate.net/publication/392162408_A_Study_on_Impact_of_Online_Food_delivery_app_on_Restaurant_Business_special_reference_to_zomato_and_swiggy. 
Jain, Y. (2024). Case Study: KFC India - How the Colonel Conquered a Nation That First Said No - Future Vision Computer Institute. [online] Future Vision Computer Institute. Available at: https://futurevisioncomputers.com/case-study-kfc-india-how-the-colonel-conquered-a-nation-that-first-said-no  [Accessed 16 Mar. 2026].
Jham, N. and Sheth, V. (2024). Quick Service Restaurants Chicken dinner is the winner. [online] Available at: https://www.ambit.co/public/Ambit-Quick_Service_Restaurants_Chicken_dinner_is_the_winner-18-07-2024_09-39-06.pdf. 
Jordan, D. (2025). KFC to create 7,000 jobs in UK and Irish growth plan. BBC News. [online] 27 May. Available at: https://www.bbc.com/news/articles/cy75exp5p6mo. 
Karthikeyan, A. (2023). KFC’s Marketing Strategy: Recipe for Quality and Creativity. [online] StartupTalky. Available at: https://startuptalky.com/kfc-marketing-strategy/ [Accessed 17 Mar. 2026].
kashyap, A. (2023). KFC’s Journey and Triumph in India: A Comprehensive Case Study - ANURAAG KASHYAP. [online] ANURAAG KASHYAP - Business Consultant, Marketer & Strategist. Available at: https://anuraagkashyap.com/2023/12/29/kfcs-journey-and-triumph-in-india-a-comprehensive-case-study  [Accessed 16 Mar. 2026].
KFC (2020). KFC UK&I INTRODUCES 11 HERBS AND SPICES, ZERO CHICKEN. [online] Kfc.com. Available at: https://global.kfc.com/press-releases/kfc-and-pizza-hut-romania-in-partnership-with-world-vision-support-for-the-12th-consecutive-year-the-i-want-in-the-9th-grade-program-f0mgtopqnpfq  [Accessed 17 Mar. 2026].
KFC (2024a). KFC. [online] Yum.com. Available at: https://www.yum.com/wps/portal/yumbrands/Yumbrands/company/our-brands/kfc  [Accessed 16 Mar. 2026].
KFC (2024b). KFC - Our History | KFC. [online] Kfc.com. Available at: https://global.kfc.com/our-history  [Accessed 16 Mar. 2026].
Klein, D. (2025). KFC’s ‘Staggering’ Global Growth Continues to Set the Pace. [online] QSR Magazine. Available at: https://www.qsrmagazine.com/story/kfcs-staggering-global-growth-continues-to-set-the-pace/  [Accessed 17 Mar. 2026].
Li, X. (2025). Sustainable Business Practices in the UK: Benefits and Challenges. Advances in Economics Management and Political Sciences, 162(1), pp.161–167. doi: https://doi.org/10.54254/2754-1169/2025.20389. 
McLeod, S. (2025). Gibbs Reflective Cycle. [online] Simply Psychology. Available at: https://www.simplypsychology.org/gibbs-reflective-cycle.html. 
Mordor Intelligence (2024). United Kingdom Quick Service Restaurant Market Size & Share Analysis - Industry Research Report - Growth Trends. [online] www.mordorintelligence.com. Available at: https://www.mordorintelligence.com/industry-reports/united-kingdom-quick-service-restaurant-market [Accessed 17 Mar. 2026].
Mukherjee, S. (2019). Government Permits 100% FDI In Single Brand Retail. [online] Inc42 Media. Available at: https://inc42.com/buzz/single-brand-retail-fdi-government/ [Accessed 16 Mar. 2026].
Office for Health Improvement & Disparities (2024). Obesity Profile: Short Statistical Commentary May 2024. [online] gov.uk. Available at: https://www.gov.uk/government/statistics/update-to-the-obesity-profile-on-fingertips/obesity-profile-short-statistical-commentary-may-2024 [Accessed 17 Mar. 2026].
Prashirsh, K. (2020). Segmentation Targeting Positioning (STP) in Marketing. [online] Medium. Available at: https://medium.com/@Prashirsh/segmentation-targeting-positioning-stp-in-marketing-dd848f0e7e95 [Accessed 17 Mar. 2026].
Quantive (2024). What Is The Ansoff Matrix: Definition, Steps & Examples. [online] Quantive.com. Available at: https://quantive.com/resources/articles/ansoff-matrix  [Accessed 17 Mar. 2026].
Read, S. (2025). Major boost for KFC fans as chain reveals major investment to upgrade shops as it takes on rivals. [online] The Sun. Available at: https://www.thesun.co.uk/money/35142589/kfc-investment-upgrades-rivals/  [Accessed 16 Mar. 2026].
Restroworks (2026). Fast Food Restaurant Statistics UK – Industry Growth & Market Data. [online] Restroworks Blog. Available at: https://www.restroworks.com/blog/fast-food-restaurant-statistics-uk/  [Accessed 17 Mar. 2026].
Reuters (2025). KFC to invest $2 billion in UK and Ireland over five years. Reuters. [online] 27 May. Available at: https://www.reuters.com/business/world-at-work/kfc-invest-2-bln-uk-ireland-over-5-years-create-7000-jobs-2025-05-27/. 
Sahgal, N., Evans, J., Salazar, A.M., Starr, K.J. and Corichi, M. (2021). Religion and food. [online] Pew Research Center’s Religion & Public Life Project. Available at: https://www.pewresearch.org/religion/2021/06/29/religion-and-food/. 
SAJI, T. (2024). A STUDY ON THE INFLUENCE OF MARKETING STRATEGIES OF FOREIGN FAST-FOOD BRANDS IN THE INDIAN MARKET Dissertation Submitted by TANIA SAJI (SB21ACOM044) MERLIN SARA VINOD (SB21ACOM031) NANDANA A NAIR (SB21ACOM032) Under the guidance of Ms. REEMA DOMINIC In partial fulfillment of the requirement for the Degree of BACHELOR OF COMMERCE Nationally Re-Accredited with A++ Grade Affiliated to. [online] Available at: http://117.239.78.102:8080/jspui/bitstream/123456789/4248/1/tania.pdf. 
Start (2026). Start.io | QSR Fast Food Customers in India Audience. [online] Start.io. Available at: https://www.start.io/audience/qsr-fast-food-customers-in-india  [Accessed 16 Mar. 2026].
Thompson, C., Ponsford, R., Lewis, D. and Cummins, S. (2018). Fast-food, everyday life and health: A qualitative study of ‘chicken shops’ in East London. Appetite, 128, pp.7–13. doi: https://doi.org/10.1016/j.appet.2018.05.136. 
Vanzandt, P. (2023). What Is PESTEL Analysis? Definition, Benefits and Best Practices. [online] IdeaScale. Available at: https://ideascale.com/blog/what-is-pestel-analysis/ [Accessed 16 Mar. 2026].
Yildirim, M. (2024). Changing Nutrition Trends and McDonald’s Product Strategies: The Rise of Plant-Based Products and Their Impact on Consumer Behaviour. [online] ARC (Academic Research Collection). Available at: https://arc.cct.ie/business/44/  [Accessed 17 Mar. 2026].
YUM (2025). Investors - Yum! Brands. [online] investors.yum.com. Available at: https://investors.yum.com/corporateprofile/default.aspx. 
Zhang, X., Jeong, E., Shao, X. and Jang, S. (Shawn) (2023). Plant-based food is unhealthy—that’s not true! How can corrective messages help promote plant-based menus in quick-service restaurants? International Journal of Contemporary Hospitality Management. doi: https://doi.org/10.1108/ijchm-07-2022-0833. 



2

image4.jpeg




image5.png
P

POLITICAL

Fiscal policy
Government activity
Conflicts / help
Taxes

T

TECHNOLOGICAL

Technological access
Infrastructure
Research
Technology trends

E

ECONOMICAL

GDP
Employment rate
Exchange rate
Inflation

Income level

E

ENVIRONMENTAL

Environmental policies
Recycling
Consumption trends
Production processes
Natural risks

S

SOCIAL

Demographic variables
Cultural factor

Religion

Lifestyle

Education level

L

LEGAL

Wages

Rights

Job security
Regulations

Controlled of Marketing




image6.png
United Kingdom Quick Service
Restaurant Market

Market Size in USD Billion

CAGR 5.23%

USD48.568

USD35.778 USD37648

2025 2026 2031




image7.png




image8.png
Age

55 years and above
l

45-54 years
«

35-44 years
-_—

25-34 years
L J

18-24 years
o

0.5%

1.2%

14.7%

57.5%

26%




image9.png
7PS OF
MARKETING

PRODUCT

« Features &Benefits
o Quality

« Branding

« Variety

« Packaging & Services

PRICE
« Pricing Strategy
« Discounts
« Payment Terms
« Price Sensitivity

PLACE

« Distribution Channels
« Market Coverage

« Logistics

« Location

PROMOTION

« Personal Selling
« Digital Marketing

PEOPLE

o Employees
« Customer Service
« Training
« Customer Interaction

PROCESS
« Service Delivery
+ « Efficiency
« Customer Experience
« Technology

)
J
J
)
J

online
\v Y MANIPAL

PHYSICAL EVIDENCE

« Environment
« Tangible Cues

« Online Presence

« Branding Materials




image10.png
The Ansoff Matrix

Market
Development

Diversification

New Markets

Market Product
Penetration Development

Existing markets

Existing products New products

Ouantive’




image11.png
Prevalence %

70

60

40

30

20

10

—a—Qverweight (including obesity) prevalence in adults (aged 18 and over)

—e—Qbesity prevalence in adults (aged 18 and over)

—————— "

2016

2017

2018

2019 2020
Survey year ending

2021

2022

2023




image12.jpeg
Gibbs Reflective Cycle

6. Action Plan

1. Description

5. Conclusion

2. Feelings

4. Analysis

8. Evaluation





image1.jpeg
University of Wales
Trinity Saint David
BIRMINGHAM




image2.png
FORTUNE

'FAST FOOD MARKET ="

actFood S1467.04 INDUSTRY NORTH AMERICA
Market sor274 DEVELOPMENT Ja svssiion
aretto Billion Burger King expanded its US. menu 2019
grow at $862.05 with the plant-based "Impossible Nuggets” -
6.05% B'"'“" and the nationwide LTO release of $337.8 Billion
CAGR during Ghost Pepper Nuggets. 2020
2021-2028 028 South America | Asia Pacific

Europe | Middle East & Africa

U.K. BY PRODUCT TYPE
Burger & Sandwich : 40.12%
Asian & Latin American Food
Pizza & Pasta | Others

New Trend of Ordering Different
Cuisines Online Adding Stimulus

Changing Consumer Behavior
and Higher Spending on Food

BY SERVICE TYPE
Delivery & Take Away
On-Premise

BY PRODUCT TYPE
Burger & Sandwich : 35.91%
Asian & Latin American Food

Pizza & Pasta | Others

Growing Number of Quick
Service Restaurants in Developing
as well as Developed Countries





image3.png
THE LARGEST CHICKEN CONCEPT IN THE WORLD

e 150+

32,000+ COUNTRIES & $34,450,000,000*
RESTAURANTS TERRITORIES TOTAL SYSTEM SALES
i ) ®

* Number reflects that in the 2024
year-end earnings report.




