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[bookmark: _Toc224337752]1. Introduction
The fast-food entertainment sector all around the world has witnessed significant growth over the last few decades, which has been brought about by urbanisation, globalisation and shifting urban way of life of consumers. The growing need to have easy and cheap foods has compelled multinational restaurant chains to penetrate new markets (Hill and Hult, 2021). In these markets, India has seen the arrival of the international fast-food companies due to the large population with increasing middle class and rising disposable income (World Bank, 2023). This has propelled faster emergence of the Quick service restaurants (QSR) in major urban centres. In addition, the increased number of digital food-delivery systems has facilitated accessibility levels and strengthened the development of the fast-food industry in the country (Kaur et al., 2020; Lamberton and Stephen, 2016). This report uses the Porters diamond model to analyse the competitive forces within the fast-food industry in India and factors that determine the operation of McDonald’s within the Indian market segment.
[bookmark: _Toc224337753]2. Industry and Country Overview 
[bookmark: _Toc224337754]2.1 Overview of the Fast-Food Industry in India
Fast-food industry is one of the fastest growing sectors in the international food-service sector. This expansion can be explained in many emerging economies by increasing urbanisation, increased disposable incomes, and a changing lifestyle of the consumers (Hill and Hult, 2021). The swift service restaurant (QSR) industry in India has experienced significant growth over the last two decades due to the increasing demand of the consumers about convenience and cheap food options. Opening the Indian market to foreign direct investment through the liberalisation of economic policies in the 1990s allowed the entry of the multinational restaurant chains in the country (OECD, 2021).
Urbanisation has been central in the expansion of the fast-food industry in the Indian environment. The perceived changes in consumer behaviour have been brought about by the rapid population growth witnessed in urban centres like Delhi, Mumbai and Bangalore. Professional and university students often have both professional and academic responsibilities that limit time resources, which increases their tendency to engage in expedient and convenient nutritional intakes. This has in turn seen international fast-food conglomerates intensify penetrating into urban markets in accordance with this increased demand (Euromonitor, 2023). The growth of the sector is further supported by the technological development. Special websites focused on food delivery and mobile order interfaces allow the acquisition of meals in a timely manner and conveniently. These technological bridges have increased reach and enhanced the area of operation of fast-food restaurants in urban grounds (Kaur et al., 2020). The evolution of modern retail environments has also supported the expansion of fast-food businesses globally (Grewal, Roggeveen and Nordfält, 2017).
[bookmark: _Toc224337755]2.2 Market Size and Economic Importance
The fast-food industry is one of the staple components of the food-service industry in India and has a significant impact on the population in terms of employment and economic growth. The rapid growth in the number of people in the middle-income category has increased consumer spending on eating and leisure and this has caused the rapid growth in the number of quick-service restaurants in the country (World Bank, 2023). The market data has shown that the revenue in the Indian fast-food sector grows ceaselessly due to an increase in demand of branded food service as well as an increase in infiltration of foreign chain companies (Statista, 2024).
The financial effect of the industry goes far past restaurant activities. Fast-food restaurants are relying on large supply chains that incorporate agriculture, food processing, transportation and packaging sectors. These supply chains generate jobs and encourage local firms that provide ingredients, packing products and logistics services to restaurants operators (IBEF, 2024). Consequently, fast-food industries will lead to broader economic growth, through the improved development of local production and distribution networks. Moreover, the industry has a lot of foreign investment. It is believed that India is a key market by many international restaurant brands because of their high population and increasing buying power. Greater competition among multinationals fosters innovation, service enhancement and product differentiation in the sector (Deloitte, 2022).
[bookmark: _Toc224337756]2.3 Major Companies and Competitive Positioning
The Indian fast-food market can be described as the high level of rivalry among multinational companies and local restaurant players. International firms like McDonald’s, KFC, and Burger King have a well-developed restaurant system in large cities and keep extending it with the help of franchising and corporate alliances with local enterprises. These firms compete through good brand reputation, product differentiation and focused marketing messages targeting the younger consumers (Grewal and Levy, 2021; Kumar and Pansari, 2016). As illustrated in Figure 1, Domino’s and McDonald’s hold stronger competitive positions within the Indian fast-food market compared with other international brands.
[image: ]
Figure 1: Competitive Positioning of Major Fast-Food Brands in India
Source: Euromonitor (2023)
Domino Pizza is one of the most successful global food chains which is functioning in India due to its effective delivery model and well-developed online ordering systems. The company has enhanced a strong competitive edge by targeting quick delivery services and price-differentiation concepts that appeal to price-sensitive buyers in the Indian market (KPMG, 2021). The integration of omni-channel strategies has further strengthened competitive positioning among global fast-food brands (Verhoef, Kannan and Inman, 2015).
On the contrary, McDonald’s has channelled its focus to localisation and menu customisation to meet the cultural and dietary needs of Indian customers. An example is the corporation which came up with vegetarian meals like McAloo Tikki burger and removed beef products after considers a religious sensitivity. This practice explains why multinational enterprises should adjust their international business models to fit into the local cultural and social environments (Sarkar and Sinha, 2017).


Table 1: Major Fast-Food Chains Operating in India
	Company
	Origin Country
	Key Products
	Strategic Position

	McDonald's
	USA
	Burgers, fries, beverages
	Localised menu strategy

	KFC
	USA
	Fried chicken meals
	Strong chicken-based QSR

	Domino's Pizza
	USA
	Pizza and delivery services
	Market leader in delivery

	Burger King
	USA
	Burgers and snacks
	Rapid market expansion



Source: Euromonitor (2023).
[bookmark: _Toc224337757]2.4 Competitive Dynamics of the Industry
Indian fast-food market competition is organized based on such aspects as pricing, brand, and service innovations. MNCs do not only compete, but also with local Food vendors and local restaurant chains who offer cheaper alternatives to international fast-food products. This competitive environment forces the companies to keep improving their products and that of their competitors to maintain the customer loyalty (Tellis, 2017). Moreover, increased consumer sensitivity about health and nutrition has seen restaurant chains diversify their menus and to offer healthy options. Companies focus more on the product innovation and online marketing strategies to better the market positions and appeal to younger customers. This means that the fast-food business in India is constantly taking a new turn following the current changing consumer trends and the high competition.
[bookmark: _Toc224337758]3. Porter’s Diamond Model Analysis of the Fast-Food Industry in India 
Porter’s Diamond Model has been extensively used to examine competitive advantage within an industry that is located within a certain national environment. According to the model, competitiveness of any industry globally depends on four main determinants, which include factor conditions, demand conditions, related and supporting industries, and firm strategy, structure and rivalry (Porter and Kramer, 2019). Applying this model highlights that India’s competitive advantage in the fast-food industry is primarily driven by strong demand conditions and intense market rivalry, which encourage continuous innovation among multinational firms.[image: ]
Figure 2: Porter’s Diamond Model Applied to the Indian Fast-Food Industry
Source: Adapted from Porter and Kramer (2019)
[bookmark: _Toc224337759]3.1 Factor Conditions
Factor conditions are availability of resources (production factors) of labour, infrastructure, technology and raw materials that enable development of industries. India has several factor advantages that have helped the fast-food industry in India to grow. One of the glaring assets is the huge quantity of manpower that can assist in the process of running the restaurants, food preparation, and the supply-chain. Relatively cheap labour market allows the chain restaurants to perform effectively maintaining competitive prices (Hill and Hult, 2021). 
The other important factor condition is the strong agricultural industry of the country that provides a steady supply of ingredients necessary to produce fast-food. Restaurant chains supply their local farmers and suppliers with vegetables, poultry, and dairy products, reducing displays of imported raw materials and domestic frameworks of supply (IBEF, 2024). Furthermore, gains in digital infrastructures and technology in payment have enabled the adoption of online order and delivery system by fast-food businesses, which have increased the efficiencies of these businesses.
However, certain infrastructural limitations remain a significant challenge to the industry. Such poor logistics bottlenecks and inefficient transportation systems have the potential to increase distribution costs and undermine the consistency of supply chains. Despite those hindrances, the continued efforts in the transport and digital infrastructure developments are gradually improving the working conditions of multinational restaurant chains operating in India (World Bank, 2023).
[bookmark: _Toc224337760]3.2 Demand Conditions
Demand conditions refer to the nature and volume of domestic demand of goods and services in a given sector in the industry. The large population base in the Indian context, coupled with the large middle-income group that is on the rise creates massive demand of the fast-food items. With urbanisation accelerating and changing the lifestyle of consumers to be more time-sensitive, an increasing number of consumers are shifting towards immediate meal options, including fast food restaurants (Euromonitor, 2023). 
The young generations are a strategically important target market of the fast-food industry. Young professionals and college students usually demonstrate their inclination towards the international food brands that are viewed as the representatives of the modern ways of living and as the world culture. The parallel increase in the buying power of urbanites has just enhanced the need to experience a branded restaurant experience, thus increasing it over the traditional street-food restaurants (Statista, 2024). 
In the restaurant industry, the consumer behaviour has been greatly transformed by the digital technology. Online delivery platforms and mobile applications have also increased access to fast-food products by the people who might want to have the products delivered to their comfort zones at their workplaces or homes. Thus, the gradual growth of the food-delivery system has added to the general increase in the market of the quick-service restaurants in India (Kaur et al., 2020). Consumer preferences are also influenced by experiential and lifestyle factors that shape restaurant selection behaviour (Harrington, Ottenbacher and Kendall, 2011).
[bookmark: _Toc224337761]3.3 Related and Supporting Industries
The presence of strong supportive and supportive industry segments forms the key defining factor of the competitive position of the fast-food industry. In the Indian scenario the development of the food processing, agriculture, and logistic industries has given rise to an advanced supply-chain network which forms the basis of restaurant operations. These industries help to provide raw materials and food substances to restaurant units scattered in different geographical locations within the nation efficiently (NITI Aayog, 2023). Another constituent of an indispensable constituent of the fast-food ecosystem is represented by digital delivery platforms. The system of online ordering allows restaurants to go beyond the radius of their customers, thus increasing sales volumes and making their services more convenient. Technology and the operations of restaurants intersecting have, therefore, solidified the competitiveness of the restaurant industry and enabled businesses with the ability to expand their customer reach (Khan et al., 2022).
[bookmark: _Toc224337762]3.4 Firm Strategy, Structure and Rivalry
The final factor of Porters Diamond Model is the firm strategy, structure and rivalry. There is intense competition in the Indian fast-food industry due to the existence of various multinational brands that are present in the industry. To compete; companies compete by their pricing strategy, menu innovation, marketing campaigns and expansion of their restaurants to acquire customers and market share. Stiff competition in the industry causes companies to constantly improve the quality of products and their service delivery to ensure that they maintain a competitive edge in the market (Porter and Kramer, 2019). Companies need to be innovative and change their strategy to maintain their competitive advantage in the market (Kumar and Pansari, 2016). 
As an illustration, multinational corporations would customize their menu to match the local customer tastes so that they can stand out among their competitors. Overall, the analysis based on the application of the Porters Diamond Model shows that India has several competitive advantages that contribute to the development of the fast-food industry. The strong demand, enabling supply chains and fierce competition amongst the companies have triggered an active market scenario that is appealing to foreign restaurant chains in search of the expansion prospects. While Porter’s Diamond Model explains the national competitiveness of the industry, it is also necessary to examine how individual multinational corporations operate within this environment.
[bookmark: _Toc224337763]4. Multinational Company Analysis: McDonald's in India
[bookmark: _Toc224337764]4.1 Overview of McDonald's Global Operations
McDonald's is one of the largest multinational fast-food companies in the world and it has a network of thousands of restaurants which are scattered in over a hundred independent states. The company has developed an effective worldwide enterprise design based on franchising, business efficiency, and a strong brand name, which together promotes its vast market entry and profitability overall. Its globalisation plan prioritises enabling a consistent global brand image and at the same time be able to customise the products it offers as well as marketing activities to suit the needs of localised consumer relationships thus enabling the business to maintain a distinct global identity whilst captivating the various cultural and market peculiarities (Hill and Hult, 2021).
India is a large emerging economy to McDonald’s, and this is due to its massive population, the growth of middle-income and an increase in the need of fast-food options. Since establishing presence in the Indian market in the mid-1990s, the corporation has steadily enhanced its restaurant presence in the major metropolitan hubs and emerging urban centers. The company mainly offers franchise partnership with local establishments making the entity customize its operations according to the local market trends and legal requirements (McDonald’s Corporation, 2024). Through menu localisation, competitively fixed pricing as well as strategically oriented marketing programs, the corporation has captured a strong presence in the Indian fast-food market.
4.2 Political Factors
The political and regulatory environments have a significant impact on the business environment of the multinational corporations investing in India. The foreign direct investment (FDI) policy, food safety regulation and tax policy of a government have a significant influence on the operations of international restaurants chains. India is gradually liberalizing its economic policies over the last decades thus allowing multinational organizations to invest easier in the retail, and the food-service industry (OECD, 2021). Additionally, the government has created policies that aim at promoting foreign investment and improved business infrastructure, thus creating a positive environment in the eyes of foreign firms that are planning to venture in the Indian market. However, the foreign business still faces challenges in compliance with leading regulatory requirements, such as licensing rules, food safety regulations, and labour laws (NITI Aayog, 2023).
[bookmark: _Toc224337765]4.3 Economic Factors
However, there are certain problems that remain in the market. High levels of sensitivity to prices by consumers force multinational corporations to offer low prices in their menu. The culture and food preferences equally dictate that global brands should change their product to the local palates. McDonald’s has solved the identified constraints by including localized menu foods and maintaining competitive pricing policies (Sarkar and Sinha, 2017). Promotional pricing strategies significantly influence consumer purchasing decisions in competitive markets (Andrews et al., 2014).
Economic growth and rising incomes
Over the past twenty years, India has recorded continuous growth in its economy, which has spawned the high disposable income and increased consumer spending rates in restaurants and the consumption of convenience foods (World Bank, 2023). As a result, a significant part of the population forms a tendency to purchase the food of fast-food restaurants instead of depending exclusively on homemade food.
Expansion of the urban middle class
The growth of the urban middle income has had an extensive impact on the development of the fast-food industry in India. Increasing income and changing lifestyles have led to an increase in the consumer expenditure on the convenient foods. The young professionals and students tend to visit fast-food restaurants due to their low-cost and convenient options (Euromonitor, 2023).
Price sensitivity of consumers
Even with the long-termed economic outlook, a significant percentage of Indian customers displays high price sensitivity, who often compares fast food products with other less expensive food options like food at local eateries. To address this trend in consumer behaviour, McDonald’s has implemented low-priced menu foods, such as the McAloo Tikki burger, to appeal to low-end customers (Statista, 2024).
Growth of digital food delivery services
The expansion of online food ordering platforms has significantly increased the market coverage of the fast-food businesses. Using online services and mobile apps, customers can conveniently do their ordering at their house or office, which eventually makes it more accessible to the customer and increases sales of restaurant chains. These online services also enhance efficiency of the services and enable the proliferation of fast-food restaurants in the city markets (Kaur et al., 2020).
[bookmark: _Toc224337766]4.4 Social and Cultural Factors
Social and cultural influences have a major impact on the consumer behavior in the food service industry, especially in the culturally diverse market like India. Traditions, religion and dietary practices in the country have strong implications on food consumption trends. In the case of multinational enterprises entering the Indian market, it is important to fully understand these sociocultural dynamics to achieve sustainable success. The type of food items that consumers will readily embrace is governed by cultural value and the traditional cuisine culture (Sarkar and Sinha, 2017). 
One of the major cultural challenges that face fast-food restaurants in India is its universal avoidance of beef due to religious beliefs. The most popular religion in the country is Hinduism, which worships the cow as holy, which makes it impossible to eat beef to the significant part of the country. To counter this cultural sensitivity, McDonald’s has utilized the localization strategy whereby it has removed beef products in its menu; instead, it has added other products to the menu, including chicken and vegetarian burgers. A very good example of how a global product can be adapted to the local taste has been the McAloo Tikki burger which is made of spices and potatoes.
Vegetarianism is also one of the critical factors in the Indian food market. There is a significant proportion of the population, who follows the rigid eating habits of vegetarianism due to religious or cultural inclination. McDonald’s ahead of such demand has come up with a vegetarian menu of foods and fruits precisely aligned to the Indian consumer group. This method emphasizes the importance of localizing the international business structures to the local cultural milieu to ensure market acceptance (Tellis, 2017). Customer experience and perceived value play a key role in shaping brand loyalty and consumption behaviour (Batat, 2019).
[bookmark: _Toc224337767]4.5 Technological Factors
The technology development has significantly transformed the worldwide restaurant sector over the past decade. The advent of digital services, mobile applications and other online payment services has transformed how customers interact with their food service providers. The growth of digital technology in India has created new possibilities that fast-food businesses could adjust their operations and customer experience (Khan et al., 2022). Digital platforms and social media data have improved operational efficiency and customer engagement in the restaurant industry (Cui et al., 2017).
One of the most topical technologies that affect the fast-food industry is the expansion of online delivery platforms. Allowing customers to submit orders via mobile applications and online ordering platforms, such sites will help them fulfill their desires easily and quickly, without having to visit the restaurant territories. They, therefore, have expanded the reach of fast-food chains to consumers who are located beyond the geographical range of traditional stores (Kaur et al., 2020).
McDonald’s has been proactive in adopting digital technologies to improve the efficiency of service delivery and customer satisfaction. Self- ordering kiosks, mobile-ordering software and online payment systems are currently available in most of its Indian stores. The innovations have the effect of reducing the time that the customers must wait, increase their accuracy in orders and enhance the overall customer experience. 
At the same time, online marketing has become one of the leading approaches of fast-food businesses. The social media platforms give McDonald’s an opportunity to communicate directly with the customers, advertising new products and sustaining the brand presence especially with younger populations. Technology also aids in supply-chain management whereby it enables the tracking of the number of stock in the store, the deliveries and ensuring that all restaurants offer the same quality of food. Technology also enhances revenue management and service delivery in fast-food operations (Kimes, 2008).
[bookmark: _Toc224337768]4.6 Legal Factors
Regulatory and legal practices are important determinants of the business strategies of multinationals in the Indian median and fast-food industry. Compliance with government demands with respect to food safety, labour standards and business licensing is unavoidable in the attainment of statutory compliance and protection of consumer welfare. These controls create orderly environment, which forces restaurant chains to operate in a responsible way and maintain high standards of operation. 
Food-safety laws become particularly significant in the restaurant environment and role since they ensure that foodstuffs meet the necessary health and quality standards. The fast-food companies functioning in India must adhere to strict hygiene measures, accurate food handling systems and elaborate quality control systems to maintain consumer loyalty and publicize brand consistency. The activity of restaurants is controlled by regulatory authorities which regularly check its compliance with these safety standards (NITI Aayog, 2023).
The issues of labour regulations play a huge role in the running of the restaurants. Fast-food companies hire large hiring in activities such as serving, cooking, and delivery of food to the customers. Such organizations are therefore forced to comply with the laws of employment such as wages, working conditions, and occupational safety to ensure that their operations remain illegal. 
Besides, the franchise contracts and the laws on licensing are instrumental in the growth plans of multinationals. An example of this is the McDonald’s, which is managed as a franchise business alliance with the local business partners, which has helped it to meet its regulatory needs and at the same time expands its restaurant networks across the entire country (McDonald’s Corporation, 2024).
[bookmark: _Toc224337769]4.7 Market Attractiveness Evaluation
The fast-food industry in India holds significant prospects to multinational restaurant chains due to the good demographic and economic factors. The youthful and large population of the country offers a sizeable consumer base of the fast-service restaurants. More popular among younger consumers, especially living in city centres, are convenient food options and food brands of international character, which, in turn, fosters the growth of fast-food chains (Euromonitor, 2023). In addition, the increase in disposable income and the development of the middle classes have increased consumer interest in dining out cheaply in restaurants and experiencing a branded dining experience (World Bank, 2023).
Urbanisation also helps to increase the appeal of the market. With the increase in populations moving to urban areas and people leading busier lifestyles, there is a demand to ensure that quick and convenient meals are available. This demand is being fulfilled by quick-service restaurants which provide fast and convenient food services. The industry has also been empowered by the growth of digital delivery platforms, which allow consumers to receive food through mobile applications and online ordering, and, as a result, become more accessible and accessible to restaurant chains (Kaur et al., 2020).
However, there are certain problems that remain in the market. High levels of sensitivity to prices by consumers force multinational corporations to offer low prices in their menu. The culture and food preferences equally dictate that global brands should change their product to the local palates. McDonald’s has solved the identified constraints by including localized menu foods and maintaining competitive pricing policies (Sarkar and Sinha, 2017).

Table 2: PESTLE Summary for McDonald’s Operations in India
	Factor
	Key Opportunities
	Key Challenges

	Political
	Support for foreign investment
	Regulatory procedures

	Economic
	Growing middle class and urbanisation
	Price-sensitive consumers

	Social
	Young population and changing lifestyles
	Cultural dietary restrictions

	Technological
	Growth of digital delivery platforms
	Need for technological investment

	Legal
	Structured regulatory framework
	Compliance with food safety laws



Source: Author’s compilation based on industry analysis.
[bookmark: _Toc224337770]5. Conclusion
This paper has studied Indian fast-food industry and discussed the elements that determine the competitiveness of fast-food industry in the global business landscape. The industry has grown significantly due to the high rate of urbanization, continued growth in the economy, and the changing lifestyles of consumers. The increasing demand of the convenient and low-cost foods has encouraged the global corporations to venture into the Indian market. The use of Porters Diamond model reveals some competitive advantages, which can be used as the basis of the development of the sphere, such as a strong domestic demand, a large consumer base, and the connection to other related sectors like agriculture, logistics, and delivery services using digital immersions. 
However, there are still problems like price sensitivity, high competition and infrastructural limitation, which still influence the industry dynamics. The example of McDonald’s explains why multinational companies can find success in the new markets when they force their strategies to fit into the local culture and economy. The firm has established itself in the Indian market through the introduction of local menu foods and competitive pricing strategies. Overall, it can be stated that the fast-food business in India has significant expansion prospects in terms of international business in the long run.
[bookmark: _Toc224337771]6. Reflective Account (Gibbs Reflective Cycle)
[bookmark: _Toc224337772]6.1 Description
The current reflective essay reflects the methodology followed when a report is being prepared about international business, and specifically on a fast-food industry in India, and the dynamics of the activity of McDonald’s in this environment. The main purpose of the report was to measure the competitiveness of the industry and the determinants of the success of the multinational enterprise based in the country. To achieve this goal, I used a systematic literature review of peer-reviewed scholarly journals, industry reports and credible online databases to gather relevant information and statistics. 
The process of research was initiated through the selection of a country-industry pair justifying the availability of adequate publicly available data, and fast-food industry in India was chosen, as one of the fastest-growing sectors of the global food service market, as well as because it exemplifies the multinational expansion in an up-and-coming economy. After selecting the topic, the information was gathered through academic and market research, economic statistics to define the growth trend of the industry and the strategic activities of the multinational companies. In the analytical stage, I have used theoretical frameworks of the module including Porters Diamond Model and PESTLE Analysis. The frameworks helped them to organize the report and analyze the industry competitiveness along with the external forces that affect the operations of McDonald in India.
[bookmark: _Toc224337773]6.2 Feelings
At the beginning of the research project, there was some level of uncertainty on what to do with the assignment, and I also felt curious. The topic of international business expansion was found interesting since it is directly related to strategic practices of multinational corporations. However, first I had a difficulty recognising the credible sources and arranging the broad information which was at my disposal. This and more confidence were developed as I went through the research process because I became more familiar with academic databases and industry reports. The analysis of fast-food business in India enabled a better comprehension of how multinationals modify their strategies in entering the emerging markets. Another thing that I found educational is the study of cultural, economic and technological forces that determine the success of business in various nations. In general, the experience was further enriching, since I gained a more subjective understanding of the assignment requirements, as well as the analytical frameworks that are required to write an effective report.
[bookmark: _Toc224337774]6.3 Evaluation
Several aspects of the study and writing projects had positive results. It is worth mentioning that the inclusion of plausible academic references, such as peer-reviewed journal articles, industry reports, and statistical databases, helped to support the analytical framework, which made sure that the report was informed with credible and relevant information. The implementation of proven theoretical models, such as Porters Diamond Model and the PEST analysis, also made the arrangement of materials rather purposeful and reasonable, which made the analysis more organized. The additional strength of the assignment was the possibility to connect theoretical constructs of the module with a real business case. The case study of McDonald’s entry into India demonstrated how multinational firms tailor their operations to fit in various cultural, economic and market forces and thus connects theories with practice. However, there were some obstacles during the research process. This bulkiness of the data available warranted careful consideration in the choice of sources and reaching a balance between the descriptive and critical analysis was challenging in the environment of postgraduate scholarly writing.
[bookmark: _Toc224337775]6.4 Analysis
My experience with this assignment has allowed me to gain a more detailed perception on how theoretical frameworks can be applied to the analysis of business. The use of Porters Diamond Model enabled the investigation of the ways in which the demand conditions, industries involved and the rivalry among competitors contribute to the competitiveness of industries in the specific situation in a country. Using this model on the Indian fast-food industry provided information on the driving forces behind the growth of the industry. In addition, the PEST analysis helped to review the effect of political, economic, social, and technological factors in the business environment of multinationals in a systematic manner. Overall, the research exercise helped me to improve my academic skills, especially the ability to perform literature reviews, critical thinking, and systematic scholarship.
[bookmark: _Toc224337776]6.5 Conclusion
It was this process, which involved reflection, that enabled me to consider both the strengths and shortcomings of my research and approach to the analysis. The assignment helped me further understand the concepts of international business and helped me realize how the theoretical concepts can be applied to practical situation. Moreover, the process only enhanced my ability to do independent research, critically evaluate the data that is retrieved through various sources, and combine thoughts within a framework of a well-organized academic source. Overall, this has enhanced my academic writing and critical thinking skills, which will solidify my further academic interests and career growth.
[bookmark: _Toc224337777]6.6 Action Plan
In my future academic activities, I expect to improve my research and analysis skills by using a broader range of academic resources and strengthening my ability to critically assess literature. I will focus on the search of the high-quality journal articles and industry reports to support stronger scholarly conclusions. More so, I will also work on my time management by ensuring that I plan the research part and the writing part of assignments in advance. By determining a careful timetable of literature review, analysis and composition, effective task handling will be encouraged. Such improvements will contribute to the creation of superior academic work and enhance my knowledge of the international business strategy and global market analysis.
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Figure 1: Porter's Diamond Model Applied to the Indian Fast-Food Industry
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Figure 2: Competitive Positioning of Major Fast-Food Brands in India
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