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[bookmark: _Toc237530397]Section 1: International Business Analysis
[bookmark: _Toc237530398]1. Introduction
International business expansion requires firms to evaluate whether their existing capabilities can create value in a new country while responding to unfamiliar market conditions. This report discusses the possible scenario for McDonald's when it tries to venture into Bangladesh, which is a South Asian economy with little or no significant operation of the company.  McDonald’s has been founded by Richard and Maurice in 1940 and since then it has become the world's largest fast-food chain. As of the end of 2025, it had 45,356 restaurants in over 100 countries, with some 150,000 employees in company-owned restaurants. The company is looking to expand to 50,000 restaurants by 2027 and Bangladesh is a possible expansion market (McDonald’s Corporation, 2026a).
[image: McDonald's Logo Design – History, Meaning and Evolution | Turbologo]
Figure 1: McDonald's Logo, History and Evolution; Source (McDonald’s Corporation, 2026a)
Bangladesh is chosen due to having large and growing population, an increasingly urbanized consumer base, an expanding food-service sector, rising usage of cashless payments, issues of inflation, regulation, food safety, infrastructure and culture adaptation. The objective of the report is to evaluate the attractiveness of Bangladesh as a market for McDonald's, and to decide in which mode McDonald's should enter the market. In order to achieve that, this analysis uses Bartlett and Ghoshal's international strategy framework, political, economic, legal and cultural environment and Dunning's OLI paradigm to come up with the market entry recommendation.

[bookmark: _Toc237530399]2. Organisational Classification and Global Strategy
[bookmark: _Toc237530400]2.1 Strategic Categorisation
The McDonalds can be best described as a transnational corporation that has a powerful global standardisation base. Bartlett and Ghoshal (1989) differentiate the transnational form as both global efficiency and local responsiveness and organisational learning. The McDonalds typical brand, food safety regulations, restaurant habits and technologies are deeply integrated and menu structure, prices, communication and forms differ across markets. The purely global label would thus be a way of underestimating the localization required to transform the international operating system into customer value across various cultural and institutional environments.
[image: 1 . Global business strategies of multinational firms: the Bartlett and...  | Download Scientific Diagram]
[bookmark: _Toc237530386]Figure 1: Bartlett and Ghoshal integration and responsiveness matrix (Lehmann, 2010)
Global integration: McDonald has been integrated in terms of control of trademarks, restaurant standards, supplier approval, training, technology and performance measurement. According to McDonalds Corporation (2026a), a system exists between the corporation, franchisees and suppliers that is not a loosely knit group of restaurants under the same name. This structure offers buying power, routinized habits and accelerates innovation diffusion of experimented innovation. It further safeguards system trust since a food safety or service failure in one market can give rise to reputational costs that are not incurred by the responsible restaurant or national operator.
Local responsiveness: Responsiveness is provided by means of religious compliance, menu composition, value offers, service formats and promotional calendars. According to Hollensen (2025), global service brands must be able to separate their non-negotiable core with the customer facing aspects that must be adapted. In Bangladesh, commercial needs would be halal assurance, chicken and fish food, rice-based meals, family sharing events and affordable prices as opposed to cosmetic localisation. 
Critical classification: The category of strategy varies according to activity. Food safety, intellectual property and digital security must be highly integrated, and pricing, flavour and local communication should be discretional. Blind, Jastram and Muller (2025) demonstrate that the global standards are compatible with subsidiary adaptation in the case of institutional environments dissimilarity. Oversurgery may render the Bangladeshi unaffordable or culturally inaccessible, but the lack of control in the adaptation process may undermine the speed, consistency and brand meaning. McDonalds ought to then work to achieve selective local responsiveness within globally controlled system as opposed to homogeneity or total decentralisation.
[bookmark: _Toc237530401]2.2 Global Configuration and Competitive Advantage
Geographic configuration: McDonalds had 45,356 restaurants reported at year end 2025, including 13,706 in United States, 10,845 in international operated markets, and 20,805 developmental licensed markets (McDonalds Corporation, 2026a). According to McDonald’s Corporation (2026b), another 95 per cent of restaurants were franchised. This model diffuses brand and technology investment over a huge revenue base and offloads much restaurant capital to partners. Geographic diversification decreases reliance on a single economy, but currency, geopolitical and supply shocks are capable of diffusing across the interconnected system.
[image: ]
[bookmark: _Toc237530387]Figure 2: McDonald’s systemwide restaurants by segment, 2023–2025 (McDonald’s Corporation (2026a), Annual Report 2025, p. 20)
Competitive advantage and value creation: McDonalds transforms intangible assets into royalty, rent and service income and preserves local entrepreneurial efforts. According to Collinson et al. (2024), the highest advantage of multinationals is observed in the event of a combination of transferable capabilities and location specific resources. McDonalds offers its brand, operating knowledge and training, data, product architecture and supplier standards; partners, capital, access to property, labour management and local relationships. This split facilitates fast scaling, and value can be maintained only when monitoring avoids local shortcuts incurring safety or reputation costs to the broader network.

[bookmark: _Toc237530402]3. Macro Environmental Appraisal and Market Attractiveness
In this section, political, economic, legal and cultural factors affecting McDonald's potential entry into Bangladesh is assessed applying Dunning's eclectic paradigm.
[bookmark: _Toc237530403]3.1 Host Country Analysis
Absence of significant presence: Bangladesh meets the requirements of being absent from the official 2025 list of markets in which McDonald is operating. The markets reported in McDonald's Corporation, Annual Report 2026b' are 97 but there is no report about Bangladesh and no subsidiary, licensed operation, and reporting segment is found in Bangladesh. The presence does not mean brand awareness or social-media references. Bangladesh thus is a real new-market option.
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[bookmark: _Toc237530388]Figure 3: Bangladesh selected economic indicators, FY2025–FY2027 (International Monetary Fund, 2026)
Addressable market: The national population is the whole cake and the demographic scale is large for an international quick service brand, but it is not the entire cake. The International Monetary Fund (2026) maps the population as around 175.4 million, the real GDP growth in FY2026 as 4.7 per cent, and in high inflation. Nationwide expansion is indicated by these indicators, but not for the short term. AT first, McDonald's should target middle- and upper-class families, students, professionals and travelers living in dense area where there are more retail, offices, universities and delivery activity in Dhaka. Later stage are more cities like Chattogram and Sylhet as national growth does not mean that there will be sufficient disposable income or repeat demand in every city.
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[bookmark: _Toc237530389]Figure 4: Overview of Bangladesh’s food-service industry (United States Department of Agriculture, 2025)
Food service context: There is a large and fragmented eating-out market in Bangladesh, driving demand and strong substitution. According to United States Department of Agriculture (2025), the country had 436,274 hotels and restaurants, and a significant portion of these were fast food shops and restaurants. International chains and local fast food, cafés, street food, food on wheels and homecooking would be among their potential rivals. The only differentiator should therefore be quality, visual cleanliness, speed, reliably and family-friendly.
[bookmark: _Toc237530404]3.1.1 Political Environment
Political stability and policy execution: Large labour pool and strategic location; official interest in foreign investment; implementation varies. Bureaucratic delays, weak infrastructure, and complex and inconsistent tax policies are practical obstacles cited by the United States International Trade Administration (2026). The primary risk for McDonald's is likely to be customs, permits, municipal approvals, and utilities, and not expropriation. Staged model is better as it allows for slowing down or a pause, if promises in policy are not translated to practice.
Political response: Corruption and administrative discretion can entail hidden costs, compliance risks and reputational exposure. In the latest corruption perception index 2025, Bangladesh scores 24 out of 100 in Corruption Perceptions Index published by Transparency International (2026). While these captures perceived public-sector corruption, it is relevant since entry relies on licensing and customs; property authorisation and official interaction. McDonald’s must have due diligence maps as third parties, official contact documents and an obligation to whistle-blow and anti-bribery controls. The "local knowledge" should be used for lawful regulatory navigation and not facilitation.

[bookmark: _Toc237530390]Figure 5: Macro-Environmental Analysis
[bookmark: _Toc237530405]3.1.2 Economic Environment
Growth and demand: Consumer-market development needs caution due to macro-economic pressure, while Bangladesh is on a long-term growth path. Islam et al. (2024) shows foreign investment is not static, it reacts to changes in the economic conditions. National GDP growth is of lesser significance to McDonald's than the disposable income and traffic within target catchments. Office density, university numbers, shopping-centre footfall, delivery value, and family leisure spending and property cost should be used in site selection. The opportunity should be about aggregate GDP, not in lieu of restaurant-level demand evidence.
Inflation and affordability: The risk to discretionary food, wages and franchisee margins from high inflation. Persistent inflation, financial sector weakness and reform uncertainty are cited in the World Bank (2025). If something on the McDonald's menu is significantly higher priced than something you know, then curiosity won't turn into repeat business. The menu should feature a transparent price tier with low-cost snacks, breakfast options, chicken options, family and limited higher tier options. Portion design, local sourcing and disciplined promotion should protect value perceptions without repeated price increases.
Foreign-exchange exposure: Foreign exchange pressures can increase the cost of imported equipment, ingredients, packings, technology charges and royalties. Recovery in the International Monetary Fund (2026) is tied to exchange-rate flexibility, rebuilding of reserves and reform of the banking sector. Relying on imports of potatoes, dairy, sauces or packages would lead to margin volatility and interruption risk. Increased tiers of progression should be applied to qualify local suppliers; and Dual sourcing of critical inputs and transparent currency-adjustment clauses should be included. Operational Localization provides more long-lasting protection than hedging by itself.
Urban concentration: Dhaka's best launch economics are due to the high concentration of incomes, offices, universities, modern retail and delivery activity. Ahmed et al. (2023) discovers a demand segmentation for Bangladeshi fast-food, influenced by different factors such as price, quality, brand, income and promotion. Instead of seeking symbolic national coverage, McDonald's should construct a "manageable" Dhaka cluster. Clustering density would enable shared supervision and reduce distribution costs and make it easier to demonstrate repeat demand before expansion.
Digital payment and delivery readiness: Mobile-financial-service ecosystem readiness for digital payment and delivery in Bangladesh. In February 2025, Bangladesh Bank reported some 240.5 million customer and merchant accounts and roughly BDT 1.65 trillion in monthly transactions (Bangladesh Bank, 2025). Though these numbers don't necessarily reflect every account is active or it's being used for restaurants, it does reveal that there's a common awareness of digital payment. For inclusion and resilience, McDonald's should do major wallets integration and also receive cash.
Competitive intensity: McDonald's would be joining a market in which international brands and domestic businesses are engaged in price wars and competing for flavours and delivery convenience. Peng and Meyer (2023) believe that when the condition in a host market is quite different from the home market, foreign firms must obtain complementary domestic resources. If someone is recognized around the world, one can't assume that they are loyal. Price of competition, delivery discounts, demand by time of day and property economics should be mapped by a local partner. McDonald's had to be more trustworthy, speedy, family-friendly and affordable than what's out there.
[image: ]
[bookmark: _Toc237530391]Figure 6: Political, economic, legal and cultural appraisal (Author’s synthesis of the host country analysis)
Supply ecosystem: Traceability, refrigeration, and consistency of quality are missing from the agricultural and food-processing foundation in Bangladesh. The United States Trade and Development Agency (2024) indicates that cold chain deficit is a food loss, food safety risk, and trade constraint. Transport, back up electricity, laboratory testing, supplier development and central transport would be required for McDonald's. These investments are only possible if there is already modern logistics in the partner and can increase entry costs.
Economic judgement: Patient niche entry instead of immediate nationwide roll-out is supported by evidence. Where the financial system itself has a limited capacity to absorb shocks, uncertainty, as demonstrated by Marozva (2025), is likely to negatively affect investment. McDonald's needs to allow for sluggish early gains, high logistics expenses & long supplier qualification. Expansion gate should evaluate cash contribution, repeat transactions, delivery economics, food-cost variance and supplier compliance, at store level. Strategic option value is population, but only after proving the unit economics.
[bookmark: _Toc237530406]3.1.3 Legal and Regulatory Environment
Foreign investment and corporate structure: There are usually good possibilities for foreign investment, and legal authorization does not eliminate procedural complexities. According to United States International Trade Administration (2026), there are investment-promotion agencies and one-stop services, and investors continue to have implementation issues. McDonald's requires a formal framework for licensing, trademarks, technology service, royalty, leases, imports and suppliers. Before signing, local counsel should verify registration, ownership, remittance and tax treatment as the enforceability of this agreement may be weak.
Food-safety regulation: It's about strategically branding, not just about back office. The Bangladesh Food Safety Authority (2026) offers guidance on hygiene, separation and safe handling, which McDonald's should go beyond the minimum. It should involve recognised certification, written directions, microbiological testing, electronic documentation of temperatures and unannounced inspections at restaurants, transport and suppliers. McDonald's should keep the power to suspend or shut down if safety evidence isn't satisfactory.
Workforce capability: Recruitment and employee training are legal and operational concerns of a branded restaurant system, which relies on repeat employee behaviours for continued success. Rahman, Hossain and Pulok (2025) identify significant gaps in food-safety knowledge and practices among restaurant and street-food handlers in Dhaka. There should be a training restaurant, competency tests, refresher programmes and supervisor certification before speedy recruitment at McDonald's. Labor employment contract, working hours, safety, grievance, good employment requires checking, as poor labor practices will hurt services and reputation.
Tax, customs and remittance: The business model is impacted by these taxes. The U.S. Department of Agriculture (2025) identifies procedures and infrastructure as food-trade constraints. McDonald's imports should be limited to specialized equipment and certain raw ingredients. Licences should ensure that tax, customs and transfer-pricing duties are allocated, and tax and financial models should stress test delayed clearance, changes in duty rates and currency restrictions.
Intellectual property and customer data: Trademarks, recipes, operating knowledge and customer data are key assets of ownership. With effective coordination of technology and local resources, Bhandari et al. (2023) claim that digitalisation reinforces international performance. McDonald’s should register traded marks prior to launch, adopt approved software, implement access control and have incident response plans. Supplier, employee and agency agreements should define confidentiality and data-use rights. Local marketing autonomy does not apply to unapproved applications or databases that might unveil customer information.
[bookmark: _Toc237530407]3.1.4 Cultural Environment
Religious and dietary legitimacy: Legitimate religious and dietary entry conditions in the Muslim country of Bangladesh. Compliance should be more than showing a logo, it should encompass ingredients, slaughter, transport, storage, and preparation and exposure to cross-contamination. Training and testing are warranted because the common gaps in food handler knowledge and practice are identified by Rifat et al. (2022). Recognised certification, segregated supply and open communications should be used as one slip up could hurt a national launch for McDonald's.
Taste and menu adaptation: Bangladeshi consumers know the taste and mostly tend to share a meal with rice, chicken, fish, spice. Ahamed et al. (2024) reveal that income, quality, brand, and promotion play a role in making fast-food selections. The brands should launch with a limited menu that safeguards kitchen simplicity and provides the testing ground for new menu items, like spiced chicken, fish, rice-based items and breakfast. Adaptation should come after the results of controlled trials and feedback from customers and sales.
Family, trust and social occasions: Restaurant use can entail consumption, family fun, convenience and social display, especially since advancement in retail locations. Haque, Oosterveer, Vignola and Rasheed (2023) indicate that food-safety concerns are actively managed by urban consumers in Dhaka when eating beyond home. Cleanliness, family seating and safe toilet facilities could add value beyond the product, all of which could be visible. First visits may be created because of brand recognition, but comfort, service and value are key to repeat purchase.
Limits of cultural models: Cultural models can be used to inform managerial questions, but differences in age, income, city, education and digital behavior can go unnoticed. Verbeke and Lee (2021) warn against assuming that there is a 'national archetype' to international strategy. For McDonald's, some culture study should be used and they should observe, interview, test their menus, analyze delivery data and complaints as well. A national profile of digital consumers may not be as useful as ongoing learning in Dhaka, as young consumers here could be different from older-age consumers or consumers outside the capital.
[bookmark: _Toc237530408]3.2 Market Entry Analysis using OLI Eclectic Paradigm
Ownership advantages: Dunning eclectic paradigm begins with the question: Does the firm have some attributes that could offset the cost of foreign enterprise? Dunning (1988) found that the factors associated with international production are ownership, location and internalisation. The ownership benefits of McDonalds are brand knowledge, restaurant practices, supplier practices, training, property, menu creation and computer systems. Predictable safety, speed and service in various locations is not the most valued benefit in Bangladesh in general; it is represented by the Golden Arches. These resources are worth exploring, even though the high cost may annihilate their domestic value.
Location advantages: Population density, urbanisation, familiarity with digital payments and having labor and space to roll out a trusted quick service system. Yang (2024) insists that the impact of foreign investment is not just location specific but also relies on contact between firm capability and host conditions. The negative is related to the inflation, foreign exchange pressure, cold chain failures, buying power uncertainty and governance risk. The place case would therefore be in favor of a small Dhaka cluster, where high density would facilitate learning, but would not be the case in an immediate nationwide roll out, which would time the fixed cost before the demand is in place.
[image: ]
[bookmark: _Toc237530392]Figure 7: Dunning’s OLI synthesis for Bangladesh entry (Dunning, 1988)
Internalisation advantages: McDonalds must internalise the control of trademarks, food safety, technology, training and supplier approval, but it does not have to own all the restaurant assets. Wan et al. (2023) found the outcome of entry is driven by fit between environmental and control and resource. Development licence can implement operational control through systems, audits and contracts, and hand over the property and a normal restaurant investment to the local side. A weak brand policy would also not work, as the impact of a brand failure would be felt worldwide even though the assets were locally oriented.
Since there are significant ownership advantages, partial location advantages, and a need for internalisation, the OLI assessment reacts to the situation of conditional entry. The new market entry, Brouthers et al. (2022), is not exclusive to equity/non equity structures but rather relies on hybrid structures. OLI is uncertain on the right price, partner and launching date and its answer has to be verified with primary research and staged investment. It organizes the decision, but not the managerial judgement or uncertainty.

[bookmark: _Toc237530409]4. Entry Mode Strategy and Strategic Synthesis
[bookmark: _Toc237530410]4.1 Historical Pattern Recognition
Dominant historical pattern: McDonalds global growth is characterized mainly by traditional franchising, developmental licensing and affiliate models. According to McDonalds Corporation (2026a), the company has nearly 95 per cent of the restaurants franchised at the end of 2025 including approximately 99 per cent in the international developmental licensed markets. The model reduces the direct investment of capital but generates the income in terms of royalty and rent. It also delegates work, pricing and day-to-day implementations to the local entrepreneurs as the corporation safeguards brand criteria, training, technology and knowledge of systems.
Developmental licensing pattern: Under a developmental licence, the partner will usually provide capital, runs restaurants and might be granted rights to develop a national territory. According to McDonald’s Corporation (2026c), the structure is applicable where there are enough strong local partners who can take up development and operating risk. The mode is particularly applicable to Bangladesh since entry would be more than of one restaurant. An effective partner has to develop the property pipeline, management team, distribution system, supplier base, digital integration and government interface required to have a coherent national platform.
Single unit franchise: A typical single restaurant franchise would reduce the direct exposure of McDonald but would not provide an infrastructure system shared by Bangladesh. Bretas and Alon (2021) show that emerging market franchising is shaped by institutional gaps, resource constraints and local adaptation. Launch needs distrobbing, training, development of property, government coordination, digital systems and supplier qualification. The initial, fragmented ownership might promote inconsistent standards and underinvestment. Single unit franchising can be suitable once the national platform and operating evidence are available, however, it cannot be used as the first entry structure.
[bookmark: _Toc237530411]4.2 Strategic Fit and Justification
Joint venture: A joint venture with a Bangladeshi conglomerate would offer a shared control, direct learning and local legitimacy, but would expose McDonald capital to the currency, political and operational risk. Silva, Ogasavara and Pereira (2024) demonstrate that the institutional distance plays a role in equity decisions, but larger ownership does not necessarily eliminate uncertainty. McDonalds can obtain the majority of the necessary control using brand standards, access to technology, audits, step in rights, and approval of suppliers. Participation in the equity should be thus a subsequent option in case the market proves to be strategically valuable or the licence fail to secure vital interests.
Wholly owned greenfield entry: 100% ownership would give maximum control but offer the poorest risk adjusted fit during market testing. According to Hill (2022), wholly owned investment is appropriate when the strategies and strategic control are more important than the capital commitment and uncertainty. Before demand was established McDonalds would have to establish property, logistics, regulatory capacity and a management organisation. Its critical knowledge can be secured rather by means of systems, contracts, access controls and direct audit. All ownership would replicate local capacity and exit or redesign would be more expensive in case affordability or supply assumptions were inaccurate.
Developmental license fit: A developmental license provides the best balance between local knowledge, speed, flexibility, control and capital efficiency. According to Peng and Meyer (2023), multinational governance processes are most effective when partner resources build on, but not emulate, the capabilities of the firm. The chosen licensee must have audited finances, consumer operations, property access, cold chain experience, technology capability and a good compliance history. The partner invests and implements within a sanctioned national development plan, with McDonalds controlling the brand, the products, training, suppliers and digital systems.
Phase 0, validation: McDonalds ought to start with twelve-eighteen months of validation that includes partner due diligence, trademarks, halal design, legal approvals, supplier audits, cold chain trials, property checks, consumer research and store economics. The World Bank (2025) connects the perspective of Bangladesh to the integrity and speed of reform, and reversible commitment is worth. Unconditional granting of national territory should not be given. The expansion of development rights should come after the partner has shown ethical behavior, financing ability, availability of supply and an operating plan that has the potential to satisfy McDonalds worldwide standards.
[image: ]
[bookmark: _Toc237530393]Figure 8: Comparative suitability of entry modes (Author’s weighted assessment based on Wan et al., 2023, Silva, Ogasavara and Pereira, 2024 and McDonald’s Corporation, 2026a)
Phase 1, Dhaka pilot: The launch phase of the business ought to be launched with two or three Dhaka restaurants with a training store and central distribution facility. Yan et al. (2022) discover that online fast food buying intentions depend on values and attitudes in Bangladesh, which justify integrated delivery and local digital payments. The pilot is also supposed to measure repeat visit, average order value, cost of food, service time, waste, complaints, employee turnover and supplier deviations. The creation of awareness and pre-opening lines should not be a driver to expansion since it can indicate curiosity and not long-term demand.
[bookmark: _Toc237530412]4.3 Recommended Phased Entry
Risk governance: The licence must contain anti bribery controls, audited royalties, cyber requirements, traceability, business continuity, product suspension and company step in rights following major safety or brand failure. Chen and Jiang (2021) demonstrate the fact that institutional quality will determine investment performance, and thus governance should be based on the host environment instead of imitating a mature market contract. Currency conversion and exceptional inflation mechanisms should be specified in financial clauses and not assure partner returns. Evidence can be looked into by a joint risk committee, as McDonald remains in ultimate control of the global system standards.
Final recommendation: McDonalds ought to embark on Bangladesh via a staged developmental licence with only one national firm, starting with Dhaka and only when other performance is proven to be within reach to the mother country. Sardar et al. (2022) advocate the use of hybrid entry structures when companies should have local resources and selective control. It needs to be digitally enabled, value tiered and progressively localised and halal by design. McDonald should not approve an unconditional master franchise and national roll out with a company owned launch. This suggestion safeguards ownership benefits but puts property and normal working capital in the hands of the local investor.
[image: ]
[bookmark: _Toc237530394]Figure 9: Recommended phased market entry roadmap (Author)
[bookmark: _Toc237530413]5. Conclusion and Recommendations
Bangladesh is appealing and challenging. Density of cities, rising consumerism, digital payment and a fragmented restaurant industry provide space to trusted international quick service system, and inflation, foreign exchange pressure, institutional uncertainty, gaps in food safety and cold chain cost restricts the opportunity. McDonald must not take a permanent refusal and offensive implementation. The facts justify planning and a guided pilot to determine whether the location drawbacks can be neutralized by the strength and worth of the brand or the discipline of operations.
The developmental licence in phases is in line with the historical practice of McDonald in Bangladesh. Trademarks, safety, technology, training and suppliers would be controlled by McDonald, and capital, property knowledge and performance would be offered by a qualified partner. The initial goal is proving system integrity and repeat demand in a cluster in Dhaka. They should expand after conspicuous commercial, safety and compliance levels, so that Bangladesh will transform into a sustainable market without undue irreparable exposure.

[bookmark: _Toc237530414]Section 2: Reflective Account Using Gibbs’ Reflective Cycle
[bookmark: _Toc237530415]1.1 Description
Description of the process: I split the brief into three decision questions: in what ways does McDonalds create international value, is Bangladesh a good place to do it, and what mode balances control, commitment and flexibility. Gibbs (1988) presents reflection as a cycle moving from description to action, so I kept a research log rather than relying on memory at the end. The log documented search, claim, restriction and decision impact. This did not allow the study to turn out to be a compilation of unrelated country facts.
Research strategy: I used academic databases and publisher sites to find peer reviewed articles about strategy, franchising, entry modes, food safety and Bangladeshi consumer behaviour. Bassot (2023) states that critical reflection must render reasoning visible, and therefore, I prepared folders of evidence with company data, macro conditions, regulation, culture and restaurant operations. I did filings, government agencies and international institutions, as a source and factual claim, and then journal research and academic books, to derive their strategic meaning. 
[image: The Gibbs Reflective Cycle - Free Template Download & Guide]
[bookmark: _Toc237530395]Figure 10: Gibbs' Reflective Cycle (Channell, 2025)
[bookmark: _Toc237530416]1.2 Feelings
Feelings and assumptions: Initially, the population, and the brand recognizability of McDonalds seemed to be the simplest way to enter Bangladesh. According to Cavusgil, Knight and Riesenberger (2024), opportunity in international must be assessed as compared to risk and firm capability, and the information on inflation, foreign exchange difficulties, cold chain and food safety lowered my original trust. I was worried that an affirmative recommendation would be motivated by enthusiasm instead of facts. This pain worked to my advantage as it compelled me to change a mere entry decision into conditions, milestones and a viable alternative to stop.
Evaluation of strengths: The translation of external evidence into the restaurant decisions was the strongest aspect of the process. Price architecture was formed by inflation, mobile money informed payment structure, cold chain frailty turned into a logistic need and cultural examination impacted halal restraints and menu experimentation. According to Hollensen (2025), the environmental analysis must relate to the manageable international marketing decisions. Following this principle reduced description and made each section support the recommendation. 
[bookmark: _Toc237530417]1.3 Evaluation
Evaluation of weaknesses: My initial draft reiterated risks and used OLI as a checklist. Wan et al. (2023) reveal that entry analysis must relate antecedents to governance choices and outcomes. I thus eliminated those indicators which made no difference to the decision and gave each significant problem an implication on pricing, sourcing, control, timing or choice of partner. I also made a difference between ownership of assets and control of standards. This rewrite was more protracted than idealistic, yet one could see a more solid case of a developmental licence as opposed to a vaguity-style preference of franchising.
Use of theory: Integration and responsiveness framework demonstrated why McDonald should not have to decide between full standardisation and full adaptation. Verbeke and Lee (2021) aided me to implement the balance in the following activities level: food safety, technology and trademarks require incorporation, menu, pricing and communication demand responsiveness. The OLI model by Dunning then tested that the advantages of the firm corresponded with the advantages of Bangladesh and the activities that had to be under internal control. Entry mode theory finalized the argument by contrasting the allocation of capital, risk, knowledge and authority by various structures.
[bookmark: _Toc237530418]1.4 Analysis
Module learning: The sequence of the report was shaped by lectures and readings on global integration, institutional distance and foreign market selection and control versus flexibility. Daniels, Radebaugh and Sullivan (2022) supported the notion that political, economic, legal and cultural factors are interconnected and not independent headings. Examples of franchising and equity entry in classes have made me realize why the same company may utilize the different modes in different countries. The conversation about critical analysis also enabled me to think over why each fact was important rather than present country facts as lacking strategic impact.
Evidence quality and contradiction: Credible sources have other purposes. Corporate reports are favourable of the system at McDonald, and less importance on difficulty of implementation may be placed by investment agencies. Collinson et al. (2024) emphasise the importance of assessing evidence in an organisational context. I went through restaurant counts and structures filings, international institutions macro conditions, government sources procedures, journals interpretation. They did not eliminate contradictions but marked them, thereby demonstrating uncertainty in the final judgement.
Managing incomplete information: The most difficult challenge was demonstrating the lack of an operation and converting national data to restaurant verdict. Cavusgil, Knight and Riesenberger (2024) observe that international decisions are usually based on clear assumptions. I characterized the no publicly announced presence and growth and digital payments as indicators instead of sales projections in Bangladesh. The suggestion thus stipulates consumer research, supplier trials, legal guidance and site financial modelling prior to irreversible commitment.
[bookmark: _Toc237530419]1.5 Conclusion
The assignment demonstrated that structures structure judgement but do not substitute it. Hill (2022) describes the tradeoff between control, resource commitment and risk, and now I realize that these dimensions may evolve over time with staging. In undertaking it again, I would set decision gates prior to data gathering and would elicit direct evidence, on the cost of the property, competitor pricing and consumer willingness to pay, earlier on. This non-resolved constraint is that the economics of a real restaurant cannot be proved through evidence on which only a pilot can shed light.
[bookmark: _Toc237530420]1.6 Action Plan
In further tasks, I will fill out a source map, take notes on search strings and find independent evidence on key claims. Bassot (2023) views reflection as the foundation of changed practice, and I will maintain a contradiction log and distinct reviews of the quality of the argument, the accuracy of citation and links. In practice, I would employ a dashboard with owners and thresholds of named owners to speed up, redesign or stop entry.
	Area for improvement
	Specific action
	Timeline
	Expected outcome

	Source verification
	Record period, definition, publisher and limitations; triangulate major statistics.
	From project start
	More accurate evidence.

	Critical analysis
	State how each major fact affects cost, control, risk, timing or advantage.
	During research
	Stronger evaluation.

	Alternative comparison
	Set criteria first and test at least three realistic entry modes.
	Before recommendation
	More persuasive decisions.

	Primary evidence
	Collect competitor prices, rents, customer and supplier evidence where permitted.
	First two weeks
	Less reliance on national data.

	Time management
	Schedule research, drafting, audit, proofreading and a protected revision week.
	Day one; review weekly
	More refinement time.

	Referencing and presentation
	Audit citation matching, Harvard style, headings, tables, pages and word count.
	Final 48 hours
	Professional presentation.


Table 1: Reflective action plan
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RESTAURANT DEVELOPMENT AND CAPITAL EXPENDITURES

In 2025, the Company opened 2,276 restaurants and closed 396 restaurants. In 2024, the Company opened 2,116 restaurants and closed
461 restaurants. The increase in openings in 2025 is a result of the Company's Restaurant Development growth pillar under our

Accelerating the Arches Strategy.

Systemwide restaurants at year end

2025 2024 2023

us. 13,706 13,557 13457
International Operated Markets 10,845 10,512 10,263
International Developmental Licensed Markets & Corporate 20,805 19,408 18,102
Total 45,356 43477 41,822
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Approximately 95% of the restaurants at year-end 2025 were franchised, including 95% in the U.S., 89% in the International Operated

Markets and 99% in the International Developmental Licensed Markets.
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Bangladesh: Selected Economic Indicators, FY2025-27 1/

FY25 Y26 Y27
Y
Real GDP 37 47 47
Consumption
Private 102 29 45
Public 68 150 123
Gross Capital Formation 82 49
Private 23 53
Public 393 425 33
Trade
Exports of goods and services 56 123 136
Imports of goods and services 33 17 132
Prices
GDP deflator 6.1 87 6.1
CPl inflation (annual average) 100 89 60
CPl inflation (end of period) 85 87 55

Central government operations (in percent of GDP)
Total revenue and grants 8.0 82 103
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Danglaucss
processing companies. The S8 billion food processing
sector in Bangladesh grows on average 8 percent
annually.
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Food Service Industry
Bangladesh has 436,274 hotels and restaurants
including 51 government-licensed international chains,
local hotels, and resorts, with 20 five-star, seven four-
star, and 24 three-star hotels. Top hotels include the
Pan Pacific Sonargaon, the InterContinental Dhaka, the
‘Westin Dhaka, Le Meridien, and the Radisson Blu
Water Garden Hotel.
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