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Introduction 
This assignment will be evaluating a company that has entered into a different environment or culture and using a variety of theories and models identifying the impact that this has had on the business’s strategies and operations. The business that has been chosen is that of McDonald’s.  The environments that have been chosen are India and China.  
McDonald’s are known globally as a fast food restaurant that provide low-budget food for convenience. McDonald’s was founded in 1940 by the McDonald brothers and then franchised later in 1955 with Ray Kroc in San Bernardino, California. By 1958, McDonald’s had sold it’s 100 millionth hamburger. Since then, McDonald’s have vastly expanded to over 100 countries around the world and they have over 35,000 outlets globally and serve 69 million people every day.
McDonald’s are a business that uses franchises to expand. McDonald’s may be a global brand but more than 80% of their branches worldwide and nearly 90% in the U.S are owned by small- and mid-sized businessmen and women. Franchisees often live in the communities they serve and are committed to making a positive impact locally – from providing good food, customer service and job opportunities, to supporting local charities and other ways of giving back.. 


Main Findings
This chapter of the assignment will look at the main findings of the research. There are a variety of models and theories that can used to evaluate the cultural variation that has impacted the strategies and operation of McDonald’s as they have entered new markets across the globe. The two theories that will be used to evaluate McDonald’s are that of Hofstede and GLOBE. Using these models will allow the researcher to identify the factors that can influence decision making and negotiation, differences in communication preferences, as well as how culture affects the management of people, leadership and motivation. 
Hofstede
This model was created by Hofstede, who was one of the first researchers to analyse the influence of national culture on management practices. It came about after an empirical study at the large multinational company, IBM. The study was comprised of 150 questions with over 115,000 responses. 60 of the 150 questions in the survey focused on values. There are four main aspects of national culture that affect organisations in Hofstede’s model, they are:
Power distance 
Uncertainty avoidance
Individualism/Collectivism
Masculinity/Femininity
There is also a fifth dimension, short-term versus long-term orientation, which was not found in the data used to determine the oringinal dimensions. This dimension came from the Chinese Values Survey 1985, which contained a confucian dynamism scale.
Power distance 
Power distance is defined as ‘the extent to which the less powerful members of institutions and organisations within a country expect and accept that power is distributed unequally.’.
Uncertainty avoidance
This dimension looks at how a society tackles the unknown, do they try to control the future or let the dice fall where they may? This score looks at how threatened cultures feel to the unknown in the future and how much they try to avoid uncertainty.  
Individualism/Collectivism
This dimension looks at how independent or collective a society is. The more independent societies are supposed to look after themselves and their close family, whereas collective societies are more likely to care for a larger group of people in exchange for loyalty. 
Masculinity/Femininity
Although the name of this dimension assumes that is a gender based, when in actuality it looks at the factors that are stereotypically connected to men or women. A high masculinity score indicates that the society will be driven by success and competition, whereas a low score suggests that this society’s dominant values are quality of life and caring for others. The fundamental issue here is what motivates people, wanting to be the best (Masculine) or liking what you do (Feminine)
GLOBE
The "Global Leadership and Organizational Behavior Effectiveness" (GLOBE) Research Program was conceived in 1991 by Robert J. House of the Wharton School of Business, University of Pennsylvania. The first volume of this study was based on results from about 17,300 middle managers from 951 organizations. This theory implies that leader’s effectiveness is majorly based on organisational norms, beliefs and values. This theory has used Hofstede’s dimensions, mentioned above, as well as finding form other theorists, including Schwartz, Smith and Inglehart.  As GLOBE has been built on Hofstede’s original dimensions there are a large number of similarities between the two models. GLOBE includes dimensions such as Power Distance, Uncertainty Avoidance, Collectivism and others such as Assertiveness, Gender Egalitarianism and Future Orientation. 
Hofstede Country Comparison 
Below is a graph from Hofstede Insights, which has ranked and compared the countries that this research project is evaluating. The graph also includes the United States in order for a true comparison to be carried out, as the company in question, McDonald’s, was founded in the United States and has since reached global status operating in countries such as India and China. 
 
India
McDonald’s entered the Indian market in 1996, after already penetrating the Asian market with over 3600 restaurants in Asia, with approximately 2500 of those being in Japan.  One of McDonald’s most popular products are their beef burgers. However, when entering the market in India they had to reconsider how they were going to target the India market when in Indian culture beef and pork is not condoned in their diet and 71% of the Indian population are vegetarian. In regard to Power Distance, India scored 77, which indicates that the Indian society have an appreciation for hierarchy and a more vertical structure in business. India’s score of 48 in individualism is relatively intermediate. This means that there is an almost even split of collectivist and individualist. The collectivist part of this score indicates that there is a high preference for belonging to a larger organisation framework. This would benefit McDonald’s as they are a large global network who care for their team. This business would benefit the collectivists as they could be a part of a large global structure. However, the other side of this score is that of the individualist. This is due to the Hinduism aspect of Indian society. This aspect has had a major aspect on McDonald’s operations in India, as one of McDonald’s most popular products are their beef burgers. However, when entering the market in India they had to reconsider how they were going to target the India market when in Indian culture beef and pork is not condoned in their diet and 71% of the Indian population are vegetarian. McDonald’s adapted their products and their marketing strategies to local preferences in the national market of India. This shows that McDonald’s as an organisation are responding quickly to the Indian consumers. India scores 56 on this dimension and is thus considered a Masculine society. India is actually very Masculine in terms of visual display of success and power. Indian society are not afraid of being ostentatious or proud of their successes. However, India is also a spiritual country with millions of deities and various religious philosophies. With this religion it often humbles those within Indian society, which encourages people to value humility and humbleness. This indicates that those within this society are likely to have the drive to succeed, without the arrogance that comes with it. Looking at uncertainty avoidance, India scores 40 on this dimension and thus has a medium low preference for avoiding uncertainty. In India, there is acceptance of imperfection; nothing has to be perfect nor has to go exactly as planned. This shows that those within Indian society are likely understand and disregard human error or mistakes that have been made and look at the positive aspects of a business such as McDonald’s who are willing to change their staple menu to fit those within the Indian market. 
China 
McDonald’s entered the Chinese market in 1990 and has been growing steadily and successfully. China has been the number one growth market for McDonald’s, excluding their home market of the U.S., with 960 restaurants and over 60,000 employees. Looking at China in the Hofstede Country Comparison they sit the highest for Power Distance in comparison to the other countries with a ranking of 80. This suggests that individuals are more than likely to be influenced by formal authority and sanctions. This ranking suggests that people within Chinese society should have aspirations beyond their rank. At a score of 20 China is a highly collectivist culture where people act in the interests of the group and not necessarily of themselves. In-group considerations affect hiring and promotions with closer in-groups are getting preferential treatment. Therefore, the affect this has on McDonald’s is that staff are more likely to get hired due to nepotism or family relations compared to that of the skill they possess. Personal relationships prevail over task and company. Looking at the Hofstede Country Comparison above it is clear to see that at a ranking of 676, China is a masculine society, they are success oriented and driven. Leisure time is not so important to this society making it easier for companies such as McDonald’s to find staff to fill the hours needed to run their stores in the Chinese Market. Looking at China’s ranking for Uncertainty Avoidance, they rank relatively low. This means that they are not afraid of ambiguity as their culture and language is surrounded in ambiguity that can be difficult to interpret. The majority of businesses in China tend to be small to medium sized businesses, which is beneficial to McDonald’s are Small to Medium Enterprises (SME’s). This shows that Chinese culture show an adaptability with traditions, a strong likelihood to save and invest and a drive to achieve good results. This implies that McDonald’s would not find it difficult to enter the Chinese market as those within its society are driven to achieve and succeed in whatever business venture they choose, meaning that those who do invest in McDonald’s will strive to succeed.  


Conclusion
Looking at the two countries it is clear to see that despite the clear differences with culture in the United States, China and India, McDonald’s would no doubt succeed as they have taken into consideration what factors may affect operations and practices within the country. McDonald’s have shown that even though a country may differ in culture quite drastically, there is an opportunity to succeed.
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