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[bookmark: _Toc211107770]Introduction 
With over 40,000 stores in 100 countries, McDonald's leads QSR. With "think global, act local," it has retained a global brand identity while adapting to local markets. Digital transformation, loyalty programs, and value-based promotions help McDonald's retain customers in a mature and competitive US market. McDonald's expansion plan in India, a fast-growing emerging market, incorporates localisation, affordability, and regional customisation to match gastronomic, cultural, and economic tastes. Cultural, economic, and environmental aspects, segmentation, targeting, positioning, and the marketing mix in these two markets are examined to evaluate McDonald's marketing ethics and efficacy.


[bookmark: _Toc211107771]1.0 Overview of the chosen brand and its operation in chosen countries 
Chicago-born McDonald's serves tens of millions of consumers everyday in over 100 countries. McDonald's announced 8% systemwide (6% constant currency) and 3.8% global comparable revenue growth in Q2 2025. U.S. comparable sales rose 2.5% and international-licensed markets (including India) 5.6% (McDonald’s Corporation, 2025). In early 2025, McDonald's had 13,589 U.S. restaurants, its largest market. Mid-2025 will see the return of the Snack Wrap to meet customer demand. 
McDonald's develops with Westlife Foodworld (West/South India) and CPRL (North/East India). India's development licensing system includes 665 McDonald's restaurants by 2024. The 2024 outcomes of McDonalds indicate a stable increase in revenues of the company in all key areas but a minor decrease in net income, which indicates that as the company was growing its top line, the escalating costs and narrowing margins were putting a certain strain on its profitability.
[image: ]
Fig 1: Operating results of the company
Source: (McDonalds Corporation, 2024)


[bookmark: _Toc211107772]2.0 Comparison and contrast of: 
[bookmark: _Toc211107773]2.1 Cultural and social context of USA and India 
Cultural Context
[image: ]
Fig 2: Hofstede’s Model
Source: (The Culture Factor, 2025)
India
Power Distance: 77
India has high power distance (77), indicating social and occupational hierarchies. Consumers respect authorities, customs, and institutions. A trustworthy, consistent global brand image helps McDonald's. The brand emphasises prominence and global quality to exploit this hierarchy (Shaukat et al., 2025). This aspirational lifestyle drives demand in Tier-2 and Tier-3 cities, where India's 480 million middle class values Western goods.
Individualism: 24
Indian society values community, family, and shared experiences, as seen by its 24 score. Consumers like group lunches because they're social. McDonald's benefits from family meals, combo discounts, and festival-based marketing that encourages group involvement (e.g., Diwali 2024's “McDonald's Family Feast”). Marketing collectively works: Families and groups account for 70% of McDonald's India sales in 2025 (Lasotskaya, 2025).
Motivation toward Achievement and Success: 56
Moderate masculinity (56) denotes limited Indian success. Cooperation and harmony inspire culture as much as success, ambition, and expansion. McDonald's plays on this by merging Western modernity with local dishes like McSpicy Paneer and McAloo Tikki. India's 6.8% GDP growth in 2025 raised disposable income and made QSR dining more accessible (The Economic Times, 2024).
Uncertainty Avoidance: 40
Indians' 40 score demonstrates comfort with risk and experimenting. This allows McDonald's launch localised dishes like the “Butter Chicken Burger” and “Spicy Mango McFlurry (Nugroho et al., 2025)” The company tries ethnic cuisines and plant-based proteins since consumers are open to novel tastes.
Long-Term Orientation: 51
India's moderate long-term vision balances tradition and innovation. Digital loyalty programs like "McDelivery Rewards" encourage McDonald's India purchases. McDonald's 2025 goal to double store count by 2030 and retain customers against Domino's and KFC is supported by the method.
Indulgence: 26
Indians rarely dine out, making it special. Therefore, McDonald's India campaigns like “McDonald's Moments of Joy” are happy and emotive. According to 2025 expenditure estimates, QSR frequency jumps 25–30% around holidays, reinforcing McDonald's advertising of dining as a controlled indulgence for special occasions (Gamba, 2025).


USA
Power Distance: 40
The USA’s lower score (40) reflects egalitarianism and openness. Consumers want justice, transparency, and interaction. McDonald's offers real-time feedback, customised computer menus, and self-service kiosks. The 2025 “Accelerating the Arches 2.0” plan boosts customer satisfaction by 9% with digital and AI-driven personalisation (McDonald’s Corporation, 2023). 
Individualism: 60
The individualistic culture of America makes consumers independent and self-expressive. The "MyMcDonald's Rewards" advertising tailor incentives to individual activity. More than 40% of U.S. sales come from tailored app offers in 2025 (Zhou, 2025). Reintroducing Snack Wraps and co-branding with Krispy Kreme demonstrate consumers' thirst for variety.
Motivation toward Achievement and Success: 62
Competition and achievement are shown by the US's high masculinity score which is 62. McDonald's encourages American efficiency, speed, and innovation. The 2025 commercials, including “Made to Win Your Day,” highlight convenience and hustling. Drive-thrus account for 70% of U.S. transactions, appealing to busy, goal-oriented consumers seeking time savings (McDonald’s Corporation, 2025a). 
Uncertainty Avoidance: 46
Americans prefer dependability yet accept change with a moderate score of 46. McDonald's offers Big Macs, McRib, and celebrity collaborations like Travis Scott and BTS. This duality promotes innovation and familiarity in the $383 billion 2025 QSR market (Singh et al., 2025).
Long-Term Orientation: 50
The near-neutral score (50) demonstrates Americans like momentary fun but sustained performance. McDonald's offers flash deals, digital coupons, and smartphone games. Despite short-term priorities, the corporation invests in sustainability and carbon-neutral packaging by 2030 to meet customer awareness.
Indulgence: 68
High indulgence indicates a vibrant culture. Americans love comfort and pleasure meals, thus QSR expenditure per person will reach $1,400 in 2025. McDonald's advertising highlight comfort, variety, and McFlurries. In Q2 2025, American consumers' “treat themselves” mentality increased global comparable sales 3.8% (McDonald’s Corporation, 2025).
Social Context
India
Demographics and Urbanisation
Due to migration, increased disposable income, and a 480 million-strong middle class, over 36% of India's 1.43 billion inhabitants lived in cities in 2025. The dietary habits of 65% of 18–35-year-olds have changed due to this demographic shift (Ali and Santos, 2025). In metropolitan and Tier-2 cities, McDonald's modern dining rooms, fast service, and digital ordering attract younger customers and nuclear families.
Changing Lifestyle and Dietary Patterns
Time restrictions, dual-income households, and Western media are changing Indian dining habits. The below graph shows McDonald's 2022–2024 revenue mix which is 41% U.S., 49% International Operated Markets, and 10% International Developmental Licensed Markets & Corporate. Quick-service restaurants are convenient and convivial. Revenue mix’s at McDonald have not changed between 2022 and 2024, where U.S. is 41%, International Operated Markets 49%, and International Developmental Licensed Markets 10%. For religious and cultural reasons, 75% of Indians eat vegetarian or little meat. McDonald's offers pork-free McAloo Tikki, Paneer Wraps, and Masala Grill Burgers. McD India's 2025 sales are about 60% vegetarian and locally spiced. 
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Fig 3: Revenue Segment of McDonald’s
Source: (McDonalds Corporation, 2024)
Digital Influence and Social Media Behaviour
India's digital ecosystem has 900 million cellphones and 850 million internet users by 2025 (Kemp, 2025). Instagram, YouTube, and Zomato reviews affect Millennial and Gen Z dining. McDonald's uses this to create viral, regional-language content and influencer campaigns like “#McSpicyChallenge” and “#MakhaniMoments (Thayani et al., 2025).” Tech-savvy, socially connected customers order 35–40% from McDelivery, Zomato, and Swiggy.
Health and Wellbeing Awareness
Post-COVID-19 food and hygiene awareness was strong. McDonald's value cleanliness, transparency, "100% Real Ingredients," and low-oil cooking. Air-fried potatoes and low-calorie McVeggie Wraps show urban Indians' health awareness.
Cultural Integration and Family Orientation
Indians value family dinners. McDonald's encourages families and holidays (“Diwali and Holi”). McDonald's secure, family-friendly image draws generations of loyalty, making it global and culturally integrated.


USA
Demographics and Diversity
The U.S. population was 341 million racially and generationally varied in 2025. Over 46% of the workforce is Gen Z and Millennials, who affect consumption. American diversity includes 19% Hispanics, 13% African Americans, and 7% Asians (Bhanot et al., 2025). McDonald's multicultural marketing includes bilingual advertisements, McSpicy Latino Series menu collaborations, and regional inventions.
Lifestyle and Work Patterns
Gig and hybrid employment, long hours, and stress alter diets. Nearly 70% of Americans eat fast food weekly, and 70% of McDonald's U.S. sales are drive-thru (McDonald's Corporation, 2025b). U.S. consumers value speed, convenience, and digital access. Self-service kiosks, AI-driven rewards, and 24-hour restaurants streamline and personalise McDonald's orders. McDonald's 2024 restaurant margins were $14.6 billion, with franchised shops earning $13.18 billion and company-owned stores $1.45 billion, rising steadily.
[image: ]
Fig 4: Restaurant Margins
Source: (McDonalds Corporation, 2024)


Digital Connectivity and Social Media Engagement
Americans are hyperconnected with 300 million smartphones and 85% internet use. Instagram, Snapchat, and TikTok impact virality and brand engagement. During marketing weeks, McDonald's Travis Scott, BTS, and Cardi B & Offset Meals get millions of social media mentions and 20% digital sales (Tirranen, 2025). Accelerating the Arches 2.0 increased digital orders to 40% of U.S. revenues in 2025.
Health Awareness and Ethical Consumption
Growing health awareness and ethical consumption affect American dining. Sustainable, low-calorie, or plant-based products appeal to 68% of Americans (PR Newswire, 2023). McPlant burgers, oat milk lattes, and low-sodium alternatives are available. To attract socially concerned consumers, it offers 100% recyclable packaging by 2030 and a net-zero supply chain by 2050.
Social Values and Inclusivity
The US promotes equality, diversity, and expression. Recruitment and McDonald's “We All Eat Together” and “Black & Positively Golden” promotions promote diversity. Its workforce programs seek 45% diverse leaders by 2025 (Jaggi et al., 2025). This alignment with progressive social views boosts brand equity among socially concerned consumers. 
[bookmark: _Toc211107774]2.2 The economic and environmental factors of USA and India 
Economic
USA
Economic Growth and Inflation
After a rocky recovery, the US economy stabilises in 2025. The Bureau of Economic Analysis expects slower but consistent GDP growth between 1.3% and 1.7% following a 0.3% drop in early 2025 and a 3.8% rebound in the second quarter (BEA, 2025). As consumer spending and job growth drive the U.S. economy, headline inflation is 2.7%, slightly above the Fed's objective. 


Labor Market and Income Levels
The U.S. labour market is resilient, with 4.1% unemployment in mid-2025 and 670,000 first-half job increases. High interest rates and rising living costs limit wage growth. McDonald's, which markets affordable products, benefits from this economy's value-oriented trend. The average American spends over $1,400 on fast food, indicating a thriving QSR sector (Bensalem and Benouhiba, 2025). 
Trade, Costs, and Industry Impact
Trade imbalances remain critical as the U.S. current account deficit surpassed US$450 billion in early 2025. Global food brands face import tariffs, shipping expenses, and supply chain issues. McDonald's reduced costs by localising and optimising suppliers. 
India
Economic Growth and Consumer Spending
The World Bank predicts 6.5% GDP growth in 2025 for India, a fast-growing economy. Growth comes from domestic consumption, industrial production, and services. Food, energy, and transportation costs cause 4%–7% inflation. Spending 55% of household income, the 480 million urban middle class consumes. Young people with disposable income and Western lifestyle goals can afford fast food (Mandal, 2025). 
[image: India's GDP to grow at 6.3% in FY26; IMF had reduced the growth rate  yesterday | Bhaskar English]
Fig 5: GDP of India
Source: (Bhaskar English, 2025)
Employment, Wages, and Market Dynamics
Youth (65% of India's population) boost employment. Urban-rural salary gaps effect price and consumption. McDonald's gives urbanites affordable meals and luxury goods in this fragmented industry. Despite 9% revenue growth, Westlife Foodworld, the operator for West and South India, reported a ₹70 million reduction in Q3 FY25 earnings due to high ingredient pricing. If the government cuts logistics expenses to 9% of GDP by 2025, QSR growth and supply chain efficiency may improve. McDonald's selling, general, and administrative expenses dropped from 2.4% in 2022 to 2.2% in 2024 and 2023, indicating cost effectiveness (McDonalds Corporation, 2024).
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Fig 6: Sales of the company
Source: (McDonalds Corporation, 2024)
Investment and Growth Prospects
India's economy benefits from government incentives, FDI, and infrastructure. In this fortunate environment, McDonald's plans to open 600 stores by 2030, rapidly expanding into Tier-2 and Tier-3 cities. High GDP, urbanisation, and technology foster sustainable growth. Financial management must be cautious due to agriculture supply chain dependency and inflation unpredictability (Turchaninova, 2025). Local procurement, strong vendor partnerships, and robust cold-chain procedures are essential for cost management and supply consistency in unstable economies.
Environmental
USA
Climate Regulation and Policy
The US has strict environmental laws to combat climate change and promote sustainable business. State and federal policies promote greenhouse gas reduction, renewable energy, and waste management in 2025. California, New York, and Washington make food service companies use compostable packaging and ban single-use plastics (Pahlefy and Putri, 2025). 
Sustainability Practices and Consumer Expectations
Increasingly eco-conscious Americans prefer sustainable brands (68%). McDonald's responded with net-zero emissions by 2050 and renewable energy in over 30% of U.S. stores. “Scale for Good” aligns corporate operations with customer expectations through sustainable packaging, trash reduction, and energy-efficient kitchen equipment. 
Climate Risks and Supply Chain Impact
Hurricanes, wildfires, and flooding damage agriculture and food supplies. McDonald's optimises logistics and diversifies sourcing as U.S. food commodity costs climb. The corporation uses data-driven forecasting to avoid supply interruptions as climate concerns rise. In an environmentally conscious economy, these changes boost McDonald's operational stability and brand image as a responsible, future-ready company. McDonald's 2024 operating income was 43% U.S., 44% International Operated Markets, and 13% International Licensed Markets, consistent with 2023 (McDonalds Corporation, 2024).
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Fig 7: Operating Income of the company
Source: (McDonalds Corporation, 2024)
India
Environmental Challenges and Air Quality
India struggles with pollution, climate change, and urban trash. The country has 13 of the 20 most polluted cities and is one of the five most polluted nations in 2025. McDonald's must improve hygiene and trash management for public health and business after this environmental calamity. India ranked 99th in sustainability on the Global SDG Index in 2025 despite these challenges. 
Renewable Energy Expansion and Green Initiatives
In 2025, India had 127 GW of solar power and expects to achieve 500 GW by 2030. The government's renewable energy policy urged McDonald's to install solar rooftop systems and energy-efficient equipment in modern stores. Several Maharashtra and Karnataka franchises use renewable grid electricity, facilitating India's energy revolution. 
Climate Change and Operational Adaptation
Monsoons, droughts, and heatwaves affect Indian agricultural supply networks. McDonald's potato, lettuce, and dairy supply comes from crops and ingredients. The company avoids disruptions with regional suppliers, cold-chain logistics, and flexible procurement contracts. McD India is researching compostable and biodegradable packaging to reduce plastic. 
[bookmark: _Toc211107775]2.3 STP (Segmentation, targeting, and positioning) strategies in USA and India 
USA
Segmentation
Demographic: By 2025, McDonald's targets Millennials and Gen Z, who make up over 45% of US fast-food customers. The company serves Happy Meals for kids, premium burgers for adults, and lighter salads or wraps for health-conscious clients to families, students, working adults, and seniors. Men eat fast food 1.8 times a week more than women (Azimi and Saleh, 2025). 
Geographic: McDonald's categorises America by climate, geography, and population. McDonald's has 13,500 locations, 10 minutes from most US cities. New York, Los Angeles, and Chicago shopfronts emphasise urban convenience, digital kiosks, Uber Eats, and DoorDash. 
Psychographic: U.S. psychographic segmentation targets lifestyles, attitudes, and motivations. McDonald's is popular for its comfort, affordability, and familiarity. Over 68% of McDonald's customers are routine-loving "habitual eaters". Exclusive menus, partnerships, and healthy McPlant burgers attract trendy customers (Pathak et al., 2025). 
Socio economic status: U.S. socioeconomic division matters for income diversity. McDonald's competes with informal eating to attract middle- and low-income clients. Most middle-class QSR customers earn $35,000–$75,000. Rich individuals like McDonald's $6–$9 McCafé drinks and fancy burgers. 
Geo demographic: McDonald's geo-demographic segmentation encompasses lifestyle, urbanisation, and population. For convenience, the firm places outlets near schools, universities, commercial hubs, and households. From 2022 to 2024, McDonald's global restaurant numbers rose steadily, mostly due to expansion in international-licensed (IDL) markets, which rose from 16,728 to 19,408 locations. The IOM area grows moderately, while the U.S. market remains constant. Franchised locations dominate expansion, demonstrating McDonald's concentration on franchise-led worldwide growth.

[image: ]
Fig 8: Restaurants by ownership type
Source: (McDonalds Corporation, 2024)
Targeting
Un-differentiated: A universal McDonald's menu was introduced. Big Mac, McChicken, and French fries appealed to all ages, genders, incomes, and places. This strategy made McDonald's America's default fast-food franchise and the largest QSR brand in 2025, with 13,500 locations serving 25 million people daily. 
Differentiated: McDonald's US covers interests, lifestyle, and purchasing. Various consumer groups can receive various items, prices, and promotions from the company. Happy Meals and family bundles attract families, late-night inexpensive menus and new collaborations attract students and young adults. 
Concentrated: McD's pursues speciality markets despite its bulk. Through “Famous Orders” and TikTok, McDonald's encourages Gen Z, who spend 20% of U.S. fast-food dollars, to innovate and participate. AI-driven personalisation and app-exclusive incentives improve McDonald's digital-native mobile usage (Khokhar et al., 2025). Despite inflation, the company targets value-conscious customers with “$1 $2 $3 Dollar Menu” alternatives. 


Positioning
Positioning is how a brand chooses to be perceived in the minds of its target customers compared to competitors.
Benefit
McDonald's USA emphasises quality, consistency, price, and convenience. Fast, trustworthy, and reasonable service. In 2025, McDonald's has 70% drive-thrus and 40% digital purchases, making it the most convenient dining option for Americans balancing work, travel, and social life. 
User
McDonald's U.S. marketing calls it a brand for “everyone, everywhere.” U.S. Happy Meals sell over $3.6 billion and are family-friendly. McDonald's 45% weekly QSR consumers are millennials. Startup provides “All Day Breakfast” and smartphone pre-ordering for busy commuters and remote professionals (Mohan and Ganesh, 2025). 
Competitive
In 2025's US$383 billion fast-food market, McDonald's brand size, menu diversity, and digital leadership make it competitive. Burger King, Wendy's, Chick-fil-aA promotes taste differentiation or speciality menus, while McDonald's emphasises worldwide leadership and operational excellence.  
Celebrity endorsement
McDonald's U.S. positioning uses celebrities to appeal to youth and popular culture. Travis Scott's “Cactus Jack Meal” (2020), BTS's (2021), and Cardi B & Offset's (2023) went viral and sold double-digits. McDonald's partners with regional artists and Instagram influencers in 2025 to target Gen Z, who spend 20% of U.S. fast-food dollars. 
History/Parentage
US McDonald's brand is based in history. McDonald's, founded in 1940 and franchised by Ray Kroc since 1955, represents American entrepreneurship, innovation, and globalisation. Global brand Golden Arches is trusted by generations. A consistent experience across 13,500 U.S. locations strengthens the brand. 
Pro-environment
McDonald's 2025 US positioning highlights nature. Scale for Good promotes global sustainability and circular economy. McDonald's targets 100% recyclable or biodegradable packaging by 2030, and 30% of U.S. restaurants use renewable energy. McDonald's vowed to reduce supply chain GHG emissions 36% by 2030 from 2015 levels (Zia and Tabassam, 2025). The perceptual map shows McDonald’s positioned as a mid-priced, mid-quality option compared to higher-quality rivals like Chick-fil-A and pricier competitors like Wendy’s.
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India
Segmentation
Demographic: McDonald's India targets 15–45-year-old urbanites and dual-income households. McDonald's products and ads target India's over-65% under-35 demographic. 
Geographic: McDonald's divides India into metros, Tier-1, Tier-2, Tier-3, and rural catchments. Recent McDonald's North/East growth plans to open 45-50 new stores annually in Tier-2/Tier-3 cities, many in underserved areas. Highway and suburban drive-thrus contribute 30%+ of revenue at many establishments.
Psychographic: In McDonald's India, lifestyle, cuisine, and views divide people mentally. One group wants novelty, imported/Western experiences, and social dinners; another likes native tastes (Mandal, 2025). 
Socio economic status: Social segmentation is essential due to India's income disparities. Middle-class consumers who can afford branded fast food are targeted. McDonald’s offered “value combos” (burger + beverage < $1) despite growing prices. As input and operational costs grew, the operator's Q3 FY25 revenue rose 9% YoY but profit fell.
Geo demographic: McDonald's demographically divides regions. Amritsar may have vegetarian-only stores. High-end urban micromarkets have McCafés. McCafé generates 8-10% of sales and is attracting urban lifestyle lovers.
Targeting
Un-differentiated: A core menu was available statewide at McDonald's India. India's diets, income, and regional tastes make this method unsustainable. Local foods coexist with mainstream.
Differentiated: McDonald's India targets distinct categories differently. It serves mass-market burgers and combos, premium McCafé drinks for urban professionals, vegetarian specials for conservative diners, and regional limited-edition delicacies like the “Korean Meal” for younger, trendier customers (Yang, 2025).
Concentrated: McDonald's pursues niches like vegetarian-only restaurants in vegetarian regions and protein-enriched vegetarian dishes for health-conscious consumers. Urban vegetarians seeking functional nutrition were McDonald's 2025 protein slice target.


Positioning
Benefit: McD India assures quality, consistency, convenience, and value. During inflation, it promotes “trusted taste, every time,” sanitation, homogeneity, and affordability.
User: It targets families, young urbanites, and aspirational middle-class Indians. Family, parent, and friend dinners are stressed.
Competitive: To compete with local food sellers and smaller QSRs, McDonald's promotes brand reliability, quality, uniformity, and modern decor. Hygiene, global standards, and honesty stand apart in a fragmented sector (Chernobrovkina, 2025).
Celebrity endorsement: In McDonald's India, celebrity partnerships like the "Kartik Aaryan Meal" increase young participation and cultural significance. Such collaborations convey freshness, trendiness, and local connection beyond quick food.
History/Parentage: McDonald's global pedigree lends them trust in India. International disconnect has been reduced by focussing on Indian operations and local tastes since 1996.
Pro-environment: Green packaging, waste segregation, and energy efficiency make new McDonald's India shops greener. These green activities boost brand credibility, especially among younger, environmentally savvy metropolitan consumers, as sustainability becomes increasingly essential (Mandal, 2025). The map targets McDonald as an average to high-end quality brand that is between high-end brands such as Starbucks and low-end brands such as local street vendors.
[image: ] 
[bookmark: _Toc211107776]2.4 Marketing mix (7Ps) strategies in USA and India 
Product
USA
McDonald's U.S. serves varied, convenience-seeking customers with innovative food. Big Macs, Quarter Pounders, McNuggets, McFlurry desserts, breakfast sandwiches, and a growing portfolio of limited-time offers drive brand excitement. Over the past decade, the U.S. market has embraced menu customisation, premiumization (Quarter Pounder upgrades), plant-based experimentation (McPlant), and celebrity-driven “Famous Orders” that combine food and entertainment. These tactics help McDonald's adapt to pop culture, flexitarianism, and wellness. Balanced familiarity and distinctiveness promotes competitiveness, as shown by the company's 2.5% Q2 2025 sales growth
India
McDonald's India caters to local cuisine. Chicken and vegetarian dishes predominate over beef and pork. McAloo Tikki, Masala McEgg, Chicken Maharaja Mac, and Paneer Wraps are Indian-seasoned. A vegetarian protein slice sold 32,000 pieces in 24 hours, displaying Indian nutritional ingenuity. In India, McDonald's is seen as Western fast food and a tailored blend of global taste and Indian identity, making it more culturally acceptable and desirable.
Price
USA
McDonald's employs blended pricing in U.S. Dollar menus, bundle discounts, and “Buy One, Add One for $1” promotions to retain value despite rising inflation and operational costs. It offers affordable everyday and high-end specialist things and is ambitious. In a mature, competitive fast-food market where millennials, families, and low-income consumers have different price sensitivity, this dual function is crucial. McDonald’s five-year total return rose steadily and stayed closely aligned with major market indices.
India
Indian pricing is fragmented due to its huge income difference. McDonald's India offers low-priced combinations and entry-level burgers to students and the price-conscious middle class and premium McCafé beverages and new specialised items to ambitious urban consumers. McDonald's offers affordable lunches under ₹99 to maintain sales despite rising inflation and commodity expenses. Value engineering helps the brand prosper in India by appearing inexpensive. 
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Fig 9: Five-Year Total Return of the company
Source: (McDonalds Corporation, 2024)
Place
USA
An integrated digital environment supports 13,500 McDonald's U.S. locations, one of the world's largest and most sophisticated distribution networks. McDonald's perfected drive-thrus with updated lanes, digital menu displays, voice-based ordering pilots, and bypass lanes, which account for 70% of U.S. transactions (McDonalds Corporation, 2025). Uber Eats and DoorDash increase accessibility, while kiosk-driven ordering reduces wait times and customises dishes. In congested urban markets, ghost kitchens, smaller shopfronts, and takeaway-only businesses prioritise convenience.
India
McDonald's India is expanding into Tier-2 and Tier-3 cities with larger disposable incomes, away from metros. McDonald's drive-thrus account for 30% of sales from families and road trippers. McDelivery, Swiggy, and Zomato expand urban delivery. Near malls, educational hubs, tech parks, and high-traffic commercial zones effect store placement (McDonald’s India, 2025).
Promotion
USA
American promotions mix mass media, digital, and cultural significance. Viral celebrity collaborations like Travis Scott and BTS dinners have enhanced sales and brand relevance among younger audiences. App-based loyalty rewards, personalised promotions, and limited-time menu campaigns increase digital engagement. U.S. McDonaldland characters engage elderly and families. 
India
Indian McDonald's promotes regional stories, festivals, languages, and culture. These programs unify people throughout Diwali, Navratri, IPL, and state festivities. Bollywood and cricket stars promote culture, while Instagram and YouTube influencers reach Gen Z. McDonald's may target Indians with bilingual ads, colloquialisms, and local humour (Ogunsola-Saliu and Alotaibi, 2025).
People
USA
The U.S. emphasizes the standardization of training, computer-based service systems, and diversity. Technology also minimises mistakes and enhances service delivery speed creating uniform customer experience throughout the country.
India
Training of employees is accommodated to languages and cultural diversity. Service in two languages, hygiene focus, and customer experience education can be used to ensure consistency in the diverse and rapidly expanding market (McDonald’s India, 2024).


Process
USA
The U.S. operations are extremely automated, with digital ordering, predictive inventory to use, optimized drive-thru systems, and efficient kitchen operations. These technologies make it possible to provide service shortly and accurately.
India
Some processes are localized to the infrastructure, supply variability and local menus. Quality, customer trust and hygiene visibility have been achieved through strong cold-chain management, open kitchens and hygiene visibility.
Physical Evidence
USA
The contemporary store designs, digital kiosks, uniform branding and clean interiors support the identity of McDonalds and its convenience orientation. A standardized experience is assisted with packaging and display screens.
India
Physical evidence combines the global branding with the local decor, bilingual signage, open kitchen, and McCafes areas. The design of the packaging and the store design indicate preferences within the region and emphasize the hygiene and trust.
[bookmark: _Toc211107777]2.5 Similarities 
Product Ingredients: Both countries use globally standardized ingredients such as buns, potatoes, chicken patties, sauces, and seasonings sourced under McDonald’s global quality and safety protocols.
Pricing Strategy: Both markets apply value-based pricing through combo meals, meal deals, and loyalty offers to create affordability and repeat purchases. In both countries, bundled meals cost about 10–15% less than individual item purchases, ensuring perceived value during inflationary conditions (Shams et al., 2025).
Advertising Themes: Advertising in both countries shares the global “I’m Lovin’ It” slogan and similar storytelling themes around happiness, family bonding, and youth engagement.
Packaging and Labels: Both markets use globally recognizable McDonald’s branding—red and yellow color palette, “Golden Arches” logo, nutritional labeling, and QR codes for transparency.
Visual Identity: Both retain minimalist, bright packaging designs and consistent in-store aesthetics featuring digital menu boards, sleek interiors, and the global brand font. Seasonal or festive graphics are used locally while maintaining global design coherence (Cao, 2025).
[bookmark: _Toc211107778]2.6 Differences 
Product Ingredients / Composition: In the U.S., McDonald’s includes beef and pork in core menu items (e.g. the Big Mac) and offers a wider variety of meat-based products (e.g. bacon, pork sausage). In India, due to religious, cultural, and regulatory sensitivities, many restaurants exclude beef and pork, and instead emphasize vegetarian items, chicken and paneer, and unique regional spices (Elshaer et al., 2025).
Pricing: U.S. pricing tends to be higher overall, reflecting higher labor, real estate, and commodity costs; value menus and deals provide relative discounts. In India, pricing is more constrained by affordability and price sensitivity.
Advertising / Labels / Packaging / Visuals: In the U.S., packaging often includes nutritional info, calorie counts, standardized design, QR codes, promotional tie-ins, celebrity visuals. The advertising is more global, sometimes less regionally localized (Hamal, 2025).


[bookmark: _Toc211107779]3.0 An evaluation and explanation of the effectiveness of marketing strategies in USA 
Sales and Market Performance
McDonald's is the largest U.S. fast-food franchise with 13,500 outlets in 2025. Q2 2025 U.S. comparable sales rose 2.5%, recovering from inflation and lower low-income consumer purchasing. U.S. sales of US$53 billion accounted for most of McDonald's US$130 billion global revenue. It leads the American burger market with 43%, ahead of Wendy's (19%) and Burger King (17%) (Pasaribu and Ellitan, 2025). It dominates because to menu innovation, value propositions, and digital ecology. McDonald's recovered from a 3.6% drop in Q1 2025 same-store sales with limited-edition menu items and targeted promotion.
Customer Reach and Brand Awareness
McDonald's is 1 of the most recognised brands in the US (96%). “I'm Lovin' It” creates brand loyalty and emotion. This brand can reach 25 million U.S. customers everyday, proving its penetration and scalability. McDonald's emphasises experiential marketing, community involvement, and inclusivity to build trust. Tradition and marketing keep Gen Alpha and Baby Boomers interested in the organisation.
Digital Marketing and Customer Engagement
McDonald's marketing strategy emphasises digital change. Mobile apps, loyalty programs, and self-order kiosks will digitise 40% of U.S. sales by 2025. Last year, MyMcDonald's Rewards produced US$33 billion in loyalty sales with 33 million active users. McDonald's digital engagement satisfies consumer desires for ease and customisation by personalising services and promoting repeat purchases with data analytics. McDonald's dominates QSR social media with 13 million Instagram followers, 17 million Facebook followers, and strong TikTok engagement from “#McFlurryMoments” and “Famous Orders (Galib and Rijal, 2025).” This digital-first strategy boosts brand identification among tech-savvy and younger consumers.
[image: ]
Fig 10: US Fast Food Market
Source: (Precedence Research, 2025)
Value Proposition and Pricing Effectiveness
Customers have stuck with McDonald's value-based pricing in 2025's inflationary U.S. Following two years of 8–10% menu price increases, the corporation offers the McValue Menu and “Buy One, Add One for $1.” 52% of McDonald's sales are discounted to protect volume when prices rise (DiPalma, 2025). Digital coupons, loyalty discounts, and combos save money. Mid- and low-income Americans seek for convenience and price balance under economic instability, echoing this value-driven strategy.
Product Innovation and Menu Adaptation
In mature markets, McDonald's innovation pipeline decides success. Traditional and health-conscious customers have tried McCrispy Chicken Strips and McPlant Burgers. Digital sales quadrupled owing to Travis Scott and BTS Meals marketing. McCafé beats Starbucks with 20–25% cheaper, higher-quality coffee (Rasool et al., 2025). McDonald's ability to adapt to culture keeps customers happy while preserving its staples.


Fit Between Strategy and U.S. Market Context
McDonald's US marketing matches economy, society, and culture. Drive-thrus complete 70% of orders, therefore its omni-channel convenience model suits car-dependent Americans. The fast-paced, tech-driven lifestyle of Americans mimic Uber Eats and DoorDash's digital ordering and delivery (Ertz and Kordi, 2025). Celebrity and pop-culture collaborations attract younger consumers, while family-friendly meals and nostalgic advertising retain older consumers in a media-influenced society.


[bookmark: _Toc211107780]4.0 Ethical issues with this brand in USA
Labor Practices and Wage Concerns: McDonald’s continues to face scrutiny over low wages and working conditions. Many U.S. franchise employees advocate for the “Fight for $20” minimum wage campaign, arguing that the brand’s compensation structure fails to match inflation and living costs.
Marketing to Children: Ethical concerns persist around targeting children through Happy Meals, collectible toys, and colorful advertisements. Critics argue this encourages early fast-food dependency. McDonald’s has introduced healthier Happy Meal options (reduced sugar beverages and fruit sides) and pledged compliance with the Children’s Food and Beverage Advertising Initiative (CFBAI) to mitigate these concerns (Shams et al., 2025).
Health and Nutrition Transparency: Despite progress in reducing sodium and trans fats, McDonald’s menu remains high in calories and saturated fats. Health advocates claim its marketing underplays these risks (Mohit et al., 2025).
Environmental Sustainability: McDonald’s faces ethical pressure to accelerate its environmental commitments. Although 30% of U.S. outlets use renewable energy and 85% of packaging is recyclable, it is seen that supply-chain emissions and meat sourcing still contribute to climate change.
Franchise Fairness and Legal Disputes: Some U.S. franchisees have raised ethical concerns about corporate control, mandatory fees, and promotional costs. Legal actions have been filed alleging unequal treatment and racial discrimination among Black franchise owners, leading to lawsuits and settlements (Mittal, 2025).


[bookmark: _Toc211107781]5.0 Recommendations 
Strategic Enhancement of Value and Digital Engagement
To survive U.S. inflation and rising middle- and lower-income price sensitivity, McDonald's needs market value more. Dynamic pricing and AI-driven customisation can make McValue meals and loyalty rewards cheaper and easier. App-based promos and subscription-style meal tickets can boost repeat sales and data-driven customer insights among its 33 million active loyalty customers (Peng et al., 2025). McDonald's may offer micro-rewards and rebates with banks or fintech platforms to meet U.S. consumers' increased savings and digital involvement. 
Strengthening Sustainability, Ethical Practices, and Brand Trust
Under U.S. ethical scrutiny, McDonald's should improve sustainability and labour welfare to promote brand integrity and public trust. Despite 85% recyclable packaging and renewable energy consumption, the company must achieve full supply-chain transparency, including carbon reporting, sustainable meat procurement, and waste reduction, to meet stakeholder expectations and ESG compliance laws (Pourazad et al., 2025). Normalise minimum salaries and franchise network remuneration to enhance morale and avoid labour criticism. McDonald's may enhance nutrition transparency by labelling menus, cooperating with health campaigners, and introducing more low-calorie, plant-based options (Haider, 2025).


[bookmark: _Toc211107782]Conclusion 
McDonald has been able to be very competitive in the American market, given its capacity to combine value-oriented pricing with sophisticated digital interaction with its environment and consistent brand recognition. Through the alignment of its global strategy to the American tastes of convenience and speed, the firm has continued to hold a dominant market share as it changes with the changing consumer expectations. The focus on affordability, ethical behavior, and health issues will be vital to maintaining the trust and the value of the brand in the long term to enable McDonalds to overcome the challenges of the market environment and stay one of the primary players in 2025 and further.
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