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[bookmark: _Toc223796270]Introduction
International marketing helps organisations to go beyond domestic boundaries and compete in different global markets. It is a process that involves planning and implementing marketing strategies in various countries while responding to economic conditions, cultural values, consumer behaviour and regulatory environments. Organisations should examine external environmental forces carefully because variations in political, economic and socio-cultural environments can affect marketing strategies and organisational performance (Pandey and Saini, 2025). Therefore, multinational companies aiming at formulating effective strategies in international markets must understand the macroenvironment. KFC is one of the largest global fast-food chains involved in the sale of fried chicken products which was founded in 1952 by Colonel Harland Sanders in the United States and has expanded into over 150 countries globally (KFC, 2026). The company is known for its famous fried chicken recipe and global franchising model.  China is an important international market for KFC because of its large population and rising demand of convenient dining options (Li, 2024). Conversely, the United States represents a mature fast-food market where consumer preferences are guided by health awareness and changing lifestyle (Gundala and Singh, 2021). The aim of this report is to analyse and compare KFC’s international marketing strategies in China and the United States. Initially, the report analyses macro environment through PESTEL framework with particular attention to social and cultural factors that impact consumer behaviour. It then evaluates segmentation, targeting and positioning strategies of the company and compares the international marketing mix applied in both markets. Lastly, the report addresses strategic development, ethical issues and recommendations.


[bookmark: _Toc223796271]A. Comparative Market Analysis: China vs the United States (PESTEL Framework)
Global fast-food organisations such as KFC should learn to understand the macroenvironment when venturing into other countries. The PESTEL framework is an analysis of the political, economic, social, technological, environmental and legal aspects that affect the operation of the business (Peterdy, 2022). China and the USA are some of the largest fast-food markets across the world, but the macro environment is vastly different in these countries. The variation in the regulation, economic development, consumer behaviour and technology also affects the way fast-food companies modify their strategy in the countries.
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Figure 1: Elements of PESTLE
(Source: Peterdy, 2026)
[bookmark: _Toc223796272]Political and Legal Factors
The government regulation has a great impact on the foodservice industry in China and the United States. The government controls the safety of food and the activities of restaurants in China strictly. In 2009, the Food Safety Law was implemented to enhance control over food production, processing and distribution to enhance consumer trust in the food sector (Liu, et al., 2019). The foreign restaurant chains are required to undergo strict regulatory checks before accessing the Chinese market.
On the contrary, the United States has an established regulatory system. Food safety, labelling and production standards are controlled by agencies such as food and Drug Administration. Recently, the FDA suggested eliminating 52 old food standards as a way to update the food regulations and enhance food production transparency (FDA, 2025). Thus, China and the US focus on food safety but China depends on government control through the centralised approach, and the US is dependent on the institutional supervisory agencies.
[bookmark: _Toc223796273]Economic Factors
The economic conditions have such a strong impact on the development of the fast-food industry. The fast-growing economic condition of China and urbanisation have made the convenience of eating highly demanded. China is one of the biggest consumer markets of world restaurant chains, as there are more than 1.4 billion people in the country (Wang, 2022). Secondly, the increasing disposable incomes and city life trends have broadened the Chinese foodservice industry by a wide margin (Mordor Intelligence, 2026).
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Figure 2: China Foodservice Market
(Source: Mordor Intelligence, 2026)
The US is a well-developed and competitive market for fast food. The fast-food market has recorded a stable increase in the North American region due to robust customer expenditure (Fortune Business Insights, 2026). However, most recent developments show that fast-food corporations have experienced variations in their sales following changing consumer spending behaviours (Tabassum and Mishra, 2024).
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Figure 3: North America Fast Food Market size, 2017-2028
(Source: Fortune Business Insights, 2026)
China is an emerging market with a lot of potential in terms of growth, as its middle- and high-class range is increasing. In contrast, the United States is already a developed market with high competition.
[bookmark: _Toc223796274]Social Factors: Consumer Behaviour and Culture
There are social and cultural forces that have a lot of impact on the consumption of fast food. Globalisation and urbanisation have transformed the eating patterns in China. The urban consumers also became popular with Western fast-food brands as a symbol of a modern lifestyle (Wang, 2022). The food preferences are also associated with the power of cultural values since consumers tend to mix the old eating habits with new consumption patterns.
The shifting demographics of younger urban consumers have generated more pressure on convenient food due to modern lifestyles and material ambitions (Bu, et al., 2020). Consequently, the process of cultural localisation is significant in the Chinese restaurant business as international fast-food chains often tailor their menus to their local preferences. Consumer behaviour in the United States on the other hand, is highly influenced by health awareness. A significant portion of consumers are seeking healthier food choices and are concerned with the nutritional value. The increasing significance of nutrition and food quality in purchasing decisions, since 48% of consumers buy organic foods because of health issues at the time (Gundala and Singh, 2021). These patterns indicate that the consumers in America are becoming more and more mindful of the health and sustainability of food.
[bookmark: _Toc223796275]Technological Factors
The Chinese restaurant business has changed with the rise of technological advancements. Mobile payment has a good penetration in restaurants and other fast-food outlets, where consumers can easily and conveniently move money (Cheung, et al., 2022). These digital technologies help to enhance customer experience and performance.
The online delivery systems are also significant in the Chinese foodservice industry. Restaurants are accessible to more consumers through digital ordering and delivery solutions provided by platforms such as Meituan where restaurants are linked to their customers (Chen and Zhang, 2025).
[bookmark: _Toc223796276]Environmental Factors
There is an increase in environmental issues, applying pressure to the international fast-food market. The issue of food safety and sustainability has emerged in China due to pollution and the use of pesticides in the agricultural sector (Liu, et al., 2019). Such problems have promoted increased control and monitoring of food supply chains.
Fast-food companies are also accused of promoting the use of ultra-processed foods and meat diets at the global level. Traditions reveal that global fast-food corporations have a huge impact on nutrition and environmental sustainability (Sievert, et al., 2025).
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Figure 4: Global Fast Food Market Share
(Source: Fortune Business Insights, 2026)
These are environmental forces that are pushing multinational food companies into taking more sustainable practices.
[bookmark: _Toc223796277]

Segmentation, Targeting and Positioning (STP) Strategies
Segmentation, targeting and positioning (STP) are major pillars of international marketing strategy. STP allows a company to learn to distinguish various consumer groups, choose attractive target markets and make a clear brand position in the minds of consumers (Asy’ari and Winarno, 2025). The strategies of STP in international markets usually vary based on the countries because consumer needs, cultural values and economic conditions vary. In the case of multinational firms like KFC, it is important that STP strategies are developed as per local market conditions to attain a competitive edge.
[bookmark: _Toc223796278]Segmentation
Market segmentation involves the subdivision of a general market into small groups of consumers with similar characteristics or requirements. Demographic, geographic, behavioural and psychographic variables are some of the variables that companies often use to identify these segments (Visconti, et al., 2020). In the US, KFC segments its market primarily on demographic and behavioural bases like age, eating habits and lifestyle. The brand targets consumers who are interested in convenient and low-priced fast food such as families, working adults and teenagers who are interested in quick dining options (Gan, et al., 2024). However, competition within the fast-food sector in the U.S is highly competitive and consumer behaviour is becoming more health-conscious (Business Wire, 2025). There is an increasing number of American consumers who are becoming more aware of nutrition and healthier food options which changes their eating habits (Monroe-Lord, et al., 2023).
Segmentation in China varies according to the different cultural and lifestyle factors. There is a large urban middle-class segment that has resulted due to rapid urbanisation and rising incomes often consume fast food (Wang, et al., 2016). Young consumers and urban families are key segments for KFC because western restaurants are perceived as modern and convenient place to eat (Sah and Arora, 2025). The food preferences also depend on cultural values because Chinese consumers integrate traditional food habits with modern consumption patterns (Bu, et al., 2020). Hence, segmentation in China focuses on younger urban consumers and families that are looking for convenient dining experiences.
[bookmark: _Toc223796279]Targeting
Targeting is the process of identifying the most appealing segments and concentrating marketing efforts on them. KFC in the United States is aimed primarily at middle-class consumers who want affordable meals and convenient dining options (Gan, et al., 2024). Families and younger consumers are also an important target groups for quick-service restaurants. However, growing competition and the interest of consumers in healthier food have also impacted targeting strategies in the U.S. market. In China, KFC uses a broader target marketing approach that is focused on urban middle-class consumers including families and young professionals. These groups are significant segments of the growing foodservice industry. Rising incomes and lifestyle shifts have prompted more people to dine outside which has presented opportunities to the international fast-food brands (Mordor Intelligence, 2026).
[bookmark: _Toc223796280]Positioning
Positioning is what consumers feel about the brand as compared to the competitors (Andrivet, 2016). KFC has positoned itself as a traditional fried chicken brand that offers convenient and affordable fast-food meals that are in the United States. The brand has focused on the elements of taste, familiarity and value as a way of sustaining its presence in the mature fast-food market. In contrast, the position of KFC in China has been linked to a modern Western dining experience. Western fast-food restaurants are commonly regarded as the representative of modern lifestyles and the international culture among Chinese customers. Consequently, KFC positions itself as a family-friendly restaurant that has menu items adjusted to local preferences. The brand has been able to establish itself in China with the help of this localisation strategy. Overall, the STP strategies used by KFC reveal how multinational businesses can adjust marketing strategies according to various cultural and economic environments. 


[bookmark: _Toc223796281]International Marketing Mix (7Ps) Strategies: China versus United States
International marketing mix is a framework that organisations use to implement marketing strategies in global markets. Traditionally, the marketing mix is defined as product, price, place and promotion but in the service industry it is extended to include people, process and physical evidence as well (Gautam, 2020). In the case of multinational companies, it is frequently required to adjust the marketing mix to the country-specific conditions because cultural values, economic development and consumer preferences are very different in various countries. KFC is an example of how marketing mix strategies of global companies can be adjusted as per the needs of different international markets. The following section compares the marketing mix strategies of KFC in China and the United States. 
[bookmark: _Toc223796282]Product
Product strategy means designing products and services that meet consumer requirements in particular markets (Gautam, 2020). When conducting international marketing, companies must decide whether to standardise products or develop them as per local preferences (Lin, et al., 2023). The menu of KFC in the United States is mostly concentrated on traditional fried chicken products such as Original Recipe chicken, chicken sandwiches, bowls and side dishes like biscuits (KFC, 2026). The product offering is based on American consumer preferences for fast-food meals and convenient dining options. However, KFC in China has incorporated a strong product adaptation strategy to adapt to local tastes and cultural food preferences. Besides fried chicken, there also have dishes like rice, congee, egg tarts and spicy chicken meals in the Chinese menu which are compatible with the local eating culture (Li, 2024). The cultural issues are also significant in this adaptation because Chinese consumers mostly prefer rice-based meals and local flavours. It has been argued that a consumer's food choice in China is highly depended on cultural and traditional food preferences (Bu, et al., 2020). Consequently, the localisation of the KFC’s menu has contributed to its success in the Chinese market.
[bookmark: _Toc223796283]Price
Price is referred as the amount that consumers pay for a product or a service, and it is a significant factor that shape consumer perceptions of value (Gautam, 2020). Pricing strategies in the international market is determined by purchasing power, competition and economic conditions (Den, 2025). KFC operates in a highly competitive and mature fast-food industry in the United States. Consequently, the company applies competitive pricing and value meals in order to attract price-sensitive consumers. The US market has frequent promotional pricing and meal deals that are aimed at competing with other fast-food chains (KFC, 2026). In China, pricing strategy is adjusted to local economic factors and the purchasing power of consumers. Although KFC is still positioned as affordable fast-food chain, its pricing policy indicates a more premium perception as compared with some domestic fast-food competitors. Rising incomes and urbanisation have increased consumer spending on food services in China which supports the growth of international restaurant brands (Mordor Intelligence, 2026). Thus, the pricing strategy of KFC is based on balancing quality and brand value with affordability.
[bookmark: _Toc223796284]Place (Distribution)
Place can be defined as the channels and locations from where products are distributed to consumers (Gautam, 2020). Effective distribution strategies are used to make sure that products are accessible and convenient for consumers. In the United States, KFC restaurants are widely distributed across urban and suburban areas. Most of the outlets have drive-through services and partnerships with food delivery apps which indicate the high demand for convenience and quick service in American consumer culture. In China, KFC has employed an aggressive expansion strategy by opening restaurants in major cities and smaller towns. Rapid urbanisation and high population density in China have created opportunities for restaurant chains to increase their physical presence (Mordor Intelligence, 2026). Besides traditional restaurant outlets, digital food delivery platforms have become an important distribution channel in China. Restaurants are directly connected to consumers with the help of online platforms which increases accessibility to fast food services (Chen & Zhang, 2025). Overall, the distribution strategy of KFC in China combines physical expansion of restaurants with powerful digital delivery networks. 
[bookmark: _Toc223796285]Promotion
Promotion refers to all communication activities that are used to inform and convince consumers regarding a brand or product (Gautam, 2020). Promotion is highly depended on cultural factors because communication styles and advertising preferences vary across societies. KFC depends on traditional advertising channels like television, digital marketing and social media campaigns. Promotional strategies are mostly focused focus on value, taste and brand heritage for maintaining consumer loyalty in the competitive fast-food industry (Marathe, et al., 2021). On the other hand, promotional strategies in China have a stronger association with digital platforms and local cultural elements (Guan, 2023). Mobile payment systems and social media platforms play an important role in influencing consumer engagement with restaurants. The Chinese restaurant business is characterised by the intensive use of mobile technologies and digital payments which affect consumer buying behaviour (Cheung et al., 2022). KFC often collaborates with local digital platforms and uses culture-based advertising promotions to reinforce brand engagement in Chinese customers.
[bookmark: _Toc223796286]People
The “people” component is referred as employees and service staff who directly deal with customers (GAutam, 2020). Customer satisfaction is highly dependent on employee behaviour and service quality in service-based industries like fast food (Alzaydi, et al., 2018). KFC focuses on quick service and operational efficiency in the United States to satisfy the needs of consumers who value speed and convenience. Hospitality and kid-friendly dining experiences are important elements of the customer service in China. Restaurant staff are trained to pay high attention and a welcoming environment for group dining. Cultural differences in dining behaviour where families and groups usually eat together affect the provision of service in Chinese restaurants.
[bookmark: _Toc223796287]Process
Process is defined as the procedures or systems that are used to deliver services in an efficient manner (Gautam, 2020). In The US, KFC focuses on efficient service processes like drive-through ordering, short preparation times and standardised operational procedures that maintain operational consistency in outlets. In China, advanced digital technology is supporting service processes. Most of the restaurants have mobile ordering systems and digital payment platforms that enable clients to make orders in a quick and convenient way. These technologies improve service efficiency and align with the highly digitalised consumer environment of China.
[bookmark: _Toc223796288]Physical Evidence
Physical evidence is defined as the tangible elements that shape customer perceptions about the brand including restaurant design, atmosphere and branding elements (Gautam, 2020). In the US, KFC restaurants tend to focus on brand heritage that helps in featuring traditional design elements associated with the company’s identity. In China, restaurant environments are likely to have modern design and comfortable dining areas to attract urban population. These are restaurants designed to promote longer visits and social dining experiences. These physical aspects support the position of KFC as a modern but affordable restaurant in the Chinese market. Overall, the global marketing mix of KFC shows the importance of striking a balance between global brand consistency and local market adaptation. Although some fundamental elements like brand identity is similar across countries, product offerings, pricing policies, distribution channels and promotional approaches are localised to culture and economic factors in each market.


[bookmark: _Toc223796289]Directional Development Strategy
Directional development strategies are defined as ways in which organisations expand and reinforce their market position over time. Ansoff Matrix is one of the most popular frameworks that is used to analyse business growth strategies by using four primary growth options, namely market penetration, market development, product development and diversification. This model assists companies in analysing the opportunity to increase market share and gain access to new markets or product categories (Peterdy, 2022). The development strategy of KFC in China exemplifies how multinational corporations combine these strategies to realise long-term development in international markets.
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Figure 5: Ansoff Matrix
(Source: Peterdy, 2022)
China is one of the most significant markets for KFC and it has already become the largest international market for the company (Baldwin, 2024). The brand has focused on a strong market penetration approach by rapidly increasing the number of restaurant outlets in both major cities and smaller urban areas. This growth allows the firm to increase its market share and enhance accessibility for consumers in different locations. The increase in the Chinese foodservice market due to urbanisation and the development of disposable incomes has provided good opportunities for the development of international restaurant chains (Mordor Intelligence, 2026).
Besides market penetrations, KFC has also used a product development strategy in China by launching menu items that suit local consumer preferences. The products that the company has added to its menu like rice meals, congee and regionally inspired dishes that are aligned with the Chinese food culture (Li, 2024). Cultural values and traditional eating patterns also play an important role in influencing the food consumption behaviour in China which prompts international brands to localise their products to fit the preferences (Bu, et al., 2020). Overall, the directional development strategy of KFC in China integrates market penetration and product development strategy to reinforce its competitive position. The company has been able to penetrate a promising market in the fast-food sector by developing a large network of restaurants around the world and tailoring its menu to the local cultural trends. 





[bookmark: _Toc223796290]Ethical Issues in the Marketing Mix
Ethical considerations are significant in international marketing because firms should make sure that their marketing practises are responsible and fair to consumers. Marketing ethics are defined as the use of moral principles in making marketing decisions and activities to ensure transparency, fairness and social responsibility in business practises (Dastane, et al., 2026). Ethical issues for global fast-food companies such as KFC may arise due to product health impacts, promotional practices and pricing strategies in different markets. An ethical concern related to the marketing mix is product strategy, specifically the promotion of high-calorie fast food products. Research studies propose that the rapid expansion of fast-food chains can raise consumption of ultra-processed food and meat-based diets that may have a negative effect public health and nutrition (Sievert et al., 2025). This issue is relevant in both China and the United States where growing fast-food consumption has been linked to growing health consciousness and debates over unhealthy eating habits.
The other ethical concern is associated with promotion and marketing communication especially when fast food advertisements target children and youth. Advertisements that stimulate the consumption of fast foods on a regular basis can affect consumer behaviour and lead to unhealthy eating habits. Marketing approaches can also cause ethical issues when they promote excessive consumption or encourage products that are aimed at lifestyle, status instead of nutritional values (Molenaar, et al., 2021). Overall, although KFC’s marketing policies have facilitated business development in both nations, the organisation needs to strike a balance between profitability and ethical responsibility by encouraging healthier food choices, open communication and responsible marketing practises that consider consumers well-being.

 


[bookmark: _Toc223796291]Recommendations
KFC should keep adjusting its strategies according to local market conditions and maintaining a uniform global brand identity to reinforce its global marketing performance. First, the company needs to expand the development of healthier menu options to meet rising customer awareness of nutrition and health issues especially in mature markets like the United States where demand for healthier food choices is rising (Gundala and Singh, 2021). The provision of less caloric meals and vegetarian options can be used to enhance the brand image and address the emerging preferences of consumers. Second, KFC should reinforce its digital marketing and integration of technology. The increasing adoption of mobile ordering, delivery services and online payments could enhance the level of customer convenience and service quality in markets like China (Cheung, et al., 2021). Lastly, the firm must pursue its localisation trend in international markets by changing products and promotional campaigns to meet cultural demands and consumer behaviour. These market-oriented strategies can increase the level of customer interaction and ensure a long-term sustainable growth.


[bookmark: _Toc223796292]Conclusion
The comparative PESTEL analysis in the report revealed that both the markets, the US and China, offer different political, economic, social and technological environment that has a great impact on marketing strategies. In particular, cultural values and consumer behaviour were found as major determinants of the company’s marketing approach in each country. The analysis of segmentation, targeting and positioning strategies gave an insight into how KFC modifies its marketing strategy according to various consumer groups. The brand mainly targets consumers who are seeking convenient and affordable fast-food products in a mature and highly competitive market. On the contrary, Chinese market focuses more on younger urban consumers and families who relate Western fast-food restaurant with modern lifestyles and dining experiences.
In addition, the analysis of the international marketing mix revealed that KFC balances global brand consistency and local adaptation. Product localisation, digital marketing policies and expanding distribution channels have played a key role in the success of the company in China whereas affordable prices and brand recognition plays an essential role in the United States. Although the ethical issues of health and responsible marketing are still relevant, the company is still modifying its strategies according to evolving demands of consumers. Overall, the fact that KFC is able to adjust its international marketing strategies while maintaining its robust global brand identity is a key factor that supports its long-term competitiveness in global markets. 
[bookmark: _Toc223796293]
Reflective Account Using Gibbs Reflective Cycle
[bookmark: _Toc223796294]Description
This reflective report assesses the process followed in researching, analysing and preparing the international marketing report on KFC in China and the United States. The report was developed to find out the similarities and differences between the macroenvironment, segmentation strategies and marketing mix decisions in both markets. The research process has started with examining academic literature on international marketing frameworks such as PESTEL, segmentation, targeting and positioning (STP) and international marketing mix to compare both markets. These frameworks offered a systematic method for analysing the marketing strategies of multinational companies.
The research phase includes collecting secondary data from academic journals, industry reports and company-related studies. Research articles on consumer behaviour and market reports on the fast-food industry in both countries were some of the sources that were useful in offering information about market trends and consumer preferences in both countries. For example, studies about consumer attitudes towards food and health awareness were useful in understanding behavioural differences between American and Chinese consumers. After collecting the data, I organised the information according to the main sections of the report such as the macroenvironment, STP analysis, marketing mix, strategic development and ethical issues.
[bookmark: _Toc223796295]Feelings
At the beginning of the research process, I was not sure about how to organize a vast amount of information into a clear academic report. International marketing includes analysing multiple factors such as cultural differences, economic conditions and consumer behaviour which initially complicated the task. However, the application of well-known marketing frameworks helped simplify the process and provided a logical structure for the report. I gained more confidence in finding applicable sources and associating them with theoretical ideas as the research progressed. The comparison between China and the United States was interesting as it revealed the way in which multinational companies localise their strategies in different markets. This process has improved my knowledge about the impact of cultural values on consumer behaviour and marketing decisions in international contexts.
[bookmark: _Toc223796296]Evaluation
Overall, the research and writing process created developing a deeper understanding of international marketing strategies in an effective manner. One Positive aspect of this report was the use of academic frameworks like PESTEL and STP to structure the analysis. These models were useful in ensuring that the analysis was systematic and organised in a logical manner. The reliability of the discussion was also enhanced by using credible academic sources that helped to support the arguments made in the report. 
The comparison of two different markets was another positive factor of this report. The comparison of strategies used by KFC in China and the United States allowed me to recognise how multinational corporations can customise their marketing mix to meet cultural and economic variations. The significance of the localisation strategies was also supported by the research results especially in the Chinese market where consumer preferences and cultural values have a significant impact on food selection (Li, 2024). However, challenges were also encountered in the research process. Finding credible and useful information regarding the marketing strategies of KFC in various countries was a challenging task. In some cases, available information was about general fast-food industry instead of the company itself. This required close interpretation and association of industry trends with the marketing strategies of the company.
[bookmark: _Toc223796297]Analysis
The reflection on the research process enabled me to realise the importance of applying systematic research methods in the analysis of international marketing strategies. Market research is important in enabling organisations to understand consumer needs, cultural differences and market conditions in different countries. The use of secondary data sources enabled the analysis to collect insights from existing research and industry reports that are necessary components of international marketing research. 
Another significant learning outcome was understanding how cultural and social factors affect consumer behaviour. For example, the Chinese market is characterised by strong cultural influences on food consumption habits, and this is the reason why multinational firms tend to change their product offerings to local preferences. It has been argued that traditional cultural values and modern lifestyles both shape consumer decisions in food consumption (Bu, et al., 2020). This observation helped to explain why the localisation strategy of KFC in China has been successful. Moreover, the research process revealed the importance of digital technology in the development of modern marketing strategies. The restaurant industry is changing due to digital payment systems, online ordering and delivery platforms especially in China where mobile payment is popular (Cheung, et al., 2022). These technological changes helped me to understand differences in marketing strategies between the two markets.
[bookmark: _Toc223796298]Conclusion
It is concluded that this reflective process demonstrates that the use of structured marketing frameworks and credible academic sources is essential for producing a well-organised international marketing report. The research process improved my understanding of how multinational companies adapt their strategies to different economic, cultural and technological environments. It also highlighted the importance of critically analysing marketing strategies rather than simply describing them. I developed stronger research skills including the ability to locate relevant academic sources and integrate theoretical frameworks with real-world examples by completing this report. I also gained a better understanding of how marketing strategies differ across international markets due to cultural and consumer behaviour differences. 





[bookmark: _Toc223796299]Action Plan
	Area for Improvement
	Actions to Take
	Expected Outcome

	Academic Research Skills
	Consult a wider range of peer-reviewed journals, books and industry reports when conducting research. Use academic databases such as Google Scholar and university library resources more effectively.
	Improved depth of analysis and stronger academic evidence in future assignments.

	Critical Analysis
	Practice evaluating different marketing theories and comparing multiple perspectives instead of relying on descriptive discussion.
	Development of stronger critical thinking and higher academic quality of work.

	Time Management
	Create a structured research and writing schedule that allocates time for literature review, analysis and proofreading.
	More organised workflow and improved quality of final reports.

	Academic Writing
	Improve clarity and coherence in writing by reviewing feedback and practising academic writing techniques.
	Clearer arguments and improved academic presentation.
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