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[bookmark: _Toc227878074]1. Introduction
This report examines the international marketing mix of KFC as it relates to two major markets the United Kingdom (UK) and China. The paper contrasts the macroenvironment, STP strategy and 7Ps marketing mix in the two countries, and looks at localisation, digital transformation and sustainability investigated by KFC. Strategic recommendations towards future international growth are also proposed by the report based on the recent scholarly and industry sources and the ethical considerations. Gibbs self-reflection theory used for self-reflection section. The model includes six stages: description, feelings, evaluation, analysis, conclusion, and action plan.
[bookmark: _Toc227878075]2. Company Overview
[bookmark: _Toc227878076]2.1 KFC
[image: KFC - Wikipedia]
[bookmark: _Toc227878146]Figure 1: KFC
(Source: KFC, 2026)
KFC is a company based in the USA, founded in the 1930s by a colonel named Harland Sanders in Kentucky and started to start franchising in 1952. Founded on the renowned Original Recipe of 11 herbs and spices, the brand has grown swiftly and currently operates in more than 150 countries and has over 30,000 restaurants around the world (KFC Global, 2026). KFC has grown over the years since it was a one roadside restaurant to become one of the best-known quick-service restaurant (QSR) brands in the world, with standard practices and adaptation to the local market (Shastri, 2025).
[image: Ultimate success story: discover how the KFC brand became a global icon and  UK favourite | S2F Marketing]
[bookmark: _Toc227878147]Figure 2: History
(Source: KFC, 2026)
[bookmark: _Toc227878077]2.2 Vision and Mission
KFC offers to provide” finger lickin good” chicken and make a difference in communities. The company focuses on doing things “the right way” and it includes food quality, community and engaging and maintaining environmental responsibility (KFC Global, 2026). It has a longer term goal of continuing to be the favourite brand of fried chicken in the world and seeking sustainable growth and innovation in markets.
[image: ]
[bookmark: _Toc227878148]Figure 3: Vision and Mission
(Source: KFC, 2026)
[bookmark: _Toc227878078]2.3 KFC in the United Kingdom
In the year 1965 KFC came into the United Kingdom when it opened its first restaurant in Lancashire, Preston. It has since then grown to great heights and is currently running over 900 -1,000 outlets in the UK and Ireland, becoming one of the largest quick-service restaurant (QSR) chains in the area ( KFC Global, 2026; S2F Marketing, 2026).
[image: ]
[bookmark: _Toc227878149]Figure 4: KFC UK Launch
(Source: MildlySpicyUnit, 2025)
[bookmark: _Toc227878079]2.4 KFC in China
KFC entered the Chinese market in 1987 with the opening of its first restaurant in Beijing during a period of economic reform and market liberalisation. KFC is one of the first Western quick-service restaurant (QSR) brands to be introduced into the Chinese market; hence, it managed to gain a high level of market presence. By 2023, the company boasted having opened its 10,000 the store in China, a testament to its fast growth and success over the long term in the market (KFC Global, 2023). Since then, China has grown to be the largest international market of KFC, and this expansion can be well explained by early penetration, supply chain management and successful localisation strategies (Li, 2024).
[image: ]
[bookmark: _Toc227878150]Figure 5: China’s First KFC
(Source: Grolleman, 2018)

[bookmark: _Toc227878080]3. Macro Environment
[bookmark: _Toc227878081]3.1 Definition of PESTLE Analysis
PESTEL analysis is a study management instrument adopted by the companies in order to analyse the outer macro-professional elements that manipulate the functioning and decision-making processes of the company. It measures six primary factors that include political, economic, social, technological, legal and environmental factors to enable organizations to find opportunities and predict threats as well as creates an effective long-term competitiveness and sustainability strategy (Belsare, 2025).
[image: PESTEL analysis. Source: the authors.]
[bookmark: _Toc227878151]Figure 6: PESTLE Analysis
(Source: Segura et al., 2023)
[bookmark: _Toc227878082]3.2 Political
United Kingdom - Both Favorable and Unfavorable
KFC has a favourable and unfavourable UK political environment. The food logistics pressurized and strained labour supply in response to Brexit-related disruption. The 2018 KFC chicken crisis event was attributed by Wired to the fragility of supply chains in the UK, and the poultry industry subsequently reported 5 to 10% and 20% decreases in production of Christmas turkey caused by labour shortages due to Brexit (O’Malley, 2019; LBC, 2021).
[image: ]
[bookmark: _Toc227878152]Figure 7: Brexit Impacts on KFC’s UK
(Source: LBC, 2021)
China - Favorable
Political and economic reforms in China have introduced a favorable climate towards foreign investment and international foods chains like KFC. Its largest foreign market has been in China where the brand has spread to more than 10,000 restaurants. The rising costs and thus some slight prices increase of approximately 0.8 yuan do not stop the company which keeps growing amid favourable economic policies (Nunes, K., 2023; New Fortune Times, 2026).
[image: ]
[bookmark: _Toc227878153]Figure 8: China’s KFC Expansion
(Source: New Fortune Times, 2026)
[bookmark: _Toc227878083]3.3 Economic
	Economic Indicator
	United Kingdom
	China

	GDP (2026)
	GDP growth forecast 1.0% (2026) (World Bank, 2026)
	GDP growth target 4.5%–5% (2026) (Xinhua, 2026)

	GNP (Latest available)
	£762,494 million (Q3 2025) (Trading Economics, 2026)
	1,339,672 CNY hundred million (2024) (Trading Economics, 2026)

	Level of Inflation (2026)
	3.0% (January 2026) (Trading Economics, 2026)
	1.3% (February 2026) (Trading Economics, 2026)

	Economic Stability
	Unemployment forecast 5.5% (2026) (British Chambers of Commerce, 2026)
	Economic growth target 4.5%-5% (2026) (Xinhua, 2026)

	Current Profit (KFC/Yum China)
	Net profit margin 3.5%, ROE 4.3% (Simply Wall St, 2026)
	Revenue forecast US$14.0 billion and earnings US$1.2 billion by 2028 (Simply Wall St, 2026)


[bookmark: _Toc226805158]Table 1: Economic Data
(Source: Created by Learner)
United Kingdom – Both Favorable and Unfavorable
The UK economic environment offers favourable and unfavourable factors to KFC. In January 2026, inflation is 3.0% and GDP growth is only 1.0% in 2026, slow economic growth and could put pressure on consumer spending. Also, unemployment will rise to 5.5% and it can influence the buying capacity in the food service market (Trading Economics, 2026; British Chambers of Commerce, 2026).
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[bookmark: _Toc227878154]Figure 9: UK GDP
(Source: World Bank, 2026)
[image: ]
[bookmark: _Toc227878155]Figure 10: UK Inflation
(Source: Trading Economics, 2026)
China – Favorable
KFC has a very favourable economic environment in China, as there are high growth prospects and consumer market. The Chinese government targets 4.5–5% GDP growth in 2026, indicating stable economic expansion. The inflation remains low at 1.3% in February 2026, which justifies consumer spending and demand within the quick-service restaurant industry (Trading Economics, 2026; Xinhua, 2026).
[image: ]
[bookmark: _Toc227878156]Figure 11: China Inflation
(Source: Trading Economics, 2026)
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[bookmark: _Toc227878157]Figure 12: China GDP
(Source: World Bank, 2026)
[bookmark: _Toc227878084]3.4 Social
United Kingdom – Both Favorable and Unfavorable
KFC has a favourable and unfavourable UK social environment. In January 2026 consumer activity decreased, retail footfall decreased 4% annually, but debit card spending improved 13% compared to January 2025. This manifested itself in a mixed social trend, where spending resistance is evident, yet physical shopping and shifting consumption patterns are weaker (Office for National Statistics (ONS), 2026).
[image: ]
[bookmark: _Toc227878158]Figure 13: UK Changing Trends
(Source: Office for National Statistics (ONS), 2026)
China – Unfavourable
The social environment in China is increasingly orientation to the disadvantage of KFC due to the transformation of consumer behaviour in the face of poor confidence, high inequality, sustained underemployment among youth in the 20% range, and increasing economic tension. These pressures have the potential to decrease discretionary spending and consumers become more price-sensitive, which poses challenges to the restaurant brands that aim to sustain growth and premium positioning (Asia Society Policy Institute, 2025).
[image: ]
[bookmark: _Toc227878159]Figure 14: China Changing Trends
(Source: Asia Society Policy Institute, 2025)

[bookmark: _Toc227878085]3.5 Technological
United Kingdom – Unfavourable
KFC can be negatively affected by the UK technological environment as long as there are heightened regulatory and technological demands. Regardless of the fact that the UK tech ecosystem is estimated to be valued at approximately US $1.2 trillion and startups had a total of approximately US $14 billion in 2025, businesses now have to deal with more rigorous cybersecurity, resilience and third-party risk policies, adding compliance costs and complexity (Hopkins, 2025).
[image: ]
[bookmark: _Toc227878160]Figure 15: UK Technology
(Source: Hopkins, 2025)
China – Favorable
KFC finds the technological environment in China favourable owing to the high level of government investments in innovation. The new 5-year plan encourages high levels of technological development, as it refers to artificial intelligence over 50 times and includes other areas of development, including robotics, quantum computing, and advanced chips. These advancements are improving digital infrastructure and promoting technology-informed practices in businesses (Chen et al., 2026).
[image: ]
[bookmark: _Toc227878161]Figure 16: China Technology
(Source: Chen et al., 2026)
[bookmark: _Toc227878086]3.6 Legal
United Kingdom – Both Favorable and Unfavorable
The UK has both a favourable and unfavourable legal environment to KFC. An easier regulatory environment enhances business sustainability, yet 2026 introduces more stringent requirements in data protection, cybersecurity, food law, employment law and consumer protection. These reforms may not only enhance compliance levels, but also raise legal risk, reporting obligations and operation expenses on business (Osborne Clarke, 2026).
KFC in China – Both Favorable and Unfavorable
The legal environment in China is favourable and unfavourable to KFC. The regulatory regime provides business opportunities that correspond to the priorities of the country, yet regulations are complicated, selective and dynamic. Foreign companies are subjected to more stringent compliance, inspections, standards, customs checks and local responsibility requirement, exposing them to more legal uncertainty and administrative pressure when operating in markets (CI Process, 2025).
[bookmark: _Toc227878087]3.7 Environmental
United Kingdom – Favorable
The environmental environment in the UK is good to KFC since KFC has established sustainability and sourcing commitments. KFC UK targets 35% of menu chicken is locally sourced by end-2026, aims at 100% cage-free eggs, 100% cage-free chicken, 100% audited Western Europe and UK&I supply chain, and targets sustainable soy, certified packaging and reduced loss of biodiversity (KFC, 2026).
[image: ]
[bookmark: _Toc227878162]Figure 17: UK Environmental Sourcing
(Source: KFC, 2026)
KFC in China – Favorable
KFC has a favourable environmental environment in China, given the increased visible ESG and recycling-style efforts KFC China has put in place. It rolled out reusable coffee-grounds serving baskets in 1,500 restaurants, increased its Food Bank Program in 700+ stores across 100+ cities and encouraged carbon-neutral products and waste minimization of food. These initiatives reinforce environmental responsibility and sustainability conditioning (Yum China Holdings, Inc., 2023).
[image: ]
[bookmark: _Toc227878163]Figure 18: KFC China CSR
(Source: Yum China Holdings, Inc., 2023)
[bookmark: _Toc227878088]3.8 Similarities and Differences in PESTLE
	PESTLE Factor
	United Kingdom
	China
	Similarities
	Differences

	Political
	Both favourable and unfavourable. The UK offers a stable business environment, but Brexit created labour shortages and supply-chain disruption. KFC’s UK operations were affected by logistics fragility, and poultry production cuts of 5–10% and 20% for Christmas turkey reflected wider sector pressure (O’Malley, 2019; LBC, 2021).
	Favourable. China’s reforms and policy support created a strong environment for KFC’s expansion. KFC has grown to 10,000+ restaurants in China, and although delivery prices rose by 0.8 yuan, the company continues to expand under supportive policy conditions (Nunes, 2013; New Fortune Times, 2026).
	Both countries provide large, important markets for KFC and both political environments directly affect supply chains and operations.
	The UK political context is shaped by Brexit-related disruption, while China’s political system has supported rapid expansion and stronger market growth.

	Economic
	Both. UK GDP growth is forecast at only 1.0% in 2026, inflation was 3.0% in January 2026, and unemployment is forecast at 5.5%, creating pressure on consumer spending. At the same time, the market remains profitable and established (Trading Economics, 2026; British Chambers of Commerce, 2026; Simply Wall St, 2026).
	Favourable. China targets 4.5%–5% GDP growth in 2026, with inflation at 1.3% in February 2026, indicating a more supportive environment for restaurant demand and expansion (Trading Economics, 2026; Xinhua, 2026).
	In both countries, macroeconomic conditions influence KFC’s pricing, growth and consumer demand.
	China shows stronger growth and lower inflation than the UK, making the Chinese market economically more favourable for KFC in 2026.

	Social
	Both. UK consumer behaviour is mixed: retail footfall fell 4% year-on-year, but debit card spending increased 13%, showing continued spending with changing purchasing patterns (ONS, 2026).
	Unfavourable. China faces weak consumer confidence, high inequality, and youth unemployment near 20%, which can reduce discretionary spending and increase price sensitivity (Asia Society Policy Institute, 2025).
	In both countries, consumer behaviour is changing and social trends affect fast-food demand.
	UK consumers still show spending resilience, while China’s social pressures more strongly threaten discretionary restaurant spending.

	Cultural
	Favourable. The UK scores high in individualism (76) and indulgence (69), which support convenience food, personal choice and eating out culture (Zheng et al., 2025; Molina González et al., 2026).
	Both. China’s high power distance (80) and long-term orientation (77) support loyalty and trust, but low indulgence (24) may limit discretionary fast-food consumption (Zheng et al., 2025; Molina González et al., 2026).
	In both countries, culture strongly shapes KFC’s positioning and consumer appeal.
	The UK culture is more indulgent and individualistic, supporting fast food more directly, while China combines loyalty-supporting traits with more restrained consumption behaviour.

	Technological
	Unfavourable. The UK tech sector is advanced, valued at US$1.2 trillion, with US$14 billion raised in 2025, but stricter cyber, resilience and third-party risk regulations increase compliance costs and complexity for businesses (Hopkins, 2025).
	Favourable. China’s five-year plan strongly promotes technology, mentioning AI more than 50 times, alongside robotics, chips and quantum computing, creating a highly supportive digital environment (Chen and Baptista, 2026).
	Both markets are becoming more digital and technology matters for ordering, delivery and operations.
	The UK has stronger regulatory pressure around tech risk, while China offers a more expansionary innovation environment backed by state support.

	Legal
	Both. The UK legal framework is transparent and supports continuity, but 2026 reforms in employment, cybersecurity, data law, food regulation and consumer protection increase compliance and cost burdens (Osborne Clarke, 2026).
	Both. China offers opportunities for firms aligned with national priorities, but foreign firms face complex, evolving compliance duties, inspections, customs checks and standards (CI Process, 2025).
	Both countries impose significant legal compliance requirements on KFC.
	The UK system is more transparent but increasingly demanding, while China’s system is more selective, complex and administratively challenging for foreign firms.

	Environmental
	Favourable. KFC UK plans for 35% of menu chicken to come from British farms by end-2026, maintains 100% cage-free eggs, 100% cage-free chickens, and 100% independently audited supply chains, alongside soy and packaging commitments (KFC, 2026).
	Favourable. KFC China has introduced reusable baskets in 1,500 restaurants, expanded its Food Bank Programme to 700+ stores in 100+ cities, and promoted food waste reduction and carbon-neutral products (Yum China Holdings, Inc., 2023).
	Both countries show KFC’s strong environmental and ESG positioning through sourcing, recycling and sustainability actions.
	The UK focuses more on farming welfare and sourcing standards, while China focuses more on CSR visibility, food waste reduction and broad ESG community initiatives.


[bookmark: _Toc226805159]Table 2: Similarities and Differences in PESTLE
(Source: Created by Learner)
[bookmark: _Toc227878089]3.9 Cultural
[image: ]
[bookmark: _Toc227878164]Figure 19: Hofstede Model UK and China
(Source: Created by Learner)
The chart is the comparative cultural dimensions of Hofstede of China and the United Kingdom. China (80) and UK (35) have very different power distance where higher power distance (80) implies greater acceptability of power hierarchy. The UK is much more individualistic (76) than China (43). Motivation in both countries is similar towards achievement (66). Uncertainty avoidance is a little higher in UK (35) compared to China (30). China has a higher long-term orientation (77) than the UK (60) with more emphasis on the future planning. The UK, on the contrary, is more indulgent (69) than China (24), which is to say that the British culture is more oriented towards enjoyment and personal freedom as compared to the comparatively conservative Chinese culture (Zheng et al., 2025; Molina González et al., 2026).
[bookmark: _Toc227878090]3.9.1 United Kingdom – Favorable
The UK cultural environment is conducive to KFC because of high individualism (76) and high indulgence (69), which promote personal choice, out-of-home consumption, and convenience-driven consumption. The index of lower power distance (35) rate also indicates open consumer behaviour and brand testing and thus promotes the development of quick-service restaurants and the culture of fast-food restaurants in the UK market (Zheng et al., 2025; Molina Gonzalez et al., 2026).
[bookmark: _Toc227878091]3.9.2 China – Both Favorable and Unfavorable
The cultural environment of China poses some favourable and difficult considerations to KFC. Strong long-term orientation (77) and high-power distance (80) promote long-term customer loyalty and brand trust. Nonetheless, low indulgence (24) implies more reserved consumption behaviors, which can restrict discretionary funds on fast-food in comparison to more indulgent societies (Zheng et al., 2025; Molina González et al., 2026).
[bookmark: _Toc227878092]3.9.3 Advantages of Hofstede’s Cultural Dimensions Model
· Offers a distinct model through which national cultures can be contrasted, and researchers and businesses gain insight into cultural differences in various societies (Zheng et al., 2025).
· The goal of multinational companies to fit marketing, management, and communication strategies is known as helps in other countries (Zheng et al., 2025).
· Renowned in global business, cross-cultural studies and therefore easier to implement, apply and compare findings across studies (Gerlach et al., 2021).
· Offers provide measurable cultural outcomes, which allow cultural behaviour and values to be analysed in a manner of structure (Gerlach et al., 2021).
· It is helpful in forecasting working behaviour, organisational activities and consumer behaviours in various cultures (Zheng et al., 2025).
· Helps organisations minimize such misunderstandings in global markets and multicultural teams (Signorini et al., 2009).
· This model is based on six unambiguous dimensions, which makes it user-friendly and practical to analyse it academically and make international business decisions (Gerlach et al., 2021).
[bookmark: _Toc227878093]3.9.4 Disadvantages of Hofstede’s Cultural Dimensions Model
· Resting primarily on evidence gathered among the workers of IBM, which might not be a representative sample of the overall population of both countries (Fang, 2003).
· Makes broad generalisations about national cultures and fails to acknowledge diversity among regions, social groups and generations (Signorini et al., 2009).
· The cultural values do not stay the same, but Hofstede model is usually considered to be constant and up to date (Fang, 2003).
· Is primarily concerned with national culture and does not consider organisational, regional or individual cultural variations (Signorini et al., 2009).
· May simplifies multifaceted cultural behaviour by breaking it down into numerical values (Fang, 2003).
· Critics claim that this model depicts a Western approach, making it potentially biased in explaining other cultures (Signorini et al., 2009).
[bookmark: _Toc227878094]3. Comparison of BMW’s STP Strategies in UK and China
[image: Finding The Right Customers With The STP Model]
[bookmark: _Toc227878165]Figure 20: STP Strategies
(Source: EduRev, 2025)
[bookmark: _Toc227878095]3.1 Segmentation Strategies
[bookmark: _Toc227878096]3.1.1 VALS-2 Personality Types UK vs China
[image: Vals - Values attitude lifestyle | Marketing91]
[bookmark: _Toc227878166]Figure 21: VALS-2 Personality Types
(Source: Töpfer, M. and Bug, P., 2015)
United Kingdom 
The consumers of KFC in the UK are majorly Experiencers and Achievers in the VALS-2 profile. Fast foods are appealing as they are convenient, exciting and fast. Successful workers appreciate effectiveness and brand name, which will keep KFC in high standing in the market. The culture of intense indulgent consumption and high popularity of the brands further support the demand in the fast-food products in the UK (Shastri, 2025; S2F Marketing, 2026).
China 
KFC customers in China tend to respond like Strivers and Experiencers in the VALS-2. Strivers are driven by brand and social prestige, whereas the Experiencers want something new and contemporary lifestyles. These aspirational and experience-based consumers are lured by KFC localisation strategies, digital platforms and more than 590 million members of the vast loyalty programs (Gu, 2024; Cunningham, 2026).
[bookmark: _Toc227878097]3.1.4 Market Segmentation UK vs China
	Segmentation Type
	KFC – United Kingdom
	KFC – China

	Geographic Segmentation
	KFC targets urban and suburban areas across the UK where quick-service restaurants are highly popular. Locations such as shopping centres, transport hubs, and city centres attract busy consumers seeking convenient meals. Strong brand presence and long market history support geographic expansion and customer accessibility (S2F Marketing, 2026; Shastri, 2025).
	In China, KFC operates across more than 1,800 cities with over 9,200 restaurants, targeting both large metropolitan areas and rapidly growing secondary cities. This wide geographic coverage allows KFC to reach diverse regional markets and expand its presence in emerging urban areas (KFC Global, 2023; Johnson, 2026).

	Demographic Segmentation
	In the UK, KFC primarily targets young adults, students, families, and working professionals who prefer affordable and convenient fast food. Pricing strategies, meal deals, and combo offers are designed to appeal to middle-income consumers and younger demographics seeking quick dining options (2018; Shastri, 2025).
	In China, KFC targets a broad demographic including young consumers, families, and urban middle-class customers. The company also appeals to younger digital consumers through loyalty programs and mobile ordering platforms, which currently attract hundreds of millions of users (Cunningham, 2026; Li, 2024).

	Psychographic Segmentation
	UK consumers are often motivated by lifestyle convenience, indulgence and social eating habits. KFC attracts individuals seeking fast, affordable meals and casual dining experiences. Marketing campaigns emphasise enjoyment, convenience and brand familiarity, aligning with the UK’s fast-food culture (Shastri, 2025; S2F Marketing, 2026).
	In China, psychographic segmentation focuses on modern lifestyles, aspirational consumption and social dining experiences. KFC adapts menus and marketing to local tastes and cultural preferences, appealing to consumers who value trendy brands, innovation and localised products (Gu, 2024; Johnson, 2026).

	Behavioral Segmentation
	In the UK, KFC targets consumers based on usage occasions such as quick lunches, take-away meals, group sharing and convenience dining. Promotions, meal bundles and digital ordering encourage repeat purchases and brand loyalty among frequent fast-food customers (Shastri, 2025; Guinto et al., 2022).
	In China, behavioural segmentation focuses strongly on digital engagement and loyalty behaviour. KFC leverages mobile apps, delivery services and loyalty programmes with over 590 million members, encouraging repeat purchases and personalised promotions (Cunningham, 2026; Li, 2024).



[bookmark: _Toc226805160]Table 3: Segmentation Strategies in UK and China
(Source: Created by learner)
[bookmark: _Toc227878098]3.2 Targeting Strategies
[image: ]
[bookmark: _Toc226805161]Table 4: KFC Targeting Strategies: Differentiation vs Undifferentiation
(Source: Created by learner)
[bookmark: _Toc227878099]3.2.1 UK
KFC UK focuses on the young generation, students, families and working people who are in need of affordable and convenient fast-food meals. Promotion and online ordering, value meals and online ordering all help the brand target urban inhabitants and frequent users in quick-service restaurants. These measures can be employed to ensure a high appeal in the market among busy and price-sensitive buyers (Shastri, 2025; S2F Marketing, 2026).
[image: KFC BURTONWOOD - M62 EAST SERVICES - Restaurant Reviews, Phone Number &  Photos - Tripadvisor]
[bookmark: _Toc227878167]Figure 22: Quick-Service Restaurant KFC
(Source: S2F Marketing, 2026)
[bookmark: _Toc227878100]3.2.2 China
KFC China focuses on the urban middle-income, urban families and the young digital consumers in major and out-and-up cities. Localisation, digital ordering and loyalty programmes are some of the techniques that the company applies to appeal to modern Chinese consumers. KFC caters to massive consumer segments in urban areas by having more than 9,000 restaurants and massive online presence (Cunningham, 2026; Li, 2024).
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[bookmark: _Toc227878168]Figure 23: Hangzhou Asian Games to promote KFC
(Source: Li, 2024)
[bookmark: _Toc227878101]3.3 Positioning Strategies
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[bookmark: _Toc227878169]Figure 24: Definition of Perceptual Map
(Source: Created by learner)
[image: Fast Food Competitors Perceptual Map | Perceptual Map Template]
[bookmark: _Toc227878170]Figure 25: Perceptual Map
(Source: Created by learner)
The perceptual map indicates how the perception of food health, as well as product variation, position the leading fast-food brands. KFC leans more towards the junk food and limited choices quadrant, and this implies that consumers have a strong association with it of fried chicken and other less healthy foods in the menu items. McDonalds is seen as having more options, whereas Subway and Wendy are seen as healthier. This role indicates the way by which brands distinguish with the variety of the menu and health consciousness within the competitive fast-food market (Gigauri, 2019; Shastri, 2025).
[bookmark: _Toc227878102]3.3.1 UK
KFC is a UK-based brand of convenient fast foods that sell inexpensive fried chicken and have well-established brand recognition. To many, it is more related to the section of junk food, as its menu is more focused on fried dishes, but the presence of product variety and the availability of promotional offers reinforce the company in the context of competition in the market of fast restaurant services (Gigauri, 2019; Shastri, 2025).
[image: KFC Delivery | Takeaway Delivery Online - Order Today]
[bookmark: _Toc227878171]Figure 26: UK KFC fast Delivery
(Source: Gigauri, 2019)
[bookmark: _Toc227878103]3.3.2 China
In China, KFC has positioned itself as a localised and modern quick fast-food restaurant brand, which incorporates western fast foods and with Chinese menu adaptations. Localisation strategies, online interaction and the large number of restaurant chains in cities make the company stand out, enabling the company to keep a solid and reliable presence in the market among Chinese people (Gu, 2024; Li, 2024).
[image: Digital Driving Growth in KFC China]
[bookmark: _Toc227878172]Figure 27: Digital Driving Growth in KFC China
(Source: Liquid Barcodes, 2019)
[bookmark: _Toc227878104]3.4 Comparative Summary: Similarities and Differences in STP
	STP Element
	Similarities
	UK (Country A)
	China (Country B)

	Segmentation
	Both markets use demographic, geographic, psychographic and behavioural segmentation to identify consumer groups in the fast-food industry (EduRev, 2025).
	Segmentation focuses mainly on urban populations, students, young professionals and families seeking convenient and affordable quick-service meals in city environments (S2F Marketing, 2026).
	Segmentation is broader due to the large population and regional diversity, covering multiple cities, digital consumers and different income groups across thousands of restaurant locations (KFC Global, 2023; Johnson, 2026).

	Targeting
	In both countries KFC targets young consumers, families and middle-income customers who prefer convenient and affordable fast-food products (Guinto et al., 2022).
	Targeting emphasises students, young adults and working professionals who prefer quick meals, promotional deals and takeaway services in busy urban lifestyles (Carroll, 2025).
	Targeting focuses strongly on urban middle-class consumers and digitally engaged users through loyalty programmes and mobile ordering platforms (Liquid Barcodes, 2019; Cunningham, 2026).

	Positioning
	In both markets KFC positions itself as a global quick-service restaurant brand specialising in fried chicken and convenient fast-food dining experiences (Guinto et al., 2022).
	Positioned as an affordable and convenient fried-chicken fast-food brand competing with other major quick-service restaurants in the UK market (Shastri, 2025).
	Positioned as a localised and innovative quick-service brand combining Western fast food with Chinese menu adaptations and strong digital engagement (Gu, 2024; Li, 2024).


[bookmark: _Toc226805162]Table 5: Comparative Insights of STP UK and China
(Source: Created by learner)
[bookmark: _Toc227878105]4. Comparison of Marketing Mix Strategies in UK and China
[image: What Are 7Ps of the Marketing Mix?｜MAツール「BowNow」]
[bookmark: _Toc227878173]Figure 28: 7Ps
(Source: Bow-Now, 2021)

[bookmark: _Toc227878106]4.1 Product 
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[bookmark: _Toc227878174]Figure 29: Product Definition
(Source: Created by learner)
[bookmark: _Toc227878107]4.1.1 UK
KFC UK also sells different types of fried chicken such as burgers, wraps, buckets and meal boxes that can be eaten conveniently and within a short period of time. The product line is concentrated on the best classic fried chicken recipes together with fries and beverages. The presence of limited-time menu innovations and meal bundles assists in keeping the consumers interested and competitive in the UK fast-food market (Shastri, 2025; Carroll, 2025).
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[bookmark: _Toc227878175]Figure 30: KFC UK Menu
(Source: KFC Menu UK, 2026)
[bookmark: _Toc227878108]4.1.2 China 
The product portfolio offered by KFC China is more localised and broader as opposed to most international markets. Besides the fried chicken, menus also offer rice meals, congee, also egg tarts and other Chinese inspired foods to suit local palates. Such a localisation plan enriches the menu and attracts different consumer tastes in Chinese cities (Gu, 2024; Li, 2024).
[image: KFC Is Rebuked by Chinese Consumer Body for Offering Free Gifts That Lead  to Food Waste]
[bookmark: _Toc227878176]Figure 31: KFC China Menu
(Source: Liao, S., 2022)
[bookmark: _Toc227878109]4.1.3 Product Variety, Depth & Width
[image: ]
[bookmark: _Toc227878177]Figure 32: Product Variety, Depth & Width Definition
(Source: Created by learner)
	Aspect
	KFC United Kingdom
	KFC China

	Product Depth
	In the UK, product depth is reflected through variations within core chicken products such as different portion sizes, meal combinations, flavours and limited-time offers. These variations help meet diverse customer preferences while maintaining a focused product line centred on fried chicken (Shastri, 2025).
	In China, product depth is much higher due to a wide range of variations including breakfast items, rice meals, local flavours and seasonal products. This deeper product structure allows KFC to cater to multiple meal occasions and regional tastes (Gu, 2024).

	Product Width (Brand Extension)
	KFC UK has relatively limited product width, as the brand mainly focuses on chicken-based items with minimal extension into other food categories. Brand extensions are controlled to maintain consistency and strong brand identity in the mature UK market (Carroll, 2025).
	KFC China demonstrates broader product width through strong brand extension into multiple categories such as traditional Chinese meals, desserts and beverages. This diversification supports wider market reach and strengthens brand positioning across different consumer segments (Li, 2024).


[bookmark: _Toc226805163]Table 6: Product Variety, Depth & Width
(Source: Created by learner)
4.1.3.1 UK
KFC UK has a specialized product line that is based primarily on fried chicken products like buckets, burgers, wraps and combo boxes. As Carroll (2025) argues, the brand focuses on regular menu offerings and value meals that attract customers in the quick-service restaurants. Product depth is achieved by having portion sizes, meal package and limited time menu, whereas the product width is very limited in comparison to the international markets.
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[bookmark: _Toc227878178]Figure 33: Portion Sizes KFC UK
(Source: Avella, J., 2023)
4.1.3.2 China 
KFC China offers much more variety of products and menu depth than in most aspects of the markets. Besides fried chicken, rice dishes, congee, egg tarts, breakfast foods and western dishes prepared to suit Chinese palate are also available on the menu. The expanded product breadth will enable the brand to attract other consumer segments and meal occasions to retain its robust market presence in China, where there are thousands of restaurants (Gu, 2024; Johnson, 2026).
[image: 15 KFC Breakfast Items You'll Only Find In Other Countries]
[bookmark: _Toc227878179]Figure 34: Rice Meals KFC China
(Source: Farnsworth, A., 2025)
4.1.3.3 Main Differences Between UK and China 
The greatest distinction between the two markets is the level of menu localisation and product variety. KFC UK has a more standardised menu that focuses on fried chicken products and KFC China have a greater width of products with high levels of local adaptations. According to Li (2024), one of the primary elements that have led to KFC being successful in China over the long term has been localisation, which has enabled the brand to win over larger consumer segments in the country.
[bookmark: _Toc227878110]4.1.4 Product Design 
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[bookmark: _Toc227878180]Figure 35: Product Design Definition
(Source: Created by learner)
4.1.4.1 UK
KFC UK is concerned with product design with emphasis made on convenience, taste and brand uniformity. The menu offerings are tailored into fast-food products like burgers, wraps and bucket meals that fit fast food and take away ideologies. Product presentation and packaging promote iconic KFC branding and straightforward menu format to facilitate easy service provision. Guinto et al. (2022) add that product design within fast-food chains is made to enhance brand recognition and customer satisfaction.
[image: KFC | Menu - Snacking | Flamin' Mini Wrap Snack Box Bundle]
[bookmark: _Toc227878181]Figure 36: Wraps and Bucket Meals UK
(Source: KFC, 2026)
4.1.4.2 China 
KFC China also focuses on product design that will be a combination of western fast food and the local Chinese tastes. Chinese food eating habits are often modified in flavour, ingredients and presentation to match menu items. Gu (2024) notes that regional product design means that KFC could be more relevant to regional preferences and culture. This strategy has contributed to the massive growth of this brand in China, with thousands of restaurants catering to different classes of consumers (KFC Global, 2023; Johnson, 2026).
[image: China's KFC reinvented its marketing strategies - Ecommerce China]
[bookmark: _Toc227878182]Figure 37: Product Design China
(Source: Ecommerce China Agency, 2019)
[bookmark: _Toc227878111]4.2 Price
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[bookmark: _Toc227878183]Figure 38: Price Definition
(Source: Created by learner)
[bookmark: _Toc227878112]4.2.1 UK
The inflation in the UK (approximately 3.0% in 2026) influences price changes, along with labour costs and Brexit-driven supply chain cost pressures on food and distribution costs (British Chambers of Commerce, 2026; O’Malley, 2019). KFC uses competitive pricing strategy whereby it focuses on price sensitive consumers. Value meals and bundle pricing plans make prices more affordable and motivate more buying that promotes the demand in the competitive market (Shastri, 2025).
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[bookmark: _Toc227878184]Figure 39: Price UK
(Source: KFC Menu UK Info, 2026)
[bookmark: _Toc227878113]4.2.2 China 
Price movements in China are influenced by the cost pressure and consumer needs and demand with minimal price changes of approximately 0.8-yuan indicative of the increased cost of operation (New Fortune Times, 2026). KFC employs the flexible pricing strategy in line with the localisation strategy and market conditions. Repeat buyers are drawn to bundle pricing and online offers, whereas high brand loyalty and lots of consumers keep the growth going even when prices are increased (Cunningham, 2026).
[image: KFC Rings in CNY 2026 With Its First-Ever La Zi Ji Sichuan Mala Chicken and  Huat Paws Collectibles | Great Deals Singapore]
[bookmark: _Toc227878185]Figure 40: KFC Price China
(Source: GDS Editorial Team, 2026)
[bookmark: _Toc227878114]4.3 Place 
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[bookmark: _Toc227878186]Figure 41: Place Definition
(Source: Created by learner)
	Channel Type
	KFC United Kingdom
	KFC China

	Direct Channels
	KFC UK primarily uses direct channels through company-owned restaurants, takeaway counters and official mobile apps, allowing direct interaction with customers and control over service quality (Shastri, 2025).
	KFC China uses direct channels such as company-operated outlets and its own mobile app ecosystem, enabling efficient ordering, loyalty integration and customer data management (Cunningham, 2026).

	Indirect Channels
	Indirect channels in the UK include third-party delivery platforms like Uber Eats and Deliveroo, expanding reach and convenience for urban consumers (S2F Marketing, 2026).
	In China, indirect channels include major digital platforms and super-app ecosystems, enhancing accessibility and supporting high-volume online ordering behaviour (Asia Society Policy Institute, 2025).


[bookmark: _Toc226805164]Table 7: Direct and Indirect Channels: UK vs China
(Source: Created by learner)
[bookmark: _Toc227878115]4.3.1 UK
KFC UK has a broad distribution network of restaurants in urban cities, shopping centres and highly populated areas to make its products easily accessible to its customers. The brand is also utilizing delivery platforms and takeaway services to add convenience to consumers. As Shastri argues (2025), to remain competitive in established fast-food markets, quick-service restaurants need to have solid distribution and accessibility strategies. KFC UK has selective distribution, where they target high demand positions within urban areas to be able to maximize sales and brand visibility (Shastri, 2025).
[image: KFC to acquire 218 restaurants UK and Ireland from EG Group]
[bookmark: _Toc227878187]Figure 42: UK Stores
(Source: Verdict Food Service, 2023)
[bookmark: _Toc227878116]4.3.2 China 
KFC China boasts a large network of distribution with thousands of stores nationwide in the big cities and in the regions. The company has grown exponentially and has overtaken 10,000 stores, so China is the biggest foreign market. This large geographic area enables KFC to access a wide range of consumers as well as reinforcing its large presence in the Chinese fast-food market (KFC Global, 2023; Johnson, 2026). Selective distribution is also applied to KFC China, in which focus is laid on the growth in economically active cities and high-growth areas to make the greatest market penetration (Li, 2024).
[image: How KFC is using technology to wow China | TechWire Asia]
[bookmark: _Toc227878188]Figure 43: China Stores
(Source: Tech Wire Asia, 2018)
[bookmark: _Toc227878117]4.4 Promotion 
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[bookmark: _Toc227878189]Figure 44: Promotion Definition
(Source: Created by learner)
[bookmark: _Toc227878118]4.4.1 UK
KFC UK employs cohesive promotional tactics such as TV advertisement, social media marketing, influencer promotion, and promotional offerings as means to capture the attention of consumers. The brand often advertises on value meals and limited time deals to boost the level of customer activity and purchases. Carroll (2025) reports that the marketing campaigns and brand storytelling of KFC UK have been instrumental in retaining consumer awareness and dominating the overall competitive fast-food market in UK.
[image: KFC Deals | 20 Hot Wings Bucket | KFC Spicy Chicken | KFC]
[bookmark: _Toc227878190]Figure 45: UK Promotions
(Source: KFC, 2026)
[bookmark: _Toc227878119]4.4.2 China 
KFC China has very high digitalisation in promotional measures where emphasis is placed on mobile applications, loyalty schemes and internet marketing. To communicate with customers, the company runs the huge digital membership process and mobile ordering platforms. According to Cunningham (2026), the parent company KFC in China has over 590 million loyalty programme members, indicating how digital promotion and interaction with the customers could avail a significant role in the Chinese market.
[image: China's KFC reinvented its marketing strategies - Ecommerce China]
[bookmark: _Toc227878191]Figure 46: China Promotion
(Source: Ecommerce China Agency, 2019)
[bookmark: _Toc227878120]4.4.3 Promotion Evaluation Table
	Promotion Element
	KFC UK
	KFC China

	Advertising
	Uses TV, digital media and social media campaigns to build brand awareness and promote value meals (Carroll, 2025).
	Focuses heavily on digital advertising, mobile apps and online marketing platforms to reach tech-savvy consumers (Cunningham, 2026).

	Sales Promotion
	Uses discounts, combo deals and limited-time offers to attract price-sensitive customers (Shastri, 2025).
	Uses digital coupons, loyalty rewards and app-based promotions to encourage frequent purchases (Cunningham, 2026).

	Customer Engagement
	Social media interaction and promotional campaigns maintain strong brand visibility in the UK market (Carroll, 2025).
	Large loyalty programmes and digital ecosystems strengthen long-term customer engagement and repeat purchases (Liquid Barcodes, 2019).

	Overall Strategy
	Traditional and digital promotion combined to support brand awareness and competitive positioning.
	Strong digital marketing ecosystem focused on technology-driven consumer engagement.


[bookmark: _Toc226805165]Table 8: Promotion Evaluation Table
(Source: Created by learner)
[bookmark: _Toc227878121]4.5 People 
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[bookmark: _Toc227878192]Figure 47: People Definition
(Source: Created by learner)
[bookmark: _Toc227878122]4.5.1 UK
KFC in the UK has around 30,000-35,000 employees who serve both its restaurants in the chain of restaurants and maintain effective delivery of services. The employees are crucial in ensuring hygiene, speed and customer satisfaction. This can be well supported by effective training and management of the workforce to increase the quality of services and operational performance of the fast-food industry, which is highly competitive (Carroll, 2025; S2F Marketing, 2026).
[image: Life At KFC - Careers at KFC]
[bookmark: _Toc227878193]Figure 48: UK Staff
(Source: KFC, 2026)
[bookmark: _Toc227878123]4.5.2 China 
KFC has more than 400,000 employees in China; this shows that KFC operates at a large scale and has extensive coverage across the country. Employees are very vital in the regulation of large customer volume, digital service ordering and service uniformity. Well-managed workforce and ongoing training contribute to the quick growth and ensure KFC stays at the top of the Chinese fast-food market (Li, 2024; KFC Global, 2023).
[image: KFC - 'a foreign brand with Chinese characteristics' -- china.org.cn]
[bookmark: _Toc227878194]Figure 49: China Staff
(Source: KFC, 2026)
[bookmark: _Toc227878124]4.6 Process 
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[bookmark: _Toc227878195]Figure 50: Process Definition
(Source: Created by learner)
[bookmark: _Toc227878125]4.6.1 UK
In UK, KFC has a systematic service procedure to achieve quick and reliable food service. It involves placing orders at counters, self-service kiosk or mobile with the food being prepared and delivered promptly to the consumer. Proper kitchen work, online shopping and takeaway, assist in maintaining a good flow of services and customer comfort in crowded restaurants (Shastri, 2025; Hopkins, 2025).
[image: KFC Kiosk]
[bookmark: _Toc227878196]Figure 51: KFC Kiosk
(Source: Ribot, 2026)
4.6.1.1 Customer Complaint Process – UK
KFC UK addresses the customer complaints by a variety of methods such as in-store personnel assistance, online customer relationships platforms and support channels. Through online feedback processes, customers are able to petition quality of food, delivery or service-related problems. Complaints are then investigated, the problem researched and solutions are given like refunding, replacement or improving the service so that the clients are satisfied with the company (Carroll, 2025).
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[bookmark: _Toc227878197]Figure 52: Customer Complaint Process – UK
(Source: Created by learner)
[bookmark: _Toc227878126]4.6.2 China 
KFC China has a very digitalised service process which is enhanced by mobile ordering, delivery services and loyalty programmes. The process of service encapsulates the online placement of orders, tracking of the payment and delivery options, whereby customers are able to order food online at the comfort of the digital platforms. Thousands of restaurants in China are being made more efficient and with better customer experience using these technology-based systems (Cunningham, 2026; Gu, 2024).
[image: KFC Turned to Self-Driving Cars in China to Deliver Fried Chicken While  Limiting Human Contact]
[bookmark: _Toc227878198]Figure 53: China Service Process
(Source: Entrepreneur en Español, 2020)
4.6.1.2 Customer Complaint Process – China 
Chinese customer complaints are commonly conducted via online interaction devices like mobile phone applications, internet-based customer care websites and reward program interfaces. The customers are able to complain via the apps or service outlets and the company responds to the complaint by investigating and compensating or restoring the service. This online customer grievance system assists in retaining customer satisfaction in an extremely competitive market (Cunningham, 2026).
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[bookmark: _Toc227878199]Figure 54: Customer Complaint Process – China
(Source: Created by learner)
[bookmark: _Toc227878127]4.7 Physical Evidence 
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[bookmark: _Toc227878200]Figure 55: Physical Evidence Definition
(Source: Created by learner)
[bookmark: _Toc227878128]4.7.1 UK
Physical evidence used by KFC to complement customer experience in the UK is the restaurant setting, branding, packaging and store narrative. The iconic KFC logo, red-and-white brand colours and Colonel Sanders imagery are frequently displayed in restaurants as a means to reinforce brand identity. The design of stores, furniture and brand packaging contribute to building an easy to recognize fast-food ambience and confirm the brand in the UK restaurant market of quick service (KFC Global, 2026; S2F Marketing, 2026).
[image: ]
[bookmark: _Toc227878201]Figure 56: KFC UK Website
(Source: KFC, 2026)
[image: KFC unveils new packaging to be launched this year]
[bookmark: _Toc227878202]Figure 57: UK Packaging
(Source: Packaging Gateway, 2021)
[bookmark: _Toc227878129]4.7.2 China 
Physical evidence achieved by KFC in China entails contemporary restaurant interior designs, computerized order kiosks and high brand awareness in the thousands of stores. Local design elements include features of Western brands that are usually blended by restaurants to attract Chinese customers. It has been reported that KFC Global (2023) has more than 10,000 restaurants in China, and it can be concluded that its physical presence is massive, which enhances robust brand awareness and availability in the Chinese market.
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[bookmark: _Toc227878203]Figure 58: KFC China Website
(Source: KFC, 2026)
[image: EATAKU — KFC China, Shanghai]
[bookmark: _Toc227878204]Figure 59: China Packaging
(Source: Eataku, 2016)
[bookmark: _Toc227878130]4.8 7Ps Similarities and Differences UK and China
	7Ps Element
	Similarities
	United Kingdom
	China

	Product
	Both markets focus on fried chicken as the core product and maintain consistent global brand identity across menu offerings (Guinto and Alcantara, 2022).
	Menu mainly includes fried chicken buckets, burgers, wraps and combo meals designed for convenience and fast consumption (Shastri, 2025).
	Menu offers wider localisation including rice dishes, congee and local flavours adapted to Chinese consumer preferences (Gu, 2024).

	Price
	KFC in both countries uses competitive pricing strategies with meal deals and promotional offers to attract value-seeking consumers (Shastri, 2025).
	Pricing focuses on value meals and promotional bundles to remain competitive in the mature UK fast-food market (Carroll, 2025).
	Flexible pricing strategies are used, with occasional adjustments due to cost pressures and market demand (New Fortune Times, 2026).

	Place
	Both markets use intensive distribution with numerous restaurant locations to maximise accessibility for consumers (KFC Global, 2026).
	Restaurants are located mainly in urban areas, shopping centres and high-traffic locations to ensure convenience (S2F Marketing, 2026).
	The brand operates a much larger network, with over 10,000 outlets across cities and regions (KFC Global, 2023).

	Promotion
	Both markets use integrated marketing strategies combining advertising, promotions and digital engagement to attract customers (Guinto and Alcantara, 2022).
	Promotions include TV advertising, social media campaigns and limited-time promotional deals (Carroll, 2025).
	Promotions rely heavily on digital platforms, mobile marketing and loyalty programmes with millions of members (Cunningham, 2026).

	People
	Employees in both countries play an important role in delivering fast service and maintaining customer satisfaction (Li, 2024).
	Staff focus on efficient service delivery and maintaining service quality in competitive restaurant environments (Carroll, 2025).
	Workforce management supports operations across thousands of restaurants, emphasising service quality and operational efficiency (Li, 2024).

	Process
	Both markets follow standardised service processes including ordering, food preparation and delivery to ensure efficiency (Shastri, 2025).
	Processes involve counter service, kiosks and takeaway operations designed for quick service (Hopkins, 2025).
	Service processes are highly digitalised with mobile ordering, delivery platforms and digital customer systems (Cunningham, 2026).

	Physical Evidence
	Both countries maintain strong brand identity through restaurant design, packaging and the KFC brand image (KFC Global, 2026).
	Stores emphasise recognisable branding, packaging and consistent fast-food restaurant layouts (S2F Marketing, 2026).
	Restaurants often combine global branding with modern interiors and strong physical presence across many cities (KFC Global, 2023).


[bookmark: _Toc226805166]Table 9: 7Ps Similarities and Differences UK and China
(Source: Created by learner)
[bookmark: _Toc227878131]5. Ansoff Matrix: KFC UK Brand Directional Development Strategy
[image: What Is The Ansoff Matrix: Definition, Steps & Examples]
[bookmark: _Toc227878205]Figure 60: Ansoff Matrix
(Source: Quantive, 2026)
	Strategy
	Application to KFC UK

	Market Penetration
	KFC UK increases sales in existing markets through promotions, value meals and digital ordering strategies to strengthen market share in the competitive fast-food sector (Shastri, 2025).

	Product Development
	KFC UK introduces new menu items such as plant-based products and limited-time offers to meet changing consumer preferences and health trends (Carroll, 2025).

	Market Development
	KFC expands into new geographic locations within the UK, including smaller towns and busy urban areas, to reach new customer segments (S2F Marketing, 2026).

	Diversification
	KFC UK shows limited diversification but expands into complementary categories like desserts and beverages to enhance revenue streams (Guinto and Alcantara, 2022).


[bookmark: _Toc226805167]Table 10: Ansoff Matrix UK KFC
(Source: Created by learner)
KFC UK is focused on a market penetration strategy and promotes their products mainly through promotions, value offerings, and online channels to generate sales within the current markets (Shastri, 2025). It also embraces product development through launch of plant based and limited time menu items to cater to the evolving consumer tastes (Carroll, 2025). Moreover, market development is observed to expand KFC into new sites across the UK, yet there is a lack of diversification into other products through extensions to deserts and liquids (S2F Marketing, 2026; Guinto and Alcantara, 2022).
[bookmark: _Toc227878132]6. Ethical Issues in KFC’s Marketing Mix: UK and China
[bookmark: _Toc227877556][bookmark: _Toc227878133]6.1. Ethical Issue 1: Healthier Product Development and Consumer Choice
Ethical responsibility towards consumer wellbeing in KFC in the UK is manifested through the introduction of healthier menu choices (lower-calorie food, grilled food and smaller portions) and healthier menu choices reflect the ethical responsibility of KFC to the wellbeing of its consumers. Having nutritional information can also assist the customers to make informed choices. This aids in transparency and answers the growing concern on obesity and diet-related diseases. Expanding the range of healthy options, KFC will be able to strike the right balance between profitability and social responsibility and show moral marketing in the product component of the marketing mix (Rose, 2023; Shastri, 2025).
[image: Are there any healthy or lower-calorie options at KFC? | by Brenda Rose |  Medium]
[bookmark: _Toc227878206]Figure 61: UK Healthy Foods
(Source: Rose, B., 2023)

[bookmark: _Toc227877557][bookmark: _Toc227878134]6.2. Ethical Issue 2: Sustainable Sourcing and Packaging
In the UK, KFC has made a commitment to ethical sourcing by sourcing more chicken locally, more cage-free eggs, and audited supply chains. Packaging has also been redesigned to help minimize the environmental impact and enhance recyclability by the company. These measures reflect ethical care towards the welfare of animals, sustainability, and responsible procurement. Such practices enhance trust in the stakeholders in the name and physical evidence aspects of the marketing mix besides minimizing environmental damage and are in tandem with contemporary consumer demands of responsible business practices (KFC, 2026).

[bookmark: _Toc227877558][bookmark: _Toc227878135]6.3. Unethical Issue 1: Promotion of Unhealthy Consumption
KFC UK often advertises fried chicken, large buckets and offers of combo deals which could lead to an increase in the consumption of high-fat and high-salt food. Though not criminal, these kinds of promotions can be regarded as unethical since the causes of eating disorders can be the development of obesity and poor diets, particularly in young people. Vigorous marketing of indulgent foods can put sales goals ahead of the health concerns of the population and put ethical conflict into the promotion and price aspects of the marketing mix (Shastri, 2025; Carroll, 2025).

[bookmark: _Toc227877559][bookmark: _Toc227878136]6.4. Unethical Issue 2: Targeting Price-Sensitive and Young Consumers
KFC UK frequently resorts to low-price meal campaigns, social media campaigns, and campaigns targeting young customers. This may be deemed unethical when groups are being targeted or pressurized to take up the cheap fast food frequently at the expense of the healthier ones which are costlier to the vulnerable or the low-income earners. The impact of using persuasive marketing to persuade impressionable audiences begs the question of fairness and responsible targeting. The ethical criticism would be implications of profit over consumer welfare in the relational process of segmentation and marketing (Carroll, 2025).

[bookmark: _Toc227878137]7. Recommendations
· Enhance localisation policies through menu and marketing campaign adaptation based on the culture and global brand homogenisation (Gu, 2024). 
· Optimize digital transformation by means of AI-based ordering, mobile applications and customized promotions to make customer experience and engagement more efficient (Cunningham, 2026). 
· Invest in healthier product innovation, including low-calorie and plant-based to respond to the increasing health issues and advancing client demands (Shastri, 2025). 
· Enhance sustainable sourcing and packaging to cut environmental risk and handle rising demand of ethical practices among consumers (KFC, 2026). 
· Embracing data privacy and ethical marketing practices will make sure the customer data at digital platforms and labor royalty programmes are used in a responsible manner (Asia Society Policy Institute, 2025).
· Enter emerging and underserved markets with strategic partnerships or joint ventures to facilitate global growth and market penetration (CI Process, 2025). 
· To ensure consistency and brand reputation in foreign markets, invest in the training of employees and investment in service quality (Li, 2024).

[bookmark: _Toc227878138]8. Reflective Account Using Gibbs Reflective Cycle
Gibbs Reflective Cycle is a widely used reflective framework developed by Graham Gibbs in 1988 to help individuals learn systematically from experience. The model includes six stages: description, feelings, evaluation, analysis, conclusion, and action plan. 
In academic and professional contexts, Gibbs’ model supports critical self-reflection, continuous learning, and personal development by turning experience into meaningful insight and practical improvement (Adeani et al., 2020; Channell, 2025).
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[bookmark: _Toc227878207]Figure 63: Gibbs reflective cycle
(Source: Channell, M., 2025)
[bookmark: _Toc227878139]8.1 Description
This reflective report assesses the procedure used to conduct the research, analysis, and preparation of the earlier part of the assessment on the international marketing strategies used by KFC in the United Kingdom and China. In the assignment, various marketing models, such as STP, the 7Ps marketing mix and the Ansoff Matrix, had to be used to make a comparison of two markets. I collected information based on scholarly sources like academic articles, commercial reports and credible internet resources to make sure that data analysis was both scientific and relevant in accordance with the present market situation, especially with using 2026 information. 
The procedure entailed locating worthwhile materials, assimilating the data and displaying it in format forms like tabs and illustrations. The application of theoretical models assisted in the structuring of the information in a logical way and gave a clear comparative study. Channell (2025) suggests that the Reflective Cycle developed by Gibbs is a useful model to use to reflect on the experience and enhance the future recovery by means of organized reflection.
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[bookmark: _Toc227878208]Figure 64: Description
(Source: Created by learner)
[bookmark: _Toc227878140]8.2 Feelings
I was certain at the start of the assignment regarding using the marketing theories like STP and the 7Ps because I was already exposed to marketing concepts like STP and the 7Ps. Nonetheless, I also felt a few uncertainties in combining real-life information with theory, in particular in ensuring the correctness and applicability of latest economic and industrial information. I felt a little stressed out at the beginning since the task was more complicated with the necessity of utilizing the new 2026 data. My further development as a learner allowed me to feel more at ease with source analysis and its connection to theoretical frameworks.
 One of the comparisons that I found very interesting was that of KFC UK and China because it brought out the differences in market and localization strategies. The process noted in Reflective practice assisted in understanding how I increased my confidence during the process, which aids me in academic growth (Adeani et al., 2020). At the conclusion of the task, I was better prepared to perform research on my own and use my analytical abilities to create structured knowledge.
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(Source: Created by learner)
[bookmark: _Toc227878141]8.3 Evaluation
Overall, it was a good experience as the assignment helped me to improve my research, analytical and academic writing abilities. Among the key strengths was the efficiency with which marketing frameworks were used, and they enabled me to design the analysis in a clear and logical way. As an example, using the 7Ps model offered an in-depth insight into the marketing strategies of KFC in both countries (Saidani and Sudiarditha, 2019). Also, similarities and differences were presented using comparative tables.
Nevertheless, not everything went smoothly, either. Due to the necessity to find particular and trusted data, including workforce figures and pricing policies, a lot of searching and evaluation of the sources was essential. The other challenge was to be consistent in referencing without repeating the same. In spite of all these difficulties, the process also enhanced my critical analysis skills and skills to implement the theoretical ideas into the real business situations.

[bookmark: _Toc227878210]Figure 66: Evaluation
(Source: Created by learner)
[bookmark: _Toc227878142]8.4 Analysis
The use of the Reflective Cycle developed by Gibbs allowed even further examining the learning process and the assignment content. This reflection helped me understand that international marketing analysis should be based on understanding global strategies and local market in order to be effective. As an example, KFC has been immensely successful in China because of its robust approach to localisation, such as adapting to the local menu and integrating digitally (Li, 2024). By comparison, KFC UK concentrates more on the pricing strategy and brand parity within a developed market.
This analogy showed the need to change marketing approaches to various economic, cultural and technological contexts. The external factors that included inflation in the UK and the digital revolution in China did make the analysis even more profound (British Chambers of Commerce, 2026; Cunningham, 2026). Critical thinking and the capacity to relate theory to practice are also some of the key skills that characterize professional development that reflective learning emphasized (R. and Sahoo, 2026).
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(Source: Created by learner)
[bookmark: _Toc227878143]8.5 Conclusion
Through this reflexive process, I have come to have a better perception of how I would go about tackling intricate academic tasks in a systematic manner. I got to know that effective merging of theory, data and critical examination is the key to success in marketing analysis. This assignment has also enabled me to have my way of arranging information in structured format like headings, tables and diagrams.
Also, I learned the value of having current and reputable sources to back arguments and improve the level of academia. Among the main lessons was that one should manage their time well since data gathering and analysis can be time-consuming. Reflective strategies like Gibbs cycle can be used to discover strong and weak aspects to keep improving on learning and performances (Dhollande et al., 2026).
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(Source: Created by learner)
[bookmark: _Toc227878144]8.6 Action Plan
In accordance with this reflection process, my future academic activity will be enhanced, as I would adopt a more organized as well as effective way of research. I will also start by listing major sources at the onset of the process and putting references in a classification to save on time and duplication. Another aspect I would like to improve is my ability to critically evaluate by linking more factors (theoretical frameworks, and real-world examples) more firmly.
Moreover, I will concentrate on the aspect of perfecting my academic writing in the sense of being clear, coherent and correctly incorporating in-text citations. Consistent evaluation of reflective models will assist me in keeping track of my progress and determining the areas to work on. Lastly, I will also practice my time management skills to make sure that everything about assignments is done to a high standard within the allocated deadlines (Channell, 2025).
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[bookmark: _Toc227878213]Figure 69: Action Plan
(Source: Created by learner)
	Aspect
	Action
	Timeline
	Method
	Expected Outcome

	Research Skills
	Identify key academic sources early
	Week 1
	Use journals, databases and reports
	Improved quality and relevance of data

	Time Management
	Create a structured schedule for tasks
	Weekly plan
	Use Gantt chart / planner
	Timely completion of assignments

	Critical Analysis
	Link theory with real-world examples
	Ongoing
	Apply frameworks (STP, 7Ps, Ansoff)
	Deeper and more analytical work

	Referencing
	Organise citations systematically
	Throughout
	Use reference manager / notes
	Accurate and consistent citations

	Writing Skills
	Improve clarity and structure
	Ongoing
	Practice academic writing
	Clear and well-structured assignments

	Reflective Practice
	Apply Gibbs cycle regularly
	After each task
	Self-evaluation and feedback
	Continuous learning improvement (Channell, 2025)


[bookmark: _Toc226805168]Table 11: Action Time Plan
(Source: Created by learner)
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Strengths


Effective use of frameworks and structured tables improved clarity (Saidani and Sudiarditha, 2019).


Weaknesses


Difficulty finding updated data and maintaining citation consistency.
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China's first KFC, Beijing 1987.
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Mr Griffiths warned that many members of his association were being
forced to "cut back weekly chicken production by 5-10%, year-round turkey
production by 10% and Christmas turkey production to be cut by 20%."

He added his members “are currently producing a reduced range of
products for UK customers and are seriously concerned that the supply of
staple chicken products will be impacted.”

Adding this was caused by "labour shortages,” he warned, "UK food security
will be hit with a double whammy of food inflation and being forced to rely

on more imported food.”
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Against this backdrop, KFC's (Kentucky Fried Chicken) decision to raise prices on delivery items

by an average of about 0.8 yuan (S$0.15) on January 26 — while keeping dine-in price:

drawn attention and sparked discussion among industry analysts
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UK consumer price inflation eased to 3.0% in January 2026, down from 3.4% in December and in line with market expectations. This
marks the lowest annual inflation rate since March 2025, primarily driven by softer increases in transport and food prices. Transport costs
fose by 2.7% year-on-year, slowing from 4.0% in December, as fuel prices fell and air fare inflation moderated. Meanwhile, food and non-
alcoholic beverage prices increased by 3.6%, down from 4.5% the previous month. Inflation also eased in housing and utilties (4.5% vs.
4.9%) and recreation and culture (2.6% vs. 2.7%). However, price growth in restaurants and hotels accelerated to 4.1%, up from 3.8%.
Core inflation, which excludes more volatile components such as food and energy, declined to 3.1% in January, its lowest level since
August 2021, suggesting underlying price pressures are gradually moderating. On a monthly basis, consumer prices fell by 0.5%,
reversing a 0.4% increase recorded in December. source: Office for National Statistics
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China's annual inflation jumped to 1.3% in February 2026 from 0.2% in January, marking the highest print since January 2023 and
topping market expectations of 0.8%. The increase largely reflected the impact of the Lunar New Year, which fell in mid-February this
year. Food prices logged the sharpest fise since October 2024, rebounding from a prior decline (1.7% vs -0.7% in January), boosted by
an acceleration in the cost of fresh vegetables and a softer drop in pork prices. Non-food inflation picked up strongly (1.3% vs 0.4%), with
upward price pressures coming from clothing (1.9% vs 1.9%), healthcare (1.9% vs 1.7%), and education (2.0% vs flat reading).
Meantime, transport costs fell much more slowly (-0.7% vs -3.4%), even as a drop in housing prices accelerated a bit (-0.2% vs 0.1%).
Core inflation, excluding food and energy, rose 1.8% yoy, the strongest since March 2019. Monthly, the CP! rose 1.0%, up from 0.2% in
January and pointing to the largest monthly gain since February 2024. source: National Bureau of Statisics of China
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Can Beijing Contain Public Frustration over High Inequality,
Youth Unemployment, and Economic Strain?

By Barolay Bram

The Stakes: A Deeply Unequal Society

frustration over
inequality and privilege
in China had intensified, with a number of scandals

exposing systemic flaws. Despite Xi Jinping’s decade-long

anti-corruption campaign, these cases underscored to the
public how China remains a deeply unequal society in
which privilege determines outcomes.

According to the 2024 Hurun Global Rich List, China had more dollar billionaires (814) than the
United States (800). At the same time, more than 200 million Chinese people are working precarious
jobs in the gig economy, and youth unemployment continues to hover near 20%. China saw a
number of scandals in 2025 that highlighted the country’s inequality — a young actress flaunting
earrings supposedly bought with money that her father had embezzled from the state, a doctor in a
Beijing hospital advancing the career of his mistress at the expense of his patients, and a Harvard
valedictorian who was skewered online for her privileged educational background, to name a few.

While such public exposés of elite largesse and corruption are nothing new, these cases hit hard at
a time of grinding economic uncertainty, amid continued property market woes, high youth
unemployment, disruptions caused by artificial intelligence (Al), and the ongoing effects of
President Donald Trump's trade war. The extensive security apparatus of the Chinese Communist
Party (CCP) has largely prevented unrest, but growing frustration could create longer-term
governance challenges for the Party-state.
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1. UK tech in 2025: strong headline, messy
underneath

According to the Tech Nation 2025 report, the UK tech ecosystem is now valued at around 1.2
trillion US dollars, making it the largest in Europe and more than double the combined value of
France and Germany. London alone accounts for close to 60 percent of that value.

Funding data shows a similar pattern. The latest State of European Tech analysis suggests
UK startups raised around 14 billion US dollars in 2025, again the largest figure in Europe.
Other coverage notes that UK based tech companies attracted more investment than firms in
France, Germany and Switzerland combined, underlining that London and other UK hubs are
still a magnet for capital.
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China's new five-year plan calls for Al
throughout its economy, tech
breakthroughs

By Laurie Chen and Eduardo Baptista

March 5, 2026 7:08 AM GMT+5:30 - Updated March 5, 2026

‘An employee works on the production line of a semiconductor chip company in Suaian, Jiangsau province, China
Dy via REUTERS Purchase Licensing Riohts (%

Summary

« China chases breakthroughs in Al, chips, space, nuclear and quantum
« Hopes Al will transform manufacturing, boost productivity

o China to invest in basic research, building STEM talent base
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BEHIND
THE
BUCKET
SOURCING

When it comes to sourcing, our aim is to help shape a system that is good for chickens, good
for the planet and good for farmers. And we are open and honest about how we are driving
change across our supply chains.
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At the event, KFC China announced the following expanded CSR initiatives:

¢ As ajoint effort between KFC China and the China Children and Teenagers' Fund, the "KFC Little Migratory Bird Fund" will undergo
significant enhancements, aiming to expand the fund's support for underprivileged children who face challenges such as poverty and
disabilities. Since 2016, the fund has been promoting the physical and mental development of left-behind children through reading,
sports, and arts activities across the country. KFC China also shared that it aims to provide financial assistance to 1,000 children and
organize 200 caring and companionship activities by the end of 2024.

o KFC China launched a reusable serving basket made from KFC's coffee grounds to promote climate action. The baskets will initially be
rolled out at 1,500 KFC restaurants in Beijing, Shanghai, Guangzhou, Shenzhen, and Hangzhou, before being progressively introduced at
restaurants nationwide. In addition, KFC China is committed to introducing more carbon neutral products through forest planting
initiatives in key areas to support environment protection and restoration.

o KFC China will expand its Food Bank Program, which distributes free surplus food from its stores. The program is set to be expanded to
more than 700 stores in over 100 cities by the end of 2023, doubling that from 2022. The program reduces food waste and GHG
emissions.

o KFC China unveiled a new "Angel Restaurant" in Hangzhou, the host city for the 19th Asian Games and 4th Asian Para Games. KFC China
will select outstanding "Angel Employees" from its "Angel Restaurants" to form a special service team for the Asian Games. The "Angel
Restaurants" initiative creates a welcoming and inclusive workplace for people with special needs. As of the end of June 2023, KFC China
has 36 "Angel Restaurants" in 32 cities, employing over 200 individuals with special needs each year. These restaurants are equipped with
upgraded visual devices, and custom visual learning materials to enhance work environment of "Angel Employees".

Since entering mainland China 36 years ago, KFC China has remained steadfast in its commitment to social responsibility. With a network of
over 9,200 stores across 1,800 cities, KFC China strives to utilize its extensive reach as a powerful engagement platform that brings people
together in supporting the disadvantaged, protecting the environment and fostering a more caring society.
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China
KFC

KFC UK  applies

differentiation
through menu  innovation, brand
markeing  and  sustainability
commitments. The  brand
emphasizes  Briish  sourcing,
improved animal welfare standards
and quality assurance, while offering
unique menu items and promotional
deals tailored to local tastes. These
strategies help KFC distinguish itself
in the competitive UK quick-service
restaurant  market (KFC, 2026;
Shastr, 2025)

KFC  China  strongly  uses
differentiation through  localization
strategies, offering menu  items,
adapted to Chinese tastes, such as
fice dishes, congee and regionally
inspired meals. The brand also
differentiates  through  digital
innovation, loyalty programs and
cultural marketing, enabling it to
connect closely with Chinese
consumers (Gu, 2024; Li, 2024)

KFC
undifferentiated
maintaining a standardized global core

UK follows

approach

also an

by

menu, including  Original ~ Recipe
chicken and consistent ~branding
across outlets. This strategy ensures
brand  recognition,  operational
efficiency and uniform  customer
experience across locations  while
serving a broad consumer base (KFC
Global, 2026; Guinto et al., 2022)

KFC China also maintains an
undifferentiated global brand identity
by preserving core products, service
standards and intemational brand
image  across  thousands  of
restaurants. Standardized operations
and brand consistency help maintain
customer trust and allow efficient large-
scale expansion across China (KFC
Global, 2026; Johnson, 2026).
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A perceptual map is a marketing research tool used to visually
represent how consumers perceive and position competing
brands in a market based on key attributes such as price,
quality, or value. It helps organisations understand brand
positioning and identify competitive advantages or gaps in the
market (Gigauri, 2019).
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Product refers to the goods or services offered by a company to
satisfy customer needs and wants, including features, quality,
design, and branding that create value for consumers (Saidani et
al., 2019).
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Product variety, depth and width refer to the range and structure of
products offered by a company. Product width indicates the
number of different product lines, while product depth refers to the
variations within each line, allowing businesses to satisfy diverse
consumer preferences (Saidani et al., 2019).
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Product design refers to the features, appearance, functionality
and overall structure of a product that make it attractive, useful and
suitable for customer needs. Effective product design improves
usability, differentiation and customer satisfaction in competitive
markets (Pratama et al., 2025).
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Price represents the amount of money customers must pay to
obtain a product or service and reflects the company’s pricing
strategy, perceived value, and competitive positioning in the
market (Pratama et al., 2025).
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Place refers to the distribution channels and locations through
which products or services are made available to customers,
ensuring accessibility and convenience in the purchasing process
(Kiu Publication Extension et al., 2025).
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Promotion includes all communication activities used by
organisations to inform, persuade, and remind customers about
their products, such as advertising, sales promotion, public
relations, and digital marketing (Saidani et al., 2019).





image47.jpeg




image48.png




image49.png
People refer to employees and staff who interact with customers
and deliver the service, playing a crucial role in influencing
customer satisfaction and the overall service experience (Pratama
etal., 2025).
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Process describes the procedures, systems, and activities
involved in delivering a product or service to customers efficiently
and consistently (Kiu Publication Extension et al., 2025).
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Physical evidence refers to the tangible elements that support the
service experience, such as store environment, equipment,
branding, and visual cues that influence customer perceptions
(Saidani etal., 2019).
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. « Analysed KFC UK and China using STP, 7Ps and
Task Overview Ansoff Matrix with 2026 data.

+ Used journals, reports and frameworks to structure

Research Process comparative analysis (Belsare, 2025).
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« Confident in theory but unsure about integrating real-

Initial Feelings EHE GEiEL

. « Confidence improved through research and application
Later Feelings of concepts (Adeani et al., 2020).
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Key Learning

Critical Insight

« Importance of localisation and market-specific strategies
(Li, 2024).

« External factors like inflation and digitalisationinfluence
strategies (British Chambers of Commerce, 2026;
Cunningham, 2026).
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« Improved ability to link theory with real-world business

Learning Outcome analysis.

. « Importance of credible data and structured presentation
Key Insight (Dhollande et al., 2026).
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« Enhance research, referencing and critical analysis

Improvement Plan Skills.

« Improve time managementand apply reflective learning
Future Strategy regularly (Channell, 2025).
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