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[bookmark: _Toc238796815]Chapter 1: Introduction
[bookmark: _Toc238796816]1.1 Background and Problem Statement
Beginning with the global fast-food industry, the last thirty years have been characterized by rapid growth due to increased incomes; accelerated urbanization; and an increasingly globalized spread of western consumer culture into developing economies. One of the largest and most recognized players in this rapidly expanding industry, McDonald's, currently operates in more than 100 countries and serves more than 70 million people every single day (McDonald's Corporation, 2024). While McDonald's is well known throughout the world, its place in the consumer hierarchy varies significantly among those countries in which it conducts business. For example, the UK is one of the first and largest international markets for McDonald's beyond North America but McDonald's is still generally viewed as a low-cost, everyday dining option situated at the bottom of a highly developed and competitive dining-out market. Conversely, India and Indonesia are two high-growth, emerging economies with large populations and nascent middle classes where McDonald's is perceived quite differently. These consumers view McDonald's as a desirable and fashionable dining experience that represents a "Western" style of life, and upward social mobility through rising incomes.
The differences in how McDonald's positions itself in various markets at different levels of economic development lead to a central issue in the economics of consumer behavior, “does McDonald's represent a normal good in lower-income markets, where rising incomes result in greater consumption of fast food, and as an inferior or income-inelastic good in upper-income markets, where rising incomes result in either stagnant or decreasing relative consumption of fast food?” The answers to these questions will have important implications for McDonald's' own long-term strategic plans and for academics who seek to better understand how multinational fast-food companies transition from being viewed as aspirational to functional by their target customers as the local economy develops and matures.
The conceptual framework underlying these questions is based upon the definitions of normal and inferior goods provided by Mankiw (2020) and Varian (2014), which are rooted in basic principles of microeconomics. Normal goods are defined as those whose demand increases with income, thereby generating a positive income elasticity of demand. Inferior goods are defined as those whose demand decreases as income increases, thereby generating a negative income elasticity of demand. According to Mankiw (2020), normal and inferior goods do not represent inherent attributes of particular products; instead, they vary with respect to the specific income level of the consumer and the availability of alternative products. Therefore, the same product may be classified as a normal good in one market and as an inferior or income elastic good in another market, depending upon whether consumers are located above or below median income levels in that market and whether other options are available to consumers in that market.
While there is some empirical support for this theoretical argument within the existing body of research regarding fast food consumption and income dynamics, significant gaps exist. Many existing studies examine the relationships between fast food consumption and income levels within a single national market; virtually none use a structured comparative cross-market methodology to systematically test the validity of the inferior good hypothesis across markets at different levels of economic development. Additionally, while many studies provide some indirect evidence that suggests cultural beliefs about eating out play a moderating role in determining the nature of the income-consumption relationship, direct examination of such effects has received relatively little attention within the current body of literature. This study fills both gaps.

[bookmark: _Toc238796817]1.2 Study Aims 
The purpose of this study was to investigate the relationship between consumer affluence and McDonald’s consumption in India, Indonesia and the UK between 2010 and 2024, as well as to determine if McDonald’s demonstrates either inferior good or normal good properties at varying degrees of economic development. 
[bookmark: _Toc238796818]
1.3 Study Objectives
Four objectives were developed from the gaps found within the literature review and will direct both the data collection and analysis processes for this study:
1. To determine the relationship between GDP per capita PPP (Purchasing Power Parity), GDP per worker, median earnings in PPP terms, and McDonald’s restaurants per million people among the three countries from 2010-2024. 
2. To determine how much urbanization affects McDonald’s per capita outlet numbers relative to McDonald’s market expansion in India and Indonesia by comparing the two measures.
3. To determine whether McDonald’s consumption pattern in the UK is consistent with a model of an inferior good or income elastic behavior relative to rising incomes.
4. To determine how cultural views of dining out affect McDonald’s consumption in each of the three markets independently of, and in combination with, income effects.
[bookmark: _Toc238796819]
1.4 Study Questions
Three research questions operationalize the objectives listed above and will be directly addressed through the empirical analysis presented in Chapter Four:
RQ1: Does McDonald’s market growth slow compared to income growth in the UK indicating inferior good or income inelastic behavior?
RQ2: Relative to population size, income level, and urbanization how does McDonald’s per capita market representation compare among India, Indonesia and the UK?
RQ3: To what degree do cultural views regarding dining out mediate the relationship between income growth and McDonald’s consumption in each of the three studied markets?

[bookmark: _Toc238796820]1.5 Significance & Relevance of Research 
In two interrelated but discrete manners; theoretically, practically, and at an academic & business level, this research will contribute to knowledge. At the theoretical level, this study fills a gap in the current literature on fast-food consumption and income relationships. In Chapter 2, most of the previous studies have evaluated the relationship between income and fast-food consumption in individual country settings, while there have been fewer comparisons of systematically comparative nature that have tested the inferior good hypothesis across markets at various developmental stages. Therefore, using McDonald’s as a standardized fast-food brand, this study represents an unusual empirical testing of whether the inferior good hypothesis exists in a cross-country comparison, using a globally standardized product over a 14 year time frame. Additionally, the proxy income elasticity methodology described in Chapter 4 will provide a practical methodology for future researchers to apply and expand upon when evaluating secondary datasets.
Finally, from a practical perspective, the findings of this study are applicable to the strategic decisions made by McDonald’s and other global fast-food firms that operate in markets at varying stages of development. The proxy YED values reported in Chapter 4 show that McDonald’s income elasticity values differ significantly among the three markets studied; specifically, Indonesia has shown high-normal good elasticity, India showed near-unit elastic normal-good elasticity, and the U.K. shows highly income-inelastic behavior that is nearly consistent with being an inferior good. These findings offer clear guidance on where McDonald’s should strategically invest outlet expansion funds, how it should position itself versus premium and budget competitor offerings in each market, and how it may expect future demand changes due to ongoing increases in emerging-market incomes.

[bookmark: _Toc238796821]1.6 Brief Research Methodology 
This section will be a general description of the research methodology applied in this dissertation. For further details about the rationale behind each of the methodological choices made and how they were justified see Chapter 3.
As such, this study adopts a positivist philosophical stance because the research question was framed based upon a hypothesis which is testable using data which can be quantified and collected from publicly available secondary data sets. In addition, the research methodology employed is deductive, starting with a well-established theoretical premise based on micro-economic consumer theory and then comparing its empirical support or lack thereof by analysing the same data sets. This study employs both comparative and longitudinal approaches to examine McDonald's market behavior vis-à-vis income and urbanization data over a fourteen-year period (2010-2024) in three different countries.
No human subjects are included in any aspect of this study. All of the data utilized in this dissertation is publicly accessible. Additionally, all data was collected, processed and presented consistent with the ethical principles delineated in Section 3.7, including but not limited to accurate representation of all data sources; complete citations of all references in compliance with UWTSD Harvard referencing conventions; and open acknowledgment of the limitations inherent in utilizing proxy measures within the scope of this analysis.

[bookmark: _Toc238796822]1.7 Outline of the Remaining Dissertation
The remaining parts of this dissertation have been divided into four separate chapters, each addressing a different part of the research process.
Chapter 2 will be a literature review. This chapter is based upon four thematic elements that collectively present the theoretical and empirical background for this study. 
These thematic elements are:
the economic theory of inferior and normal goods,
the dynamic relationship between fast-food consumption and income development (i.e. as incomes grow),
McDonald’s competitive behaviour across developed and emerging markets,
and, the cross-cultural aspects of eating-out behaviours across various cultures. 
At the conclusion of Chapter 2, it synthesizes the four themes, identifies the research gap addressed by this dissertation, and formally outlines the research aim, objectives and research questions.
This chapter outlines how this research was conducted, which includes an outline of the Research Philosophy, Research Design, Systematic Literature Review Process; Data Collection Methods and Ethical Considerations that were applicable to this research.
This chapter outlines the results of the Secondary Data Analysis. It also provides an analysis and a discussion of those results relating to the Inferior Good Hypothesis and all three of the research questions.
Chapter 5 represents the final element of this dissertation – i.e., the conclusions/recommendations. This chapter will summarise the primary results from this study, draw definitive conclusions in response to each of the three research questions; offer practical recommendations to practitioners operating within the industry; suggest potential avenues for future theoretical work for scholars interested in continuing to develop the analytical framework presented within this dissertation. Additionally, Chapter 5 contains an examination of the limitations associated with this dissertation and identifies three avenues for future studies that can further elaborate/extend upon the analytical framework outlined herein.
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[bookmark: _Toc238796824]2.1 Introduction
This chapter is a review of the relevant literature that pertains to the research problem, which revolves around the issue of whether or not McDonald’s operates as an inferior good in affluent markets and a normal good in poor markets. The discussion in this chapter is structured into four broad topics that form the foundation for this particular study. They include: the economic concept of inferior and normal goods; the link between consumption of fast food and income; behavior of McDonald’s in developing and developed countries; and cultural aspects of eating out in different societies.
Beyond simply synthesizing the body of research work that exists, the purpose of this literature review is to critique past literature and show how past gaps can be filled using this research work. According to Saunders, Lewis and Thornhill (2019), the literature review aims to provide the theoretical framework on which this research is based.
One of the main gaps seen from this literature review is that most studies carried out look at the relationship between fast food and income in one country alone, with few studies looking at the relationship through a comparative cross-country analysis. The current study bridges this gap through carrying out a cross-country analysis in India, Indonesia, and the United Kingdom between the years 2010-2024.

[bookmark: _Toc238796825]2.2 Inferior and Normal Goods Theory
The ideas of inferior and normal goods represent the fundamental building blocks of consumer theory within microeconomics, forming the main theoretical framework for the research. The necessity to understand the effect of changing income on the demand for certain goods is crucial when examining economic behavior in markets of various countries, including fast food products.
According to the microeconomic theories of consumers' behavior, goods are classified based on their income elasticity of demand (YED). It can be defined as the degree of sensitivity of the demand for the product to the change in consumer's income. Thus, a normal good refers to a product where there is an increase in demand along with income growth, or when there is positive income elasticity of demand (YED > 0). An inferior good refers to a product where demand decreases with increasing income, thus providing negative income elasticity of demand (YED < 0). As Mankiw (2020) states, whether the product is considered inferior or normal depends on consumers' preferences and availability of substitutes at certain income levels. This is a crucial idea to keep in mind when discussing McDonald's as an inferior good, since it shows that the same product can demonstrate the properties of both normal and inferior goods depending on the income level of the consumers.
In this regard, the framework discussed above, focusing on income elasticity of demand, normal vs. inferior goods, and substitutes, can serve as an analytical tool for interpreting the results provided in Chapter 4. The following section presents a review of literature on fast food in general and McDonald’s operations in high- and low-income countries.

[bookmark: _Toc238796826]2.3 Fast Food and Income Dynamics
The link between fast food and income has been the subject of growing academic interest in the last two decades, especially in view of the rapid expansion of fast food companies into developing countries against the backdrop of slowing growth in their well-established high-income home markets. The literature on the relationship offers a complex analysis which largely confirms the theoretical model outlined in Section 2.2, but which also highlights the problems of using the simple categorization of elasticities for such a complex cultural product.
The findings have been consistently showing that fast foods are considered to be normal goods whose demand increases along with the increase in the income levels of the families in both low-income and middle-income countries. These findings coincide with some structural changes during the process of economic growth such as urbanization, female labor market participation, longer work times, and the emergence of a consumer middle class with sufficient financial and motivational capacity to adapt the new ways of consuming food. Gostkowski (2018), through the analysis of the system of demand shows that food income elasticities differ depending on the category of food products and the country under consideration, and among the commercial foods, there is high income elasticity in countries where commercial foods were not available before. In such countries as India and Indonesia, when income increases, fast foods move from luxury food to more common food consumed by the growing urban middle class, which exactly coincides with the concept of the normal good.
In summation, the literature pertaining to fast food and the dynamics of income demonstrates that there is strong support for the theory that fast food restaurants, especially McDonald’s, have different behaviors in the three countries being studied. The next part will consider the literature on McDonald’s behavior in developing countries compared to developed nations.

[bookmark: _Toc238796827]2.4 McDonald's in Emerging vs Developed Markets
The international growth of the McDonald’s firm can be considered to be one of the best examples of case study analysis in international business, and the difference in the behavior of this market player in developing and developed markets provides an excellent basis for testing the hypothesis of inferior goods. It has been proven that there is a pattern in the literature where the position of McDonald’s is quite different depending on the development of the economy it operates in.
It is important to note that when McDonald’s entered India in 1996 and Indonesia in 1991, the average income level of people was rather modest, and eating out was not common at all. The introduction of the brand into the Indian and Indonesian markets was accompanied by significant cultural adjustments. While in India, the menu was adapted by excluding the meat products and including many vegetarian dishes, such as the famous McAloo Tikki burger, in Indonesia, the company certified all its products to be Halal since the start in order to meet the dietary needs of the Muslim majority and launched such products as McRice which fit well with the food culture of the country. Based on the analysis of the applicability of the Consumer Agency Model for explaining the marketing strategies of the company made by Jeon et al. (2016), McDonald’s entry into the emerging markets like India and China demonstrates that cultural adjustments have been made strategically to position Western fast-food as an aspirational choice for the rising middle-class consumers who seek cultural identity in addition to the satisfaction of basic needs. 
Implications are vast regarding the inferior good theory because if McDonald’s is viewed as an aspirational or luxury good in India and Indonesia, then as income levels rise in those markets, there should be higher rather than lower consumption of the product, as is the case of the normal goods theory that applies to the markets in question in this paper. Data from the outlet expansion clearly backs up this interpretation. In India, McDonald’s grew from 211 outlets in 2010 to 665 by 2024; in Indonesia, it grew from 109 outlets in 2010 to 318 by 2024 (McDonald’s Corporation, 2024). The per capita outlet numbers are still quite low, 0.46 in India and 1.14 in Indonesia, but the trend is definitely upward.
The differences from the United Kingdom market are very clear. McDonald’s has been present in the United Kingdom since 1974 and is a highly developed brand in terms of its presence on the consumer market. Nonetheless, the outlet expansion rate has been noticeably low and has gone up merely from 1,194 outlets in 2010 to 1,470 outlets in 2024 – an increase of just 23 percent in fourteen years compared to the 200 percent increase in India within the same time span (McDonald’s Corporation, 2024). Per capita, there are 21.6 outlets in the United Kingdom per million people which shows the high penetration of the market and minimal prospects for future growth due to emerging demand. This stagnating trend, coupled with the growing income level of the UK population, corresponds to the idea of inferior goods: as the income level increases, the willingness of people to spend more money at McDonald’s as a place for eating does not follow this trend.
Taking into consideration all together, the existing literature on the market dynamics of McDonald's between emerging economies and the developed country is very informative in relation to the context of the hypotheses being tested in this research. The aspirational image of McDonald's in India and Indonesia and the low budget one in the United Kingdom creates exactly the right environment where the inferior good hypothesis would expect the difference in consumption trends to take place in accordance with the growing incomes in the three countries. The next part examines the cultural factor of eating out in relation to the consumption trends.

[bookmark: _Toc238796828]2.5 Cultural Differences in Eating Out
The Indian scenario, in particular, is characterized by less frequent consumption of away-from-home meals compared to the West. As pointed out in Campaign India (2021), the incidence of meals being eaten away from home in India increased from around three per hundred to eight or nine per hundred in recent years. It is noteworthy that even though it constitutes a large relative change, the level of away-from-home meals in India is much lower than in international terms. It is important to understand this background when analyzing the positioning of McDonald’s in the Indian market. In a society in which eating out is a rare event, a trip to McDonald's implies something different compared to the markets in which eating out is common. To the urban Indian customer, especially the young one, a trip to McDonald’s is not just the means of eating; it is an artifact of modernity, relaxation, and Western consumerism. The aspirational nature of McDonald's in the Indian context implies that as the incomes in India rise and as eating out becomes more common, McDonald's will enjoy an excess benefit in the early stages of such developments.
Similarly in case of Indonesia, the culture is relatively different but still quite similar. Given the Muslim culture in Indonesia, there has been an established culture of the street food in Indonesia where family-based warungs offer food at cheap rates to people, which is considered as the main form of eating out for many. The entry of McDonald’s in this market required not only getting Halal certification but also positioning of their offering against local street food based on hygiene, consistency, air-conditioning and prestige of being a western brand. According to Winarno and Allain (1991), food hygiene and safety have been the important factor behind consumers preferring fast food chains rather than informal street vendors in the cities of Indonesia, especially among the middle class people who link the formality of restaurants with hygiene and status. Thus this hygiene and status-enhanced premium further strengthens the normal good nature of demand for McDonald’s in Indonesia, where higher income levels of middle class people will further increase the demand for McDonald’s.
The difference is obvious. In the UK, dining out is an ordinary, integrated part of people’s social and professional life, and the role of McDonald’s in it is quite clear and understood; McDonald’s occupies the low-end position in a well-developed and diverse market for eating out. Going to McDonald’s does not carry any aspiration element in the UK; it is rather about convenience, speed, and cost than status and modernity. According to Ritzer and Miles (2019), in the consumer societies that have reached a high level of development, the elements of standardization and predictability characteristic of McDonald’s, initially considered positive by consumers, now become disadvantages because of the rise in people’s wealth and the need for variety, authenticity, and uniqueness rather than efficiency and standardization. This change in consumers’ priorities brought on by such factors as the development of food media, social dining, and health concerns shifts McDonald’s position in the UK culture from the one of desired consumer experience to an ordinary one.

[bookmark: _Toc238796829]2.6 Conceptual Framework
The conceptual framework selected for this study is a synthesis of theoretical and empirical findings derived from previous studies and provides the framework in which the data collection and analysis carried out in Chapters 3 and 4 are based. As suggested by Jabareen (2009), the conceptual framework is not simply a summary of theory, but rather a synthesis of related concepts that explain the phenomenon to be studied and give a structure to the interpretation process of the researcher.
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Income elasticity of demand forms the center of this conceptual framework because it is through this measure that the consumption of McDonald's can be studied theoretically in all three countries. It has been shown in Section 2.2 that positive income elasticity means normal good and negative elasticity means inferior good. The framework suggests that the income elasticity of demand for McDonald's is not constant, but rather changes according to the development level of the market – positive and high in lower developed countries like India and Indonesia, but low or negative in developed countries like the United Kingdom.
This core hypothesis is informed by two key moderating variables derived from the literature. First, the economic environment is defined by three income-related metrics: GDP per capita at Purchasing Power Parity (PPP), GDP per worker, and median income at PPP, in addition to levels of urbanization. The combination of all these factors establishes the magnitude and the buying power of the consumer base that can be accessed by McDonald’s in each of the countries in consideration. As evidenced by Ecker and Comstock (2021), income sensitivity of food demand varies substantially between different development stages, thus calling for contextualizing the analysis of McDonald’s restaurant openings against the economic background of each individual country.
The second moderating variable is the cultural environment, as outlined in the literature review (Section 2.5) as an influential determinant of consumer relationship with the McDonald’s brand in different cultural environments. Cultural novelty and aspirational connotations of Western fast food increase the likelihood of the normal-good effect in India and Indonesia, while cultural saturation and premiumization of the out-of-home eating industry create favorable grounds for the inferior good phenomenon in the UK. Both Ritzer and Miles (2019) and Jeon et al. (2016) highlight the significance of the cultural positioning of global fast-food brands.
This framework acknowledges the effects of structure and context which can lead to distorting the income-consumption connection in various markets. In particular, the following have been considered as follows: the effect of COVID-19 on the 2020 dataset, the case of Vikram Bakshi's franchise dispute in India, and value-added tax and different taxes leading to problems with cross-country price comparison. The mentioned aspects are regarded as control variables in the research, instead of the explanatory ones, as the focus of the paper is on the long-term structural connection between income and McDonald's consumption and not on short-term ones.
In total, the three parts mentioned above (the concept of income elasticity as a key construct, influenced by economic and cultural context, and corrected for the structural distortions) define the conceptual framework underlying the research conducted in Chapter 4. The proposed framework is intentionally parsimonious because of the secondary data nature of the research and because of the limits of the master’s thesis.

[bookmark: _Toc238796830]2.7 Synthesis, Research Gap, Aims and Objectives, and Research Questions
Synthesis:-
From the review of literature in the four thematic areas of this chapter, one comes to the conclusion that the categorization of McDonald’s as either a normal or an inferior good is not something that is universal and constant. Rather, such a characterization depends on the interplay of economic development, level of income, and cultural conditions in the market environment. The theoretical framework proposed in section 2.2 proves that the concept of income elasticity of demand is dynamic and changes in accordance with increased incomes of consumers. In other words, the good that starts from being luxurious when the income is very low becomes normal as the number of middle-class consumers grows and might take inferior character as soon as the income reaches a level where there are already better substitutes for it. This income-based change of classification of McDonald’s is also supported by the empirical literature on fast food and income dynamics examined in section 2.3.
Research Gap:-
Even though there have been many studies concerning income elasticity, consumption of fast food, and McDonald’s market performance worldwide, an important gap still exists. In the past, studies have focused on investigating the fast food consumption pattern and income elasticity in one country, with limited literature that makes use of a comparative study involving several countries with varying levels of economic development in testing the inferior good theory. Incorporation of cultural factors as moderators in addition to the economic factors is another aspect of this gap that needs consideration in the existing literature. The present study seeks to address this gap in its two aspects by comparing the McDonald’s market performance in India, Indonesia, and the United Kingdom between 2010 and 2024.
Research Aim and Objectives:-
The gap that was defined above serves as the basis for the research aim and objectives that follow below, being directly generated out of this literature review in terms of its findings.
Research Aim: To analyze the connection between the consumer’s affluence and their consumption of McDonald's food in India, Indonesia, and the UK in the period between 2010 and 2024, and to identify whether McDonald's is an inferior good or a normal good.
Research Objectives:
1. To examine the relationship between GDP per capita PPP, GDP per worker, and median earnings in PPP terms and McDonald's restaurant density per million people across the three countries between 2010 and 2024. 
2. To compare urbanisation rates alongside McDonald's per capita outlet data to assess the extent to which urban population growth drives McDonald's market expansion in India and Indonesia. 
3. To evaluate whether McDonald's consumption trajectory in the UK is consistent with inferior good or income inelastic behaviour relative to rising income levels. 
4. To examine the influence of cultural attitudes toward eating out on McDonald's consumption patterns across the three markets, independent of and in interaction with income effects.
Research Questions
The following three research questions are the operationalized form of the objectives mentioned above and these will directly be addressed through empirical analysis provided in Chapter 4 below:
RQ1: Is there evidence that McDonald’s growth rate in the market is lower than the growth rate of income in the UK, as per inferior goods or income-inelastic?
RQ2: How is the per capita market share of McDonald’s in India, Indonesia, and the UK compared when adjusted for population size, income levels, and urbanization?
RQ3: How does the cultural attitude towards dining out affect the link between income growth and McDonald’s consumption in these markets?



















[bookmark: _Toc238796831]Chapter 3: Research Methodology
The methodologies employed in this investigation were determined during this research process, and therefore, they will be described within this chapter. Within this chapter, I will describe and justify the philosophical perspective that was utilized; the methodological strategy that was selected; the research design that was implemented; and the data collection strategies that were employed to assess if McDonald’s acts as an inferior good in the higher income countries of India, Indonesia, and the UK; and acts as a normal good in lower income markets of India, Indonesia, and the UK. In addition, a systematic evaluation of the scholarly literature referenced throughout Chapter 2 is provided, organized into tables to illustrate the scope and applicability of the resources used. Finally, ethical issues relevant to the study are evaluated at the conclusion of this chapter.
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A "research philosophy" defines the assumptions and beliefs regarding how knowledge is obtained, evaluated and understood within the confines of an investigation. According to Saunders, Lewis and Thornhill (2019), a research philosophy represents the outermost level of the research process. Therefore, prior to describing the research methodologies used in this study, it will be essential to define and support the research philosophy underlying this investigation. 
This research utilizes a positivistic research philosophy. Positivism is a philosophical perspective advocating that knowledge should be based upon empirically identifiable, measurable events; and that both the natural and social worlds can be investigated via objective, systematic inquiry. Bryman (2016) notes that the assumption inherent in positivism is that reality exists independently of the investigator and that reality may be accessed by collecting and analyzing empirical data. In general terms, the use of a positivistic research philosophy is suitable for this research since the research question was identified as testing a specific and empirically verifiable relationship between income levels and consumption behavior known as the "inferior good hypothesis." Testing this hypothesis necessitates collecting and analyzing empirical data related to income, restaurant outlet density and urbanization over a predetermined period across three countries. All of these factors are consistent with the principles of positivism. 
Additionally, a positivistic research philosophy is suitable for this investigation since this study employs a deductive approach. The theoretical structure of this investigation presented in Chapter Two presents a series of propositions generated from accepted microeconomic theory. 
A note of caution should be provided here as well. While a positivistic research philosophy offers many advantages, there are several disadvantages associated with the application of a strictly positivistic research philosophy to investigations involving aspects of culture. As noted in Chapter Two, cultural perceptions toward dining out have a significant effect on shaping consumers' behaviors toward consuming McDonalds products among the three markets examined in this study. Additionally, cultural phenomena cannot always be readily measured using quantitative measures. This disadvantage will be mitigated in the next chapter by employing a mixed-methodology approach.

[bookmark: _Toc238796833]3.2 Research Methodology
Research methodology represents the general plan of action behind how an investigation will take place; it is concerned with the general approach one will use when obtaining and interpreting the information. Methodology is different from research methods, which represent the actual instruments and approaches used to gather data. And research philosophy deals with the philosophical ideas on which a study is based; specifically it deals with what can be known. Creswell and Creswell (2018) describe that when choosing a methodology researchers need to consider both the nature of the research question, and the type of knowledge they wish to develop.
For this paper I have chosen a mixed methodology approach. Mixed methodology is defined by Johnson, Onwuegbuzie and Turner (2007), as using both quantitative and qualitative methodologies together in one study. The combined use of both types of methodology will result in better and richer results than if only one were used. For this paper, the quantitative portion includes our analysis of secondary data related to McDonalds outlets density, GDP per-capita PPP, GDP per-worker PPP, median earnings PPP, and rate of urbanization in India, Indonesia, and UK between 2010-2024. These numbers form the foundation for determining whether consumers view fast-food as an inferior product, thus addressing Research Questions 1 and 2.
I did not collect any primary qualitative data. Instead, the qualitative aspects of this study consist of the qualitative descriptions found in the academic studies reviewed in Chapter 2, and expanded upon in section 3.5 of this chapter. Although no primary qualitative data was collected via interviews or focus groups, this study utilizes qualitative data from existing academic literature to add context and to provide insight into the significance of McDonald’s products across the three countries studied. Specifically, the cultural literature referenced in sections 2.4 & 2.5 provide qualitative depth to understand the social meanings associated with consuming at McDonald’s in each country; these social meanings cannot be understood or identified solely by analyzing numerical data. 
Although there may be other reasons why a mixed-methodology was utilized instead of a strictly quantitative methodology, the reason for its selection lies with the nature of the research question. As illustrated in Figure 11 of Section 2.6, the association between income level and fast-food consumption is determined by many factors besides those that are economically driven. Cultural aspects also contribute to the relationship between income level and fast-food consumption. Therefore, simply relying on quantitative measures would potentially lead to a highly accurate but very narrow analysis of the research questions posed in this study. Relying only on qualitative measures would not allow for testing a hypothesis that has strong economic bases. Thus, a mixed-methodology was selected because it allowed both components of the research question to be explored in a manner that was consistent with the theoretical structure developed for this study, and suitable for conducting analyses utilizing secondary data.

[bookmark: _Toc238796834]3.3 Research Design
Research design is the strategy employed to connect the research question(s) to the method(s) for collecting and analyzing the data to address those research questions. Bryman (2016), further states that the research design supplies a blueprint for the collection and analysis of data and embodies the researcher’s prioritization regarding the type of evidence that is necessary and how it needs to be analyzed. 
This study utilizes a Comparative Longitudinal Research Design. Below is an explanation for why this particular design was chosen for use in this investigation.
Longitudinal Design
Involves the gathering and/or analysis of data over two or more points in time. Unlike cross-sectional studies, longitudinal studies measure variables at several time intervals. This study collects data about McDonald’s Outlet Density, Income Levels, and Urbanisation Data over four time points; 2010, 2015, 2020, and 2024, over a fourteen-year span. Due to the fact that the inferior good hypothesis is fundamentally a dynamic argument, the longitudinal component of the design is critical for this study. Merely demonstrating that McDonald's has fewer outlets in India than in the U.K. at a given time does not provide a full picture of income driven consumption behavior. Instead, the longitudinal aspect of the study allows researchers to track changes in both income levels and McDonald's market share over time so they can determine if outlet expansion accelerates or slows down in relation to income expansion in each market. Therefore, the longitudinal design is the primary vehicle through which the study empirically evaluates the inferior good hypothesis.
Comparative Dimension:
Utilizes a systematic analysis of data collected across three separate countries. These three countries include India, Indonesia, and the U.K., all of which have different stages of economic development. 
Combining Longitudinal and Comparative Elements Produces a Panel Study.
While a traditional panel study requires many country-specific observations to achieve statistical significance, the panel-based design of this study can still produce generalizable directional trends. Even though this study employs a smaller sample size than typically required for a panel study, i.e. four time-point measurements and three countries, the results produced by this design will be sufficiently robust to support identification of directional patterns either supportive or counterproductive to the inferior good hypothesis. Thus, due to limitations associated with utilizing secondary data sources at a Master's degree-level, the findings of this study will be presented as illustrative of larger phenomena rather than as definitive conclusions supported by statistical testing.
Deductive Approach.
As discussed in Section 3.2, this study uses a deductive approach to develop knowledge. That is, this study starts with an existing theoretical proposition developed from microeconomic theory and then tests this theory with empirical data, proceeding from general to specific. This deductive approach is compatible with both the positivist philosophical orientation of this study and with the comparative longitudinal design employed in this study, which is specifically designed to yield empirical evidence that supports, contradicts or modifies expectations generated by the inferior good hypothesis.

[bookmark: _Toc238796835]3.4 Systematic Literature Review 
This dissertation employs an overarching analytical framework that systematically synthesizes and evaluates the findings of existing literature related to the key themes identified throughout this research. Specifically, a systematic literature review represents the second main component of the analytical framework. By utilizing a systematic approach to conducting the literature review, this study aims to provide a rigorous and transparent evaluation of all relevant literature pertinent to this study’s research questions. The systematic approach to literature reviews is distinct from traditional narrative literature reviews, in that traditional reviews often rely upon the researchers’ own subjective judgement when deciding what sources to consider. Conversely, the systematic approach employs a predefined and replicable search strategy that reduces potential bias associated with selecting literature, while also providing assurance that all considered literature is relevant, credible, and properly selected. Therefore, according to Tranfield, Denyer and Smart (2003), the systematic nature of the literature review employed in this study enhances the rigor and accountability inherent within this type of review – especially since much of the data utilized in this study will be obtained from secondary sources.
The PRISMA 2020 guidelines (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) have been employed as the primary reference guide for this systematic literature review. According to Page et al. (2021), PRISMA offers a standardized format for describing the methods used in identifying, assessing for eligibility, and including studies in a review. Originally designed for use in medical and health sciences research, PRISMA has become more widely used in other fields, such as social science and business research, due to its provision of additional measures of methodological rigor and replicability in literature searches. For example, in this study, the PRISMA guidelines have been used to identify and select academic sources that are used to develop both the conceptual and empirical foundations found in Chapter 2.
The majority of the literature search conducted in support of this study was completed using several databases; namely Google Scholar, UWTSD library database, ResearchGate and IFPRI dataverse. Search terms used included various combinations of words representing the following concepts: inferior goods; normal goods; income elasticity of demand; fast food consumption; McDonalds' emerging markets; McDonalds' developed markets; cultural patterns of dining out in India; cultural patterns of dining out in Indonesia; relationship between urbanization and food consumption; and the dietary transition occurring in developing countries. All search terms were entered into the search engines in English and there were no time restrictions placed upon the date of publication. However, because this study examines the current market environment found in many parts of the world today, consideration was given to limiting the search results to publications dated from 2000 onward. Additionally, older references were considered if they offered some insight into foundational theories or represented some of the best evidence available at that time relative to a particular aspect of this study.
All eligible references were evaluated against three sets of criteria. First, each reference had to be applicable to one or more of the four thematic areas presented in Chapter 2. Second, each reference had to originate from a reputable academic outlet that supported peer reviewed journals, well-established academic texts, recognized institutional datasets, etc. Finally, each reference was evaluated based upon whether or not it would provide significant contributions to either the theoretical framework or empirical context of this study. References that failed to satisfy any one of these criteria were excluded from consideration in the final review. The PRISMA flow diagram below demonstrates how all references identified during the literature search were screened against these criteria prior to being included in this review. 
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Table 3.1: Summary of Key Literature Sources
	Author(s)
	Year
	Topic
	Method Used
	Key Finding
	Relevance to This Study

	Mankiw, N.G.
	2020
	Microeconomic consumer theory
	Conceptual / theoretical
	Income elasticity, consumer preferences, substitutes
	Theoretical foundation, inferior good hypothesis

	Varian, H.R.
	2014
	Intermediate microeconomics
	Conceptual / theoretical
	Income inelastic, necessities, luxury goods
	Normal vs inferior distinction, UK market

	Ecker, O. and Comstock, A.
	2021
	Food income and price elasticities across countries
	Quantitative secondary data analysis
	Food elasticity, development stage, income responsiveness
	Empirical support, income elasticity variation

	Gostkowski, M.
	2018
	Consumer demand elasticity using QUAIDS model
	Quantitative econometric analysis
	Demand elasticity, product category, economic context
	Fast food elasticity, cross-market variation

	Jeon, H.J. et al.
	2016
	McDonald's market entry in China and India
	Mixed methods, Consumer Agency Model
	Status symbol, aspirational brand, emerging markets
	Normal good hypothesis, aspirational dynamics

	Ritzer, G. and Miles, S.
	2019
	McDonaldisation and consumer culture
	Qualitative theoretical analysis
	McDonaldisation, standardisation, affluent consumers
	Inferior good hypothesis, UK cultural shift

	Campaign India
	2021
	McDonald's market performance in India
	Industry analysis
	Eating out, aspirational dining, urban youth
	Cultural context, India consumption dynamics

	Winarno, F.G. and Allain, A.
	1991
	Street food culture in developing Asia
	Qualitative secondary review
	Hygiene concerns, branded fast food, street food
	Cultural drivers, Indonesia normal good behaviour

	Jabareen, Y.
	2009
	Conceptual framework methodology
	Qualitative methodological analysis
	Conceptual framework, interrelated concepts, interpretation
	Conceptual framework justification, Section 2.6

	Saunders, M. et al.
	2019
	Research methods for business
	Methodological textbook
	Research methodology, interconnected choices, logic
	Methodological approach, chapter structure

	McDonald's Corporation
	2024
	McDonald's global restaurant data
	Corporate annual report
	Outlet count, India, Indonesia, UK
	Primary outlet data, consumption proxy



[bookmark: _Toc238796836]3.5 Data Collection Methods
Data Collection is the term used to describe the ways by which the researcher will gather enough data to enable them to address the research question(s). According to Saunders, Lewis and Thornhill (2019) the choice of data collection technique depends upon both the research questions and the paradigm within which the study is being carried out and the practicalities associated with conducting the research. In this study all data has been collected using secondary data sources. Secondary data refers to original data that has been collected by another organisation or researcher for their own use and is being reused and re-analysed for the purpose of testing the "inferior good" hypothesis.
The reasons why secondary data were selected over primary data are varied. Firstly, the research questions for this study require access to historical data relating to fourteen years, across three countries, which could not have been collected via primary methods such as surveys or interviews within the resources available and timeframe of a Master's thesis. Secondly, the specific variables required for this study, i.e., McDonald's outlet numbers, GDP per capita PPP, GDP per worker, median earnings in PPP terms, and urbanisation rate are all recorded and published by reputable international bodies who have well-established transparently documented methodologies for collecting data. Finally, secondary data allow for an element of cross-country comparability which may be difficult to achieve via primary data collection as international bodies such as the World Bank and the International Labour Organisation collect and report data using standardised methodologies across countries covered.
Secondary data used in this study have been grouped into three categories based on types of variable provided.
McDonald's market penetration data constitutes one category. The main source of McDonald's outlet number data across India, Indonesia and the UK is McDonalds Corporation Annual Reports (2024) which contains the latest verified outlet numbers by market. For historical outlet data for 2010, 2015 and 2020, these are obtained from statbase.org which aggregates McDonald's historical corporate data by country. Outlet numbers per million people have been determined by dividing outlet figures by total population data obtained from World Bank Population Indicator which provides a population controlled measure of McDonald's market penetration allowing for meaningful comparative analysis across countries.
Income and Economic Development constitute a second category. 
Cultural/Contextual Data constitutes a third category. Cultural Variables have not been quantified directly; however qualitative Literature Reviewed in Chapter Two is utilised to contextualize Quantitative Findings. A variety of sources are included in this category including Academic Journal Articles, Industry Reports and Institutional Publications that document Eating-Out Culture, Consumer Behaviour and Social Meaning of McDonald’s in each Market studied. These are summarized in Table 3.1 at Section 3.5.
Summary of Secondary Data Sources along with Variables Provided, Data Coverage is contained in the following table.

Table 3.2: Secondary Data Sources
	Source
	Variable Provided
	Time Period
	Available At

	McDonald's Corporation Annual Report
	Outlet count by country
	2024
	corporate.mcdonalds.com

	Statbase.org
	Historical outlet count by country
	2010, 2015, 2020
	statbase.org

	World Bank, GDP per capita PPP
	GDP per capita in current international dollars
	2010, 2015, 2020, 2024
	data.worldbank.org/indicator/NY.GDP.PCAP.PP.CD

	World Bank, GDP per person employed
	GDP per worker in constant 2021 PPP dollars
	2010, 2015, 2020, 2022
	data.worldbank.org/indicator/SL.GDP.PCAP.EM.KD

	ILO Global Wage Report 2024 to 2025
	Median earnings in PPP terms
	Most recent available
	ilo.org

	ILOSTAT country profiles
	Median earnings by country
	Most recent available
	ilostat.ilo.org

	World Bank, Urban Population
	Urbanisation rate as percentage of total population
	2010, 2015, 2020, 2024
	data.worldbank.org/indicator/SP.URB.TOTL.IN.ZS

	World Bank, Total Population
	Total population by country
	2010, 2015, 2020, 2024
	data.worldbank.org/indicator/SP.POP.TOTL




[bookmark: _Toc238796837]3.6 Ethical Considerations
Research ethics are defined as the moral principles and guidelines that govern how research is undertaken, to ensure that the method by which I generate knowledge does not create harm, breach an individual’s right to privacy, nor present false information regarding the work of other people. In accordance with Bryman (2016), ethical considerations should apply to all types of research irrespective of the involvement of human subjects within the research. Secondary data research is no exception; issues surrounding the integrity of data, correct attribution and truthful representation of findings are just as applicable to secondary data research as they are to primary data collection.
In relation to this study, there were no human participants. Therefore, no surveys, interviews, focus groups, or observational studies were conducted and consequently no personally identifiable or sensitive data relating to any individual was either collected or processed. Consequently, the ethical risks associated with primary research, such as obtaining informed consent, maintaining confidentiality/anonymity and potentially causing psychological/physical harm to participants did not exist in this study. Ethical approval for the submission of this thesis has been received from UWTSD in accordance with the University’s research ethics policies confirming that the methodology used in this thesis represented secondary and non-participant data collection.
Although the lack of human participant involvement significantly reduces the complexity of ethical considerations in this study, a range of ethical obligations continue to be relevant and have therefore been given serious attention during each stage of this research.
One of the most important ethical obligations is providing accurate representations of secondary data. All of the data included in this study has been sourced directly from the references cited below and has not been manipulated, selectively presented or removed from context in order to provide misleading representations of the findings reported by those who originally collected the data. When data has had to be approximated or estimated because actual values for specific years have not been available then this has been transparently recorded in both the text and tables containing the data. Additionally, the World Bank, ILO and McDonald’s Corporation data included in this study are publicly available and access to these resources and citation of them has been made in compliance with their respective licensing conditions.
A second ethical obligation relates to providing full recognition for all sources referenced. 
The third ethical requirement concerns the honest representation of the conclusions derived from this study. As identified in Section 3.6, this study utilises outlet count as a proxy for consumption of McDonald’s food because neither customer foot traffic or sales data have been obtainable on a per country basis. The limitations inherent in using a proxy measure are recognised and acknowledged openly in this chapter and will also be discussed again in Section 5.1. Providing a proxy measure as if it is actually a direct measure of consumption without acknowledging this distinction constitutes a misrepresentation that this study has deliberately avoided.
It is also worth noting that this study makes no assertions concerning individual consumers, communities or ethnic / religious groups that may be interpreted as being offensive/discriminatory/harmful. The cultural analysis described in Chapter 2 and contextualized in Chapter 4 regard cultural variations in eating-out behaviour as objective social phenomena which are documented in academic literature rather than as value judgments against any one culture or society.

[bookmark: _Toc238796838]3.7 Conclusion
This chapter explains and justifies how the researcher went about collecting and analysing the data for this dissertation. It begins by explaining why it would be suitable to take a positive (or post-positivistic) approach to the research. A positive or post-positivistic view fits well with a study that tests whether an existing economic hypothesis can explain certain patterns of spending based upon the use of measurable secondary data. The mixed-methodology approach taken in Section 3.3 was appropriate because the research question is of both quantitative and qualitative types. In particular, the quantitative aspect of the research addresses whether there exists sufficient statistical evidence to support the claim that individuals spend less as their incomes rise (an inferior good), while the qualitative aspects of the research draw upon relevant cultural literature to contextualize and provide additional insight into the quantitative results.
As explained in Section 3.4, a comparative longitudinal research design provides the best means by which to examine and compare McDonald's behavior regarding sales levels and prices in response to rising incomes over a 14-year period across three countries in differing developmental stages. As will also be discussed in Section 3.4, the deductive logic underlying this design is reflective of both where the research began with established microeconomic theories and what the research aims to do i.e., test theoretical predictions with empirical evidence.
Collectively, the methodological choices presented in this dissertation are mutually supportive of each other as well as with respect to the theoretical framework articulated in Chapter 2. That is, the positivism employed as a philosophical foundation supports the deductive logic employed in order to identify McDonald's behavioral responses to rising incomes. The deductive logic also supports the comparative longitudinal research design. Furthermore, the longitudinal research design employed relies upon the secondary data sources identified in Section 3.6. Finally, the mixed methodology elements add a qualitative cultural perspective that needs to be incorporated in order to adequately address Research Question 3 without deviating from the primary quantitative and secondary nature of this dissertation.
The next chapter outlines the results of analyzing these data, including a descriptive overview of all secondary data collected from each country during each of the four time periods. Afterward, the analysis and discussion of these results with respect to the inferior good hypothesis as well as the three research questions listed in Section 2.7 follows.

















[bookmark: _Toc238796839]Chapter 4: FINDINGS / RESULTS, ANALYSIS AND DISCUSSION
This chapter provides an overview, analysis and discussion of the results from the secondary data collected for the purposes of this project. It has been organised in to three key areas. The first area reports the overall findings from all four data elements (McDonald's outlet density; Gross Domestic Product per head in Purchasing Power Parity (PPP) terms; Gross Domestic Product per worker; Median Earnings in PPP terms; Urbanisation Rates), for India, Indonesia, and the UK over the four time periods of 2010, 2015, 2020 and 2024. The second area compares the findings through analysis of growth rates and directional trends in each country and evaluates outlet growth in comparison to income growth as a method for determining a proxy for income elasticity of demand. The final section explores how these findings relate to the inferior good hypothesis, and addresses each of the three research questions raised in Section 2.7.

[bookmark: _Toc238796840]4.1 Findings Presentation 
This section includes a presentation of the secondary data that was collected in this research for all four dimensions of data and three countries. The data is presented in the form of five tables that include; the total number of McDonald's outlets, the number of McDonald's outlets per million people, the Gross Domestic Product (GDP) per capita on a Purchasing Power Parity basis, the rate of urbanization and the median wage levels. All of these tables together serve as an empirical base for the analysis and discussion presented in Section 4.3 and Section 4.4. This foundational data directly supports the analysis of RQ1 and RQ2 in Section 4.2, and the RQ3 discussion in Section 4.3.3.
[bookmark: _Toc238796841]4.1.1 Number of McDonald's Outlets
As shown in the raw outlet count data presented in Table 4.1, it displays the number of McDonald's restaurants open in each of the countries at each of the four different times. As stated earlier, the source of the raw outlet count data is Statbase.org which gathers McDonald's historic corporate data from the company's yearly reports. The most recent outlet count for 2024 has been verified with the McDonald's Corporation Annual Report (2024).Statbase
Table 4.1: McDonald's Restaurant Count by Country (2010–2024)
	Country
	2010
	2015
	2020
	2024
	Growth 2010–2024

	India
	210
	391
	480
	665
	+217%

	Indonesia
	109
	165
	227
	318
	+192%

	UK
	1,261
	1,340
	1,350
	1,470
	+17%


Source: Statbase.org (2024a, 2024b, 2024c); McDonald's Corporation Annual Report (2024)
The difference among the three countries' market trends are readily evident. India saw its number of stores increase by 217% (from 210 stores in 2010 to 665 in 2024) while Indonesia had an increase of 192% (from 109 stores in 2010 to 318 in 2024). Meanwhile, the U.K. experienced an increase of merely 17% (from 1261 stores in 2010 to 1470 stores in 2024) over the fourteen years studied. Additionally, it can be noted that India has been impacted by an unanticipated disruption to their expansion strategy. This occurred when there was a franchise dispute between Vikram Bakshi and McDonald's. As a result, approximately 150+ locations were closed down across Northern India; thus, a "freeze" on new store development took place within that area of India during the time frame of nearly ten years. Consequently, the approximate eight percent increase in the number of stores (from 391 in 2015 to 480 in 2020), reflected this interruption, as opposed to a significant decline in consumer demand.
[bookmark: _Toc238796842]4.1.2 McDonald's Outlet Density Per Million People
Raw outlet numbers provide an inaccurate reference point for comparisons across countries due to extreme differences in total populations among the three (the U.K., India and Indonesia). The raw outlet data has been adjusted for these differences using the population per outlet ratio which is presented in Table 4.2. Data regarding each country's total population was obtained via the World Bank’s Total Population indicator.
Table 4.2: McDonald's Outlets per Million People (2010–2024)
	Country
	2010
	2015
	2020
	2024

	India
	0.17
	0.30
	0.35
	0.46

	Indonesia
	0.46
	0.64
	0.83
	1.14

	UK
	19.8
	20.7
	20.1
	21.6


Source: Statbase.org (2024a, 2024b, 2024c); McDonald's Corporation Annual Report (2024); World Bank, Population, total (2024c)
Population-adjusted outlet ratios show the vastness of the disparity between the three economies. In 2024 there were 21.6 McDonald's outlets per one million persons in the U.K. while the corresponding figure for India was .46; and Indonesia 1.14. Therefore, in 2024, the U.K. had roughly 47 more McDonald's outlets per million inhabitants than India; and roughly 19 more McDonald's outlets per million inhabitants than Indonesia. While it is possible that historical differences in when the respective chains entered their respective markets may have affected this differential in outlet density per inhabitant, both of the developed/emerging economies demonstrate a wide and continuing divergence in their per capita outlet densities since 1998, and therefore clearly illustrate the differing consumption patterns predicted by the inferior goods theory.
[bookmark: _Toc238796843]4.1.3 GDP Per Capita in PPP Terms
Table 4.3 lists Gross Domestic Product (GDP) per capita, in current international dollars which have been adjusted for Purchasing Power Parity (PPP), for each of the countries listed above. PPP adjustments are made throughout this research instead of Nominal U.S.D. to make sure that comparisons of income represent the real difference in ability to purchase goods and services based on income levels; not fluctuations in exchange rates. The Data source is World Bank (2024a) World Development Indicators database and can be accessed through the site "Trading Economics".
Table 4.3: GDP per Capita PPP, Current International Dollars (2010–2024)
	Country
	2010
	2015
	2020
	2024
	CAGR 2010–2024

	India
	$3,500
	$5,700
	$6,504
	$9,817
	7.7% per year

	Indonesia
	$7,400
	$10,500
	$11,900
	$14,470
	4.7% per year

	UK
	$36,500
	$42,000
	$46,000
	$60,620
	3.7% per year


(Note: CAGR = Compound Annual Growth Rate)
Source: World Bank, GDP per capita PPP (current international $), via Trading Economics (2024a)
As presented by the data, each of these countries' incomes grew during the study period; however, their rates of growth were vastly different and began from vastly different income bases. India experienced the greatest increase in relative income over the course of the 14 year study with an increase of 181%. This represents India being one of the fastest growing major economies in the world. Indonesia increased its income by 96%, starting from a greater base than India. The United Kingdom experienced the least amount of relative income growth at 66%, and started from a base that was approximately 10 times greater than India's in 2010. Even though the three countries showed vast increases in income during the study period, the income gap among them remained extremely large. A UK consumer in 2024 would experience a GDP per capita PPP of $60,620 while an Indian consumer would experience a GDP per capita PPP of $9,817 and an Indonesian consumer would experience a GDP per capita PPP of $14,470. Therefore, a typical UK consumer would have over six times more purchasing power than a typical Indian consumer in PPP terms.
[bookmark: _Toc238796844]4.1.4 Urbanisation Rates
The urbanization levels for each country for both years are shown in table 4.4, with urbanization level defined by the proportion of the urban population to the total population. I have used urbanization levels here due to the fact that McDonald's is primarily an urban product. Its outlets exist mainly in urban locations and it is the urban population of each country which represents the appropriate target market for this research project, rather than the entire populations. All the data on urbanization was taken from the World Bank's "Urban Population" indicator.
Table 4.4: Urbanisation Rate, Urban Population as Percentage of Total (2010–2024)
	Country
	2010
	2015
	2020
	2024
	Change 2010–2024

	India
	30.9%
	32.7%
	34.9%
	36.9%
	+6.0pp

	Indonesia
	49.9%
	54.5%
	56.7%
	58.8%
	+8.9pp

	UK
	81.3%
	82.6%
	83.9%
	84.6%
	+3.3pp


Source: World Bank, Urban population (% of total population) (2024d)
Note: pp = percentage points
The urbanization data provide evidence of an important comparative aspect of the three markets. During the duration of the study (and indeed during most of the last century) over 80 percent of the U.K. population resided within urbanized areas. As such, there is a substantial, consistent, and well-established urban consumer base available to McDonald's in the U.K. In contrast, during the same period Indonesian urbanization expanded rapidly (from 49.9% to 58.8%) thereby providing an expanding pool of new urban consumers which could serve as a natural growth opportunity for McDonald's. However, at 36.9% in 2024 Indian urbanization is significantly lower than those of either Indonesia or the U.K., and thus has important implications regarding how I should interpret the outlet densities presented in Table 4.2. Specifically, India's relatively small headline urbanization rate indicates that the effective size of McDonald's' consumer base (i.e. those living in urbanized areas), is substantially less than would be implied by its headline population figures. Hence, when calculating outlet densities relative to the total population (as done in Table 4.2) I am overstating the actual per capita outlet density experienced by residents of urban areas in India. This problem will be acknowledged and dealt with as part of the analysis provided in Section 4.3.
[bookmark: _Toc238796845]4.1.5 Median Earnings in PPP Terms
The data from table 4.5 provides median monthly earnings in nominal USD and in PPP-USD for the most recent year available for each of the countries. The data regarding median monthly earnings is also provided along with GDP per capita for a better view on the average income level of the consumers. Because GDP per capita accounts for the total income in the entire economy (including that earned by non-working individuals and those earning higher incomes), while median monthly earnings represents the income of a mid-income individual, it provides a much clearer picture of the actual income of the "typical" consumer. Additionally, because PPP adjustments are used to enable direct comparisons among the three economies, the PPP adjusted median monthly earnings data provides a basis to compare directly the relative differences in purchasing power among the three consumer bases.

Table 4.5: Median Monthly Earnings, Nominal USD and PPP Adjusted (Most Recent Available)
	Country
	Nominal USD (monthly)
	PPP Adjusted USD (monthly)
	Source

	India
	~$320
	~$1,100–$1,300
	ILO / Salary Explorer

	Indonesia
	~$246
	~$600–$750
	BPS / ILOSTAT

	UK
	~$3,785
	~$3,600–$3,800
	ONS ASHE 2024


Source: International Labour Organization, 2024a; International Labour Organization, 2024b
Median earnings illustrates a large difference in purchasing power among the consumers of the three markets which cannot be totally illustrated using solely GDP per capita measures. In terms of nominal USD, a typical UK worker would earn around 12 times the amount of a typical Indian worker on a monthly basis, and about 15 times that of a typical Indonesian worker. However, when I apply PPP to adjust these numbers so they can be compared directly; a typical UK worker has about 3 times the amount of a typical Indian worker and about 5 times that of a typical Indonesian worker. These findings illustrate that even though there may be lower prices in India and Indonesia than in the UK, the typical UK consumer still has significantly more purchasing power in terms of real dollars than consumers in either of the other two developing markets.
As such, based upon the purpose of this research project, the PPP adjusted median earnings will be the best method to evaluate consumer purchasing power to assess the ability to afford meals at McDonalds in each of the three markets. The relative size of a McDonalds meal in relation to the median monthly income in each country is one factor that will contribute to our assessment of whether McDonalds is considered a normal good or inferior good in each of the respective economic contexts.

[bookmark: _Toc238796846]4.2 Examination of Data 
This section directly addresses RQ1 and RQ2 through comparative growth-rate and proxy elasticity analysis; RQ3 is addressed separately in Section 4.3.3 using the cultural literature reviewed in Chapter 2.In the following sections, I will examine the data collected (Section 4.2) on McDonald’s expansion and economic growth in all three of our case studies during the time spanned by this project. Our examination of the data will be organized into three stages. In Stage One, I will compare the growth rates of McDonald’s store count density with the growth rates of GDP per capita PPP for each country studied. This stage will provide us with an assessment of whether there is a correlation between the rise in GDP per capita PPP in each country and an increase in consumption of McDonald’s products. In Stage Two, using a proxy for income elasticity, I will quantitatively assess the direction and degree of income-consumption sensitivity for each country. Lastly, in Stage Three, I will analyze the urbanization-adjusted outlet densities to help us understand the influence of the urbanized nature of McDonald’s customer base on the comparison between GDP per capita PPP and the number of McDonald’s outlets per person.
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Our primary empirical testing of the inferior good hypothesis is based upon the comparative growth rates of McDonald’s outlet density compared to those of GDP per capita PPP for each country from 2010 through 2024. If the growth rate of outlet density exceeds the growth rate of GDP per capita PPP in a given year, then that would suggest McDonald’s consumers exhibit normal good behavior because their increased ability to afford McDonald’s is related to their greater consumption of McDonald’s. Conversely, if outlet density grows at a slower pace than does GDP per capita PPP; or even declines relative to GDP per capita PPP; that would indicate either inferior good or income inelastic behavior.
Growth rates for McDonald’s outlet density per million inhabitants and GDP per capita PPP are shown in Table 4.6 over the entire time span of this research project.



Table 4.6: Outlet Density Growth vs GDP per Capita PPP Growth (2010–2024)
	Country
	Outlet density CAGR 2010 - 2024
	GDP per capita PPP CAGR 2010 - 2024
	Outlet growth relative to income growth

	India
	7.4% per year
	7.7% per year
	Broadly in line, slightly below income growth

	Indonesia
	6.6% per year
	4.7% per year
	Above income growth, strong normal good signal

	UK
	0.62% per year
	3.7% per year
	Well below income growth, inferior good or income inelastic signal


Source: Calculated from Tables 4.2 and 4.3
The findings are significant and clearly show the direction suggested by the models presented in chapter 2. In the U.K., the number of outlets increased 9 percent over 14 years while income rose by 66 percent in the same time frame. Thus, for each percentage point increase in income, the outlet density (i.e. McDonald’s) only grew about 0.17 percentage points, a relatively highly income-inelastic relationship that is indicative of either inferior good behavior or a low positive income-elasticity of demand. Therefore, there is strong evidence based on the U.K. data supporting the notion that McDonald’s does not grow at a proportional level to growing income levels in a mature, high-income market.
On the other hand, in Indonesia, the opposite is true. While the total number of outlets rose 148 percent, income only rose 96 percent. Therefore, the growth rate of McDonald’s outlet density was significantly higher than income; indicating that as Indonesian consumers’ incomes rose, their consumption of McDonald’s products grew disproportionately. This is consistent with normal good behavior as described in the dietary transition literature discussed in section 2.3 of this paper.
The Indian data provides a somewhat mixed signal. While outlet density grew 171 percent, it also grew similarly to the 181 percent growth rate of income. At first glance, this could be interpreted as being similar to a normal good product with an income elasticity near 1. However, this view should be tempered by the fact that India experienced a severe disruption in its economic trajectory due to the conflict between Vikram Bakshi and McDonald’s regarding the franchise contract from 2013 until 2019. The resulting decrease in new outlet openings during the time when income was increasing rapidly produced a distorted growth rate for outlets versus income. If I take into consideration the distortion created by the contractual dispute, it is reasonable to assume that outlet density would have grown at a much greater rate than income after controlling for the artificial suppression caused by the contractual dispute. Evidence to support this assumption includes the rapid increase in outlet openings in India since resolution of the dispute including a growth rate from 480 outlets in 2020 to 665 in 2024, a 38.5 percent increase in just 4 years, compared to an average annual growth in GDP per capita PPP of approximately 13 percent.
[bookmark: _Toc238796848]4.2.2 Proxy Income Elasticity of Demand
It is also possible for this study to use simple econometric methods to estimate income elasticities of demand from the data provided on outlet densities in table 4.6. A simple proxy value for YED can be found by dividing changes in outlet density (in %) by changes in GDP per capita PPP (also in %). In order to interpret these results, it is again important to note that this will be a rough approximation of an actual income elasticity (which would be derived using regression analysis), and therefore can only be used as a "directional" indication of income elasticity.
Table 4.7: Proxy Income Elasticity of Demand, McDonald's Outlet Density (2010–2024)
	Country
	Outlet density CAGR
	GDP per capita PPP CAGR
	Proxy YED
	Classification

	India
	7.4% per year
	7.7% per year
	0.96
	Normal good, income inelastic (close to unit elastic)

	Indonesia
	6.6% per year
	4.7% per year
	1.40
	Normal good, income elastic

	UK
	0.62% per year
	3.7% per year
	0.17
	Normal good, strongly income inelastic (approaching inferior)


Source: Calculated from Tables 4.2 and 4.3. Note: proxy YED = % change in outlet density / % change in GDP per capita PPP. This is an approximation and should be interpreted directionally rather than as a precise elasticity coefficient.
These proxy YED values all generally point in the same direction as both the theoretical framework of chapter 2 and the hypotheses being tested within this study. Indonesia has the largest proxy YED (at 1.40), which indicates that a 1% increase in real income will generate approximately a 1.40% increase in McDonalds' outlet density. Therefore Indonesia represents a significant example of normal good behavior in a rapidly developing economy experiencing substantial dietary transitions. India generates a proxy YED of 0.96, which represents a nearly unitary response and thus is consistent with normal good behavior. However, there is a caveat regarding the impact of the Vikram Bakshi issue on the Indian markets. The UK generates the smallest proxy YED at 0.17, and therefore shows a very weak relationship between increases in consumer income and increases in McDonald's outlet density, resulting in a strong income inelasticity that comes close to being classified as an inferior good. 
As noted previously, although the UK generated a proxy YED of 0.17, it was unable to confirm that McDonald's is an inferior good according to the definition of negative income elasticity; however, it did support that McDonald's exhibited a very strong income inelasticity in the UK market and therefore benefited minimally from income growth. 
[bookmark: _Toc238796849]4.2.3 Urbanisation-Adjusted Analysis
The outlet densities listed in tables 4.2 and 4.6 were both based upon total population. (As stated earlier in section 4.2.4) This would inflate the per capita density of McDonald’s in India particularly, since it was reported in 2024 that only 36.9% of India’s population resided in urban settings; whereas in the U.K., 84.6% of the population lives in urban environments.




Table 4.8: McDonald's Outlets per Million Urban People (2024)
	Country
	Total outlets (2024)
	Urban population (2024, millions)
	Outlets per million urban people

	India
	665
	532
	1.25

	Indonesia
	318
	163
	1.95

	UK
	1,470
	57.5
	25.6


Source: Statbase.org (2024a, 2024b, 2024c); World Bank, Population, total (2024c)
Table 4.8 adjusts these outlet density measures by utilizing urban populations instead of total population when calculating McDonald’s density in each country. Thus, table 4.8 provides a measure of how accurately McDonald’s penetrates its actual customer base. The adjusted outlet density for each country confirms the directionally correct results found from the total population analysis, however it narrows the difference between India and Indonesia. Utilizing urban populations as the denominator, McDonald’s has 1.25 outlets per million urban persons in India, while in Indonesia there are 1.95 outlets per million urban persons and in the UK there are 25.6 outlets per million urban persons. Therefore, the UK has approximately 20 times the number of urban McDonald’s outlets per million persons as does India, and approximately 13 times more than Indonesia. These data confirm that there is a very significant difference between the two types of markets regarding McDonald’s penetration – one being mature, and the other being emerging – regardless of the fact that I have attempted to adjust for urbanization. 

[bookmark: _Toc238796850]4.3 Discussion
In this section, I will address our research questions based upon the data collected and analyzed in sections 4.2 and 4.3; compared to previous literature discussed in chapter two. The purpose of the discussion is to explore what our results mean for the inferior good theory and how they fit within the cultural and economic explanations of McDonald’s consumption found throughout the literature; while making contributions to the overall understanding of fast food consumption across multiple markets at various levels of development.
[bookmark: _Toc238796851]4.3.1 Research Question 1: 
Does McDonald’s demonstrate slower-than-income growth in the UK market in accordance with either the inferior good or income inelastic behaviors?
Section 4.3 provides strong and consistent support that McDonald’s market growth in the UK has grown at a rate much slower than that of income over the course of the study period. Using the YED proxy of 0.17 (Table 4.7), for each percent of increase in GDP per capita PPP, McDonald’s outlet density increased only 0.17%, a very strong income inelastic response when comparing to the income elastic responses demonstrated in both Indonesia and the nearly unit elastic response shown in India.
As stated in Section 2.2, our results are also supportive of the theoretical work completed by Mankiw (2020). Mankiw demonstrates that a good can be classified as normal or inferior depending on the consumers’ level of income and the availability of substitutes. In the UK context, where GDP per capita PPP was $60,620 in 2024 and where the eating out market contains many high-end dining alternatives available at affordable prices, the necessary conditions for a product to begin demonstrating income inelastic behavior have been met. Those consumers that possess adequate disposable income and a variety of dining options will choose to allocate any additional food expenditures towards higher quality/variety food products rather than increasing their McDonald’s consumption due to rising income.
[bookmark: _Toc238796852]4.3.2 Research Question 2:
How does McDonald’s per capita market presence differ among India, Indonesia, and the UK when taking into account population size, income level, and urbanization? 
Section 4.3 shows that McDonald’s per capita market presence varies greatly among the three countries, and the difference in market presence aligns with the inferior good hypothesis prediction when adjusting for population and urbanization. 
As of 2024, on a total population basis, the UK had 21.6 outlets per one million people, while Indonesia had 1.14 outlets per one million people, and India had 0.46 outlets per one million people. Therefore, the UK-India ratio is approximately 47:1. 
However, using an urbanization adjustment factor, the UK had 25.6 outlets per one million urban people while Indonesia had 1.95 outlets per one million urban people and India had 1.25 outlets per one million urban people. Thus, the UK-India ratio based on an urbanization adjusted basis is about 20:1. 
Even after accounting for the significant differences in urbanization rate among the three countries, the UK still has a much greater McDonald’s density than both emerging markets. These differences reflect both the historical development of McDonald’s in the UK and the structural differences in eating-out cultures among the three markets. 
Adding additional information regarding income as well. GDP per capita PPP in the UK was $60,620 in 2024, while GDP per capita PPP in Indonesia was $14,470 and $9,817 in India. Therefore, if McDonald’s consumption varied proportionately with income across all three markets, then the UK should have approximately six and twenty-two-hundredths times the per capita outlet density of India. 
Both ratios are substantially higher than those predicted using a basic income-proportionate model; which is consistent with previous studies that indicate that McDonald’s developed a strong presence in the UK at a point in time when the brand occupied a more aspirational position in the UK market prior to income levels reaching their present-day values. The subsequent stagnation of new outlet openings in the UK while incomes continued to grow, is indicative of how the relationship between income and consumption evolved over time within the UK. 
Additionally, comparing India to Indonesia presents additional insight. Although India has a larger overall economy in terms of dollars than Indonesia, Indonesia has been consistently shown to have a higher density of McDonald’s outlets per million people on both a total population and an urban population basis throughout this study. The differences in these densities are consistent with Indonesia having higher levels of both per capita income and more advanced urbanization rates than India. Both factors support stronger normal-good dynamics for McDonald’s. The consumer base of Indonesia is both wealthier and more urbanized than that of India; therefore commercial dining is a normalized and accessible activity in Indonesia relative to India. This supports faster expansion of McDonald’s relative to population size. 
[bookmark: _Toc238796853]
4.3.3 Research Question 3: 
To what degree do cultural attitudes towards eating out moderate the relationship between income-growth and McDonald’s consumption among the three markets? 
While the quantitative results presented by this research project provide evidence supportive of the inferior good hypothesis, they cannot explain the findings in full detail by solely examining economic factors. The body of cultural literature referenced in Chapter Two provides a valuable supplementary perspective for understanding the income-consumption relationship for each of the markets studied.
In India, where eating out is perceived as an aspirational experience, the cultural context enhances the normal-good relationships that result from increased income elasticities. According to Campaign India (2021), Indians now eat out “approximately three” meals per hundred “up from approximately eight or nine.” Additionally, while Indians may increasingly consume commercial food products, eating out continues to represent a relatively rare activity compared to other regions such as North America or Europe. 
A very similar cultural dynamic exists in Indonesia, however, it includes an existing street food culture within the country. According to Winarno & Allain (1991), hygiene and safety issues are driving middle-class consumers in Indonesia toward branded fast food restaurants instead of informal street vendors. A unique cultural pathway therefore exists for McDonald’s in Indonesia, that is different but complementary to the income-based pathway. The combination of increasing incomes, increased urbanization and cultural preferences for the cleanliness and prestige associated with a formal branded restaurant environment create favorable conditions for McDonald's normal good dynamics in Indonesia. This can be seen through the proxy YED of 1.40, the largest of the three countries, indicating that cultural factors are magnifying the impact of income on demand above what would occur due to pure purchasing power growth.
This pattern may encouragement of eating out in the middle-income segments of society, combined with high levels of disposable income, that could potentially lead to higher-than-predicted consumption of McDonald’s based on income. While the Indonesian case provides the most direct empirical proof for this assertion, while the Indian post-2020 trajectory appears to indicate that this trend continues in that market.
While cultural factors influence how income affects consumption for McDonald's in Indonesia positively; they do so negatively in the United Kingdom. 

[bookmark: _Toc238796854]4.4 Conclusion 
This chapter has documented, analyzed and discussed secondary data collected for this research study using a variety of sources, including data about outlet counts, outlet density per million people, GDP per capita in PPP terms, urbanization percentages and median earnings in PPP terms, for India, Indonesia and the U.K. from 2010 to 2024.



















[bookmark: _Toc238796855]Chapter 5: Conclusion

This chapter draws together the findings of the thesis (Chapter 4) as they relate to the theoretical framework developed in Chapter Two. It consists of five sections. Section 5.1 provides an overview of the primary findings of the thesis, based on the secondary  data collected from consumers across India, Indonesia, and the UK during the period 2010-24. Section 5.2 outlines the conclusions derived from these findings regarding each of the three Research Questions outlined in section 2.7. Section 5.3 outlines both practical implications for marketing managers, and theoretical contributions arising from the study. Finally, Section 5.4 outlines some of the limitations of the current research, while Section 5.5 suggests possible avenues for further research, which could draw upon the foundation laid down in this research. 
The principal aim of this thesis was to investigate how affluence relates to McDonald's food consumption, and how it does so across three distinct markets; namely, India, Indonesia and the United Kingdom over a period spanning fourteen years, specifically 2010 to 2024. Additionally, this thesis investigated whether McDonald's consumption reflects either Normal Goods or Inferior Goods depending on level of economic development.

[bookmark: _Toc238796856]5.1 Summary of Main Findings
This segment provides the major empirical findings of the research project, based on five aspects of data (Chapter 4), prior to the conclusions being presented formally in Section 5.3.
Firstly, and perhaps most importantly (RQ1, RQ2), there was a difference in how quickly the number of McDonald’s outlets increased across the three countries studied during the course of the research. For example, McDonald’s opened 455 new outlets in India between 2010-2024. As such, outlet numbers rose from 210 to 665 restaurants. By way of comparison, McDonald’s had opened 209 new outlets in Indonesia. Therefore, while there were 109 outlets in Indonesia at the start of the study, there were now 318. During the same time frame, McDonald’s added just 209 new outlets in the U.K., increasing the total number of outlets from 1261 to 1470. This variance in raw outlet expansion is the base upon which all future studies will be measured and serves to establish that McDonald’s has followed distinctly different trajectories for its markets in the U.K. and in India and Indonesia.
Secondly (RQ1, RQ2), the researchers sought to find out whether there existed a direct link between the growth of McDonald’s outlets and the increase in average incomes among residents within each country. Between 2010-2024, GDP per capita PPP grew by 181% in India, 96% in Indonesia, and by 66% in the U.K. A comparison of outlet density growth to income growth revealed a distinct and persistent trend across the three markets. Specifically, Indonesia experienced the greatest proxy Income Elasticity of Demand (YED) at 1.40. Such high values indicate that outlet density expanded significantly beyond what might have been expected given income increases; hence they reflect "normal" goods behavior. At the other end of the spectrum, the U.K. experienced a proxy YED value of 0.17. Such low values suggest that outlet density growth occurred at a pace that was less than one-tenth of income growth in the U.K.; therefore these represent "inferior" goods. The proxy YED for India was 0.96. While such a value indicates relatively unit elastic normal good behavior, I note that this may have been influenced by the structural disruption caused by the franchise dispute involving Vikram Bakshi.
Thirdly (RQ2), the researchers used data concerning the number of people living in cities to determine if outlet densities varied by location. The researchers' calculations demonstrate that while there were certainly some differences between the three countries in terms of per capita outlet density when using urban population as opposed to total population as their denominators; however, it was clearly evident that the U.K. continued to exhibit a much greater per capita McDonald's density than did either India or Indonesia; e.g. per capita outlet density was 25.6 in the U.K. whereas it was only 1.95 in Indonesia and 1.25 in India. Furthermore, as was noted previously regarding per capita outlet density, the use of urban population as opposed to total population as a denominator to calculate outlet density also confirmed that Indonesia exhibited per capita outlet density values greater than those of India throughout the entire study period; this result is consistent with the fact that Indonesia exhibits both higher income levels and more developed urbanization than does India.
Fourthly (RQ1, RQ3 context), because median earnings can serve as an indicator of consumer purchasing power, the researchers analyzed median monthly earnings data for workers in each country. Specifically, this data demonstrated that a typical worker in the U.K. earned approximately twelve times more than a typical worker in India in nominal USD terms and approximately three times more in PPP adjusted terms. Consequently, a fast food meal from McDonald's represented a substantially different percentage of average monthly earnings across the three countries; thereby further reinforcing evidence that McDonald's occupy distinctly different positions in the hierarchy of consumer expenditure in each country. In short, McDonald's offers consumers who live at all income levels access to affordable dining options; but as income rises so too do aspirations for more upscale dining experiences and thus eating at McDonald's becomes increasingly seen as a "treat". Conversely, eating at McDonald's represents more of an aspirational experience for members of India's and Indonesia's emerging urban middle classes.
Lastly (RQ3), and finally, the researchers investigated whether cultural attitudes towards eating out moderated the effect of income on consumption. Through qualitative methods described in detail in Chapter Four, responding to Research Question Three, the researchers concluded that cultural influences reinforce the positive relationship between income and consumption in India and Indonesia, where eating out has social prestige associated with aspirational status that drives McDonald's consumption beyond what would be predicted solely by income growth. Conversely, cultural influences mitigate this relationship in the U.K., where eating out has become sufficiently differentiated and premiumized to reinforce the income-inelastic dynamics observed earlier whereby consumers pay a premium to dine out.

[bookmark: _Toc238796857]5.2 Conclusions Based on Research Questions
This section sets out to formally draw the study’s conclusions to each of the three Research Questions outlined in Section 2.7, by drawing upon the empirical data presented in Chapter 4, and also supported by the theory base and literature review provided within Chapter 2.
Research Question 1: Does evidence exist to confirm that McDonald’s market growth will slow compared to income growth in the United Kingdom, indicating an ‘inferior good’ or income-inelastic behavior?
As demonstrated in this study, the data collected confirms that McDonald’s market growth has decreased substantially relative to income growth in the United Kingdom. Therefore, with the use of the proxy YED value of 0.17 calculated for the United Kingdom, it was shown that the outlet density increased at only a relatively small percentage of the increase in income over the time period of 2010 to 2024, which indicates very strong income inelastic behavior. As stated earlier in Section 2.2, Mankiw (2020), outlines that products located towards the bottom of the consumer preference hierarchy are likely to show declining income responsiveness as consumers continue to acquire wealth and can access a wider variety of better quality products.
Research Question 2: How does McDonald’s per capita market presence differ across India, Indonesia and the United Kingdom when controlling for population size, income level and degree of urbanization?
Further supporting McDonald’s per capita market presence, when comparing total populations and adjusting for degree of urbanization, the results demonstrate that McDonald’s per capita market presence in the United Kingdom is extremely large compared to India and Indonesia. Using total population measures, McDonald’s has an outlet density of approximately 47 times larger than India and 19 times larger than Indonesia in 2024. When using an urbanization adjusted measure, McDonald’s has an outlet density of approximately 20 times larger than India and 13 times larger than Indonesia. These differences are due primarily to McDonald’s much longer history of establishment in the United Kingdom, as well as the significant structural difference in eating-out cultures among mature markets and emerging markets.
Once I take into consideration the income factor, our comparisons are even more telling. If McDonald’s consumption is directly related to income in all three markets, I would expect the UK to have around six times the per capita outlet density of India based on the ratio of GDP per capita PPP between these two countries. However, based on total population measures I see that the actual ratio is 47 times larger in total population terms and 20 times larger in urbanization adjusted terms; thus both ratios far exceed what I would anticipate if the relationship were strictly proportionate to income. Furthermore, as indicated above, I believe this difference is largely attributable to McDonald’s long history of operation in the UK rather than a current income-related demand driver. The more relevant indicator of current conditions is that new outlet growth in the UK has been nearly stagnant relative to income growth since 2010. 
The comparison between India and Indonesia demonstrates that Indonesia consistently maintains a higher per capita outlet density than India throughout this study period. Given that Indonesia has a higher per capita income, a more developed urbanization index and a more established commercial dining culture than India, this outcome is consistent with the theoretical prediction made earlier, that McDonald’s normal good characteristics are farther progressed in Indonesia than in India.
Research question 3 : How much do consumers' perceptions of eating out influence the link between increases in disposable income and increased consumption of McDonald's in the three countries studied ?
Based upon the research findings, cultural views on eating out provide a substantial and quantifiable moderating effect upon the income-consumption link in each of the three country-specific studies. Additionally, it was found that cultural influences are essential to understanding consumer behavior and cannot be represented adequately through economic measures alone. In India and Indonesia, cultural influences enhance the aspirational and social values associated with consuming McDonald's over and above its utility value as a meal item. As such, when disposable incomes increase in urban India and Indonesia and as the frequency of eating out also increases, a cultural premium exists which will accelerate McDonald's consumption greater than if based solely on income growth alone.
In contrast, in the U.K., the same cultural dimension operates but in a counter-acting manner. 
Therefore, based upon Research Question 3, it can be concluded that the recommendations made by the supervisor regarding combining both cultural and economic analytical perspectives are supported. The income-consumption relationship for McDonald's is most appropriately viewed as being influenced by both consumers' economic purchasing power as well as their cultural views toward eating out.

[bookmark: _Toc238796858]5.3 Recommendations
This chapter presents the conclusions from this study with recommendations to both managers and policy-makers based on empirical evidence. Additionally, recommendations have been developed for academics who wish to continue research using the results of this study.
[bookmark: _Toc238796859]5.3.1 Recommendations for Managers and Policy-Makers 
Firstly, McDonald’s should continue its outlet expansion strategy in secondary and tertiary cities in emerging countries (India & Indonesia) since both of them are classified as normal good markets due to rising incomes and the increased desire for eating out among the increasingly urbanised populations. In India, for example, an increase of 15% in outlet numbers was experienced between 2018 and 2024 after McDonalds resolved legal issues; however, this growth rate was even higher in the four years preceding the dispute when there were no restrictions on opening new restaurants. Urbanisation statistics demonstrate that India continues to grow at a rapid pace with millions of people migrating to towns every year. Therefore, if McDonald’s expands into these newly formed towns, it can capitalise on new customers who are developing a taste for commercially prepared foods and benefit from being associated with status. The same pattern is evident in Indonesia. As long as the number of new customers increases faster than the available supply of restaurant seats in secondary and tertiary cities, then McDonald’s can maintain its position as a leading fast-food chain.
Secondly, the UK market for McDonald’s should be positioned differently. Since the YED value of 0.17 obtained by this research is indicative of income insensitivity, the company should not expect any additional revenue from new customers attracted to the brand by an increase in income. Consequently, McDonald’s strategy in the UK should be focused on maintaining current levels of customer retention rather than attempting to attract new customers who may require high levels of disposable income. This could include investing in digital loyalty schemes to retain current customers; developing premium products to create greater customer retention as well as improve average spending per transaction; or develop healthy products to help move McDonald’s image away from an aspirational lifestyle towards a functional one. 
[bookmark: _Toc238796860]5.3.2 Recommendations for Academics 
Firstly, future studies can consider applying the Inferior Good Hypothesis to examine how fast food chains (such as KFC, Burger King and Subway etc.) operating globally across a wide variety of different economic conditions experience changes in income elasticities throughout the different developmental stages of their respective markets. This would allow researchers to establish if the relatively low level of income responsiveness observed for McDonald’s in mature markets (for example UK), is common to all fast food chains or unique to McDonald’s.
Secondly, researchers could also explore ways in which global fast food chains might differentiate themselves and potentially alter their income elasticities by altering their branding and/or menu offerings within individual markets.
The second recommendation is for consumer demand theory to be developed with cultural variables integrated into it. This study's findings confirm that the relationship between income and consumption of McDonald's will not be fully explained by economic variates alone and that attitudes towards fast food will act as a moderating force among markets which either enhance or reduce the elasticity signal from each market. Current consumer demand theory including standard y.e.d. Frameworks drawn from mankiw (2020) and Varian (2014) do not have any analytical structure to incorporate cultural variables into the models. Future work on theoretical structures should propose how cultural modifiers could be formally added to y.e.d. Income elasticity models. 
This addition may take place through the development of a newly created culturally adjusted y.e.d. Model where both social meaning and determinants of consumption are accounted for.

[bookmark: _Toc238796861]5.4 Limitations of Research
This study was conducted within the bounds of several constraints, including those that limited the ability to conclude anything specific from the results of this study. Therefore, in this section, I will critically evaluate the limitations of this study. These limitations will include those that were predetermined prior to collecting data (and/or analyzing data) and those that developed after collecting data and conducting an analysis of that data.
The most significant constraint concerning the study involved using outlet density as a substitute for actual consumption of McDonald’s products. It was previously explained in chapter 3 why granular data regarding customer traffic and country-wide sales of McDonald’s were unavailable to the public and thus this study used the number of McDonald’s restaurants per one million inhabitants as the sole proxy for measuring the consumption of McDonald’s products. This proxy was based on the assumption that there exists a direct positive association between the number of outlets and the amount of product demanded. Although this assumption appears reasonable; however, it is essential to note that outlet density represents an imperfect proxy for total consumption. Consequently, the proxy YED values presented in table 4.7 must be considered as indicative directional measures of the relationship between income and consumption of McDonald’s products rather than as precise econometric estimates of income elasticities.
A second constraint concerns the number of time periods represented in this study. Specifically, this study analyzed data at four separate times over a fourteen-year period. The years selected included 2010, 2015, 2020, and 2024. Although the longitudinal structure of this study provided sufficient information to establish the existence of general directional trends in the income-outlet-growth relationship among these countries; however, it did not account for the year-to-year variations in the relationship between income and outlet growth that a more detailed yearly dataset would have established. Additionally, the selection of 2020 as a time-point introduced a considerable degree of random noise into the analysis because the COVID-19 pandemic resulted in numerous short-term closures of fast-food establishments and a dramatic decline in consumer spending in all three countries. 

[bookmark: _Toc238796862]5.5 Recommendations for Future Work
In conclusion, there are numerous avenues for future research that will utilize and expand upon the analytical framework that was developed in this study. The purpose of this section is to outline three distinct avenues that may provide significant contributions to our understanding of the relationship between income and consumption of McDonald's products in India, Indonesia, and the U.K.
Firstly, it is recommended that future studies collect both primary data to supplement and validate the secondary data collected for this study. As previously noted, this study utilized only secondary data due to limitations imposed by time, resources and data availability associated with conducting a Master’s level dissertation. A future study that combines the secondary data analysis (the focus of this paper) with primary data (i.e., consumer surveys of actual frequency of visits to McDonald’s restaurants and expenditures at McDonald’s restaurants among consumers within various income brackets in India, Indonesia and the U.K.) would permit a more direct and accurate assessment of the income- consumption relationship than outlet density surrogates would enable. Additionally, a future study combining both primary and secondary data would provide an opportunity to assess whether the cultural moderating effects that were identified in this study can be assessed using attitudinal survey measures thereby providing a stronger empirical foundation for the cultural component of the analysis.
Secondly, it is suggested that future studies extend the inferior good hypothesis framework to include other fast-food chains that operate in markets characterized by different developmental stages. Therefore, a comparative study assessing McDonald’s in addition to KFC, Burger King and Subway across the same three country markets would assist in determining whether the results of this study generalize throughout the fast-food category or represent a position-specific to McDonald’s brand positioning and market history.
Thirdly, it is suggested that future studies utilize annual rather than four-point longitudinal data. 
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	Bryman, A. (2016) Social Research Methods. 5th edn. Oxford University Press.
	Overview of methodology, which covers research philosophy and methods. The current chapter presents a discussion on the philosophy and method used in the research that include positivism and deductive approach.

	Campaign India (2021) '25 years on, is McDonald's a success in India?'. Available at: campaignindia.in (Accessed: 11 June 2026).
	The industry literature concerning McDonald's evolution and positioning in India is used to demonstrate that the way India’s culture frames McDonald’s is through the perception of an aspirational brand, and also to recognize the lower rate of dining out by Indians.

	Creswell, J.W. and Creswell, J.D. (2018) Research Design: Qualitative, Quantitative, and Mixed Methods Approaches. 5th edn. SAGE Publications.
	Methodological core discussion covers qualitative, quantitative, and mixed methodologies. This book is used for supporting the use of quantitative mixed methodology that was used in Chapter 3.

	Ecker, O. and Comstock, A. (2021) Income and Price Elasticities of Food Demand (E-FooD) Dataset. IFPRI. Available at: doi.org/10.7910/DVN/OXZ0H6 (Accessed: 11 June 2026).
	Dataset and documentation of income and price elasticities of food demand, used as empirical evidence to show how the elasticity of food consumption varies depending on income level.

	Gostkowski, M. (2018) 'Elasticity of consumer demand: estimation using a quadratic almost ideal demand system', Econometrics. Ekonometria. Advances in Applied Data Analytics, 22(1), pp. 68-78.
	An econometric study on demand elasticity through a Quadratic Almost Ideal Demand System (QUAIDS). This methodology is used to establish the theoretical basis for the income elasticity of demand analysis in this study.

	International Labour Organization (2024a) Global Wage Report 2024-25: Is Wage Inequality Decreasing Globally? Available at: ilo.org (Accessed: 11 June 2026).
	Global Report on Wages and Income Inequality. This report is used as secondary data providing information about income trends that pertain to the income variables studied.

	International Labour Organization (2024b) ILOSTAT Country Profiles. Available at: ilostat.ilo.org (Accessed: 11 June 2026).
	Labor market statistics database. Used as a secondary data source for variables related to income in the three selected countries.

	Jabareen, Y. (2009) 'Building a conceptual framework: philosophy, definitions, and procedure', International Journal of Qualitative Methods, 8(4), pp. 49-62.
	Methods paper that talks about the making of conceptual frameworks and is used to develop the concept of the framework in chapter two.

	Jeon, H.J., Meiseberg, B., Dant, R.P. and Grünhagen, M. (2016) 'Cultural convergence in emerging markets: the case of McDonald's in China and India', Journal of Small Business Management, 54(2), pp. 601-616.
	An empirical analysis of McDonald’s positioning and culture in emerging economies. The purpose of this research is to provide insights into the discussions on McDonald’s strategies and culture in developing economies.

	Johnson, R.B., Onwuegbuzie, A.J. and Turner, L.A. (2007) 'Toward a definition of mixed methods research', Journal of Mixed Methods Research, 1(2), pp. 112-133.
	Foundational work that establishes the basis for mixed-methods research. This foundational work is used to explain and validate the mixed-methods framework used in Chapter 3.

	Mankiw, N.G. (2020) Principles of Economics. 9th edn. Cengage Learning.
	Basic microeconomics textbook that was used for defining normal goods and inferior goods as well as building the theory of income elasticity of demand.

	McDonald's Corporation (2024) Annual Report. Available at: corporate.mcdonalds.com (Accessed: 11 June 2026).
	Corporate data source. Employed to develop outlet numbers and distribution of restaurants within markets in the density of outlets study found in Chapter 4.

	Office for National Statistics (2024) Annual Survey of Hours and Earnings (ASHE) 2024. Available at: ons.gov.uk (Accessed: 11 June 2026).
	The UK government’s data on earnings was used as the source of information for the median earnings (PPP terms) for the United Kingdom.

	Page, M.J. et al. (2021) 'The PRISMA 2020 statement: an updated guideline for reporting systematic reviews', BMJ, 372, p. n71.
	Systematic review reporting guidelines are used in order to provide structure and rationale behind the systematic literature review process outlined in Chapter 3.

	Ritzer, G. and Miles, S. (2019) 'The changing nature of consumption and the intensification of McDonaldization in the digital age', Journal of Consumer Culture, 19(1), pp. 3-10.
	The sociological approach to McDonaldization and changes in consumption practices. Used to support the discussion of McDonald's as an example of a globally standardized brand.

	Saunders, M., Lewis, P. and Thornhill, A. (2019) Research Methods for Business Students. 8th edn. Pearson.
	Methodology text which explains the concept of Research Onion as the main methodological approach used to construct the research methodology described in Chapter 3.

	Statbase.org (2024a) Number of McDonald's restaurants - India. Available at: statbase.org (Accessed: 11 August 2026).
	Outlet count database for India, which was used to calculate the number of McDonald’s outlets per million inhabitants in India.

	Statbase.org (2024b) Number of McDonald's restaurants - Indonesia. Available at: statbase.org (Accessed: 11 August 2026).
	The data set on outlets in Indonesia on a country-specific basis has been used to compute the density of McDonald’s outlets per million people in Indonesia.

	Statbase.org (2024c) Number of McDonald's restaurants - United Kingdom. Available at: statbase.org (Accessed: 11 August 2026).
	Country-specific outlet dataset for the UK, which served as the main source of data for calculating the outlet density of McDonald’s per million population in the UK.

	Tranfield, D., Denyer, D. and Smart, P. (2003) 'Towards a methodology for developing evidence-informed management knowledge by means of systematic review', British Journal of Management, 14(3), pp. 207-222.
	A methodological paper on systematic literature reviews in management, along with PRISMA (2021) guidelines, is used as a foundation for the systematic review methodology outlined in Chapter 3.

	Varian, H.R. (2014) Intermediate Microeconomics: A Modern Approach. 9th edn. W.W. Norton and Company.
	Microeconomic Textbook. Used alongside Mankiw (2020) to help understand the definition of normal and inferior goods and serve as a base for theoretical framework.

	Winarno, F.G. and Allain, A. (1991) 'Street foods in developing countries: lessons from Asia', Food, Nutrition and Agriculture, 1(1), pp. 11-18.
	Study of the street food culture in Asia, especially the analysis of the cultural conflict between street food and fast food branding in Indonesia.

	World Bank (2024a) GDP per capita, PPP (current international $). Available at: data.worldbank.org (Accessed: 11 June 2026).
	Economic secondary data used as the source of per capita GDP (PPP) of India, Indonesia, and the United Kingdom.

	World Bank (2024b) GDP per person employed (constant 2021 PPP $). Available at: data.worldbank.org (Accessed: 11 June 2026).
	Secondary economic data set used as the source of data on GDP per worker in the three countries analyzed.

	World Bank (2024c) Population, total. Available at: data.worldbank.org (Accessed: 11 June 2026).
	Demographic secondary dataset utilized in the calculation of outlets per million people in the three analyzed countries.

	World Bank (2024d) Urban population (% of total population). Available at: data.worldbank.org (Accessed: 11 June 2026).
	Secondary demographic dataset. Used to provide the data on urbanization rate for the analysis of urbanization adjustment in Chapter 4.
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