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Write an anthropological analysis of a material object of your choice. You must apply two different approaches from the ones listed below to your analysis of the object and assess their benefits and limitations.
In this essay I will be analysing a simple McDonald’s fast food restaurant using the McDonaldization and Social Hierarchy approaches. 
I have chosen the McDonalds restaurant to analyse with these two approaches because the company has spread across the world with its iconic golden arches, its familiar interior and layout. It offers an interesting view of the forces of globalisation in action across borders and the interplay of social hierarchies across cultures within its space. It is a place where people from across the world are familiar with its layout and so no matter where they go or what country they visit the restaurant stands as a place of familiarity for people from 119 countries. Therefore, as it is a familiar place for people to congregate regardless of origin or culture it is ideal to use this as the object of our analysis. 

Ritzer’s theory of McDonaldization is our first analytical approach and as a term refers to the greater forces of globalisation represented in a single corporate entity (being the fast food chain known as McDonalds). 
Ritzer’s definition of McDonaldization is “The process by which the fast food restaurant are coming to dominate more and more sectors of American society as well as the rest of the world” (Ritzer|2010).
Globalisation is an on-going process where more and more people, states, businesses, ideas and cultures are being brought together by international economical, technological and cultural forces. McDonalds has permeated through borders from the United States of America into countries such as Russia, China, the UK, and Japan. The typical interior, method of purchase and layout of a McDonalds restaurant has been unchanged regardless of geographical location. This homogenization is one of the key themes scholars and many cultures fear, especially from multinational companies such as McDonalds where everything is uniform and similar wherever you go. Through examples such as McDonalds homogenization is viewed as a process that erodes the culture and values of certain societies whilst imposing western values, ideas and culture instead. This is viewed as cultural imperialism and is coaxing the world into one way of life. 
The McDonalds restaurant stands as an example of this as it first originated in the United States of America and has spread across the world thanks to the forces of capitalism. The Japanese are not all too keen on McDonalds because the way they traditionally eat and drink which involves the use of chopsticks, making no rude noises such as slurping, sitting/ kneeling in opposition to eating with their hands on the go. There are now estimated to be 3000 restaurants in Japan and whether some of the Japanese are unhappy of its presence, not much action has been taken against it.
In the Middle East however, more active opposition and resistance is seen against the McDonalds restaurant as it is seen as representing the ideals of the US creeping in and eroding Islamic beliefs and ideals (Ritzer|2010). This has led to attacks on individual restaurants as a resistance to McDonaldization, the forces of globalisation and to the cultural imperialism of the US. The Middle East has almost no restaurants as the people actively resist the forces of McDonaldization. The erosion of culture and the dominance of western ideals represented here through the homogenization process of the restaurant and what it represents seem to be rather bleak.

It is argued that this process does good as well as bad. By having a place that people from around the globe are all familiar with can help unite cultures and through McDonalds and McDonaldization can have their culture shared throughout the world as well. An example of this process is sushi which is available in supermarket stores across the world, traditionally it was a Japanese food. As a restaurant and a business, it is a fact that they need to make a profit to stay afloat which involves successfully selling their products. This immediately gives consumers some influence over our McDonalds restaurant as it may have to serve local foods (or adaptations of) as well as its signature products such as the Big Mac. This instantly allows the process to happen in the opposite direction. Examples of this are found in Japan such as the Teriyaki Mc Burger and Guranteiyaki rather than just the Big Mac and the Egg Muffin.
In Russia, previously known as the Soviet Union, there are now around 600 McDonald’s restaurants. However Russians have not taken hostility towards the chain but are argued to have localized the restaurant instead and have made it part of everyday life. This means that McDonalds has undergone the process of familiarization with the Russian people, as it has now become a part of what it means to be Russian (Caldwell|2004). Arguably, this has led to the decline of traditional local restaurants as the McDonalds restaurant gained more support but also when it first came to Russia presented itself as an ordinary restaurant rather than anything exotic or foreign. The restaurant also (in the case of Russia) adapted its marketing and production techniques to buy and sell Russian grown foods and thus the simple McDonalds restaurant becomes a part of the local system with local food, employees and customers. So our restaurant may have a similar look wherever we go in the world and may lead us to believe there is homogenization and some kind of cultural imperialism going on. Alternatively, the people who are employees and consumers in its space alongside the origins of the foodstuffs that go through the restaurant recreate it as a local entity with certain familiarities that reaffirm its position in society as something local.
Furthermore, McDonaldization and the simple McDonalds restaurant may not have such an erosive quality on other cultures as witnessed by Dr Emma Jayne Abbots in the Ecuadorian Andes but rather reinforces culture. The peasant classes welcome the arrival and presence of fast food chain restaurants such as McDonalds as it shows that they are a part of the modern world. Yet this does not diminish the importance or use of their traditional food particularly Cuy, instead it reinforces its use as a meal for celebrations whilst the food from McDonalds or other such fast food chains are still considered more normal foods (Abbots|2012). Here they are enjoying the best of both worlds, the sensation of being modern and close to the developing world whilst retaining their autonomy through their traditional food.
This leads nicely into a larger positive that with the growth of McDonaldization a greater chance for a more unified planet and less chance of wars (as people are more comfortable with the familiar and similar) may theoretically be possible. This is made plausible by the localization and inclusion of the McDonalds restaurant into daily life across the world by people of many different cultures. Whilst either making it their own or retaining their culture alongside the process of McDonaldization.
So our simple McDonalds restaurant wherever it is in the world maintains its uniformity in its processes, style and presentation wherever it is. This leads some concerned of its homogenizing nature and its erosion of culture such as in Japan and the Middle East. This indicates to a form of cultural imperialism. Although despite this, the setting may be uniform throughout the world, the power of consumer demands and a process of cultural affirmation change the processes within the restaurant such as in Russia. Furthermore, rather than the restaurant being viewed as a symbol of American cultural imperialism, it is seen as a symbol of modernity which many welcome rather than refute and many share the benefits of its presence alongside their own culture such as in the Ecuadorian Andes. 

 Social Hierarchies is our second analytical approach, and this refers to the complex systems of wealth and prestige of individuals within a given society. In each society often, the class which sets the social trends is the middle class which is somewhat in opposition to McDonaldization as this suggests that neither social elites or corporations are really in command, but it is in fact the middle class or otherwise known as the ‘leisure class’ (Fine. G. Veblen. T|1994). This has its benefits and drawbacks as this suggests that a class other than the elites has power in society even over some corporations such as McDonalds who then must cater to their needs and wants. However, this group also becomes the driving force behind consumption.
A simple McDonalds restaurant is not something one would often consider as being associated with the higher end of the social hierarchy. This is partly because the nature of the restaurant and the company is more about quantity over quality and in the expansion into Russia presented itself as an ordinary place to go and dine. 
Despite this, lower, middle and upper classes in any society use the McDonalds restaurant, its space and its food.
 In the Ecuadorian Andes the peasant class viewed McDonalds and other fast food chains such as KFC as a symbol of modernity and liked to be seen there as they considered it prestigious. They consider it so due to the fact it is foreign, comes from the US and is expensive (Abbots|2012). The space within the McDonalds restaurant and other similar fast food restaurants is about status and the peasant class view it in a positive light. This is contrary to the beliefs of the middle and upper classes who dislike the chains and the restaurant for its nature of being the forces of globalisation in action. Here the restaurant creates and reinforces a divide between the different social hierarchies, primarily the lower and upper classes.
In Russia the McDonalds restaurant and its disposition come to attract, influence and be influenced by namely the middle class, this becomes heavily evident by the introduction and the integration of milkshakes into Russian society (Caldwell|2004) and then Hamburgers etc. A lot of these are homemade as McDonalds is expensive but children and adults want to eat there all the same, and so the Russians improvise to meet this fashion. However, this fashion clearly permeates through the hierarchies as the restaurant is now considered a local entity in the eyes of the Russian people. This has its shortcomings as this means that the middle class are helping McDonaldization and does not mention whether social elites are involved in this process. Alternatively it does show us that the McDonalds restaurant as an object inspires classes of people to behave in different ways even at home in a way which is not so much the influence of globalization but instead the drive of social taste.
In contrast, the Middle East has a very small middle class due to constant wars and poverty (Kharas|2011) and so social tastes and fashions cannot take off or be influenced in these countries which may explain why McDonalds has been unable to introduce itself into that part of the world. This does suggest that with the lack of a middle or leisure class certain objects, forces or institutions such as McDonalds cannot gain a foothold.
Bourdieu and his theory of Habitus is key here. Around the world when the middle class develop tastes a middle class of one society can influence the middle class of another society, the involvement of a middle class with McDonalds in one society can inspire the same class in another society to become involved as well. This spread of taste around the world is very much like the spread of schemes and structures and thus a habitus is spread. This is reinforced by the uniformity of the McDonalds restaurant around the globe and its specific style of service. However this does not help us identify what the elite classes regard the McDonalds restaurant as but that ultimately fashions and tastes are defined, controlled and spread by the middle classes.
In conclusion, for analysing our McDonalds restaurant we can see the theory of McDonaldization shows us the forces of globalisation acting through the restaurant in its form, style and uniform worldwide presence. It shows us the erosion of culture and imposition of western ideals such as capitalism which causes a reaction with the local populace such as in the Middle East and Japan. However, it falls short to address the potential unity it can achieve as a chain and a restaurant and its ability to change depending upon the culture it is found in such as in Russia and the Ecuadorian Andes. The overall potential benefits of McDonaldization as demonstrated through our McDonalds restaurant is shown to balance out its cons but not outweigh them. It acts as a unifying force but also erodes culture at the same time. Thus making our McDonalds restaurant and the forces of McDonaldization to be a worldwide pragmatic force that does what it can to improve and grow profits causing both beneficial and detrimental outcomes and therefore creates a balanced mix of benefits and limitations.
The McDonalds restaurant has also proven to be helpful at viewing the social hierarchies as it acts as a place where all classes can come together but also shows us the influence of the middle or ‘leisure class’ in the way it takes on and spreads fashions and tastes. This also has shown us that power is taken away from the elites, corporations and forces of globalisation and given to the middle class instead. This suggests that the success of the McDonalds is more to do with social tastes and fashions rather than sheer financial force. This is further backed up by the lack of a middle class that exists in the Middle East and the substantial lack of the McDonalds restaurant. Without the demand there is no business. Lastly this approach potentially suggests that the spread of the McDonalds restaurant is due to the growing homogeneity of taste inspired from one leisure class to another by the forming of schemes and structures and ultimately a singular worldwide taste. Unlike McDonaldization this force is more erratic and more unpredictable as it lacks a specific goal and is always changing, it appears to achieve both beneficial and detrimental outcomes as this worldwide taste can also be seen to erode culture but also further a greater worldwide unity through familiarization and so therefore has a balance of benefits and limitations as well.
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