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Introduction
The focus in this assignment is to research an organization that operates globally and to analyse the different strategies that they have for each country/culture. I will hope to find out why certain strategies were seen as appropriate and the results of their application. There will be a focus on globalisation and its impact on the business, the effects of culture, and political, economic and legal factors on strategies. Modes of entry to the country and the market, and finally the chosen organisations structure and resource allocation. 
For these reasons I’ve opted to research McDonald’s. ‘McDonald’s is the largest fast food chain worldwide in terms of both revenue and brand value. In 2016, the company had a brand value exceeding 88 billion U.S. dollars – more than double its closest competitor, Starbucks. McDonald’s is so globalized that the Big Mac index, a scale that measures the Purchasing Power Parity between countries using the price of a Big Mac burger, is now a standard global indicator. Regardless of the price, Big Macs purchased all over the world contributed to McDonald’s 24.62 billion U.S. dollar revenue in 2016.’ (https://www.statista.com/topics/1444/mcdonalds/)
The company's success is down to a combination of globalisation and localisation resulting in ‘Glocaliastion’ where the company has its standardisation with a certain degree of localization suiting the cultural needs of the customer. The company primarily sells hamburgers, cheeseburgers, chicken, chips, breakfast items, soft drinks, milk shakes and desserts. The company often introduces new products and expands the menu according customers preferences. McDonald's are always developing new products and services to adapt to different cultures to maintain its global brand, which in turn, improves the global economy. McDonald's is a clear sign of globalization, having restaurants in each continent, be it Europe, Asia or America you can be sure that there’ll be a McDonald’s in every town.

Main Body – Markets and Strategies
Indian Market 
McDonald’s have a number of strategies in place for each different country and/or culture. Being an American chain operating globally they obviously cannot operate in a country like India in the same manner as they would back home because the culture is so different. So how have they adapted to the Indian market? With India being a very ancient country with a strong culture, McDonald's needed to consider external factors such as cultural, economic and socio political factors in India. To begin with, culturally, India’s primary religion is Hinduism and that means that the majority of the country will see the cow as a sacred animal. This instantly knocks beef off of the menu, the first cultural hurdle for McDonald’s that has been combated with a change to their classic items such as the Big Mac, as that burger is made of beef in most countries in India McDonald’s changed the burger to lamb in order to please a new market. This shows that McDonald’s are using a localization strategy where they are making goods to appease the characteristics of a new culture. Not only have they gotten rid of beef and pork, but they have eggless mayo and many vegetarian items. Sataya Nandini (2014) suggests that the main reasons for McDonald's success is the quality standards they are maintaining all over the world despite the locational constraints and customization. The ‘Think Global Act Local’ strategy was adopted by the company to alter their marketing strategies based on cultural, economic and socio political factors in India. Modification to the strategy and the way they carry out of this strategy allowed McDonald’s to adjust their product portfolio according to the wants and needs of the local consumers in India. With beef being a vital part of McDonald’s’ menu in the West, it was not easy for the company to create a menu without Western favourite beef in India. With many efforts McDonald’s offered a menu for India that contained zero beef and pork. On top of this, all the vegetarian products, even the mayonnaise in vegetable burgers, were egg-less and 100% vegetarian. To readjust to the cultural differences, McDonald’s classified the cooking tools and employees for the vegetarian and non-vegetarian sections. 
From a PESTEL analysis point of view, in terms of the economic side, India has seen steady growth in income since the 1970’s, there has been large growth in population and urbanization as well. With the combination of higher income and larger population, the Indian’s are willing to be more adventurous with their choice of cuisine, looking at this from a SWOT analysis perspective, for McDonald’s this is an opportunity for them to take advantage of a growing consumer interest in their product, and that’s what they’ve done. Kishore Dash writes; ‘High income and growing urbanization have also contributed to a shift in the traditional Indian food habits. High-income urban dwellers are seeking variety in their choice of foods and are willing to spend more on international cuisine, including fast foods.’ (Dash, Kishore) McDonald’s have taken advantage of this by bringing out a burger specifically for the Indian market, a step further than just altering the menu, they have researched what the local culture likes and created a burger for them; ‘Crafted specially for India, McAloo Tikki™ continues to woo Indian hearts.’ (McDonald’s India) 
Legally McDonald’s must be wary of a countries laws, McDonald’s is Human Resource department always ask set questions before entering and setting up in a new country. Claudio Vignali (2001) writes; ‘Before entering a country for the first time the human resource department has a list of questions that must be answered. These include:
- What are the labour laws?
- Would McDonald's be able to establish part-time and flexible work schedules?
- Is there a maximum number of hours an employee can work?
McDonald's then adapts to each individual situation, therefore one could describe the process as glocal’. As McDonalds are an American company, they must adapt their employment guidelines for India as some laws are different, for example; in America there is no ‘minimum rest’ whilst at work, where as in India it is one hour every six hours. Also in India, government approval is required for one person dismissal, where as in the USA there is not. This is an example of some legal requirements which differ from one country to another, accidentally breaking these laws could lead to a degradation of company image and political and legal problems for the company. As happened in Japan with McDonald’s, Lisa Du (2017) writes; ‘“I remember thinking at that time: ‘McDonald’s is over’,” says Ichiro Fujita, a Torrance, California-based consultant who helps bring foreign restaurant brands to Japan. “A lot of people even said they might need to change the name because the image was so bad.”’ I will be looking at Japan next with this in mind. 

Japanese Market
In Japan food plays a vital role with the culture, Tes Lux suggests that food is an expression of all facets of the Japanese identity. For Japanese people, food is paramount to the culture and it stands for many different aspects of the Japanese society.  As mentioned in the Indian Market, the Japanese culture is very different to that of the West, so McDonald’s are forced to change their products and their image in order to cater to the needs and wants of the Japanese market.
In 2014 McDonald’s suffered a series of blows to their Japanese image with a number of people thinking they could not recover. They had encountered legal issues with their chicken suppliers not meeting food safety standards, Thomas Wilson writes; ‘McDonald’s Corp, was hit last year after a major Chinese supplier of chicken was found to have been in breach of food safety standards.’ This was caused by a supplier selling expired chicken, a tooth found in one of their fries and a child was hurt by a sundae with a plastic shard in it. For any company this would have caused outrage, and it did for McDonald’s, but they were able to recover. Had this happened in the USA or the UK, you would of thought, yes McDonald’s would recover because of the loyalty and the fast food dependency and culture in those countries. But for McDonald’s to have recovered and to continue to go strong in Japan is quite an achievement given the culture and the tradition of good food. This shows how McDonald’s has managed to enter a new culture and implement their strategies effectively. This is an example of globalisation and how the western culture has penetrated the Fort Knox of the0 food culture market.
Kelly Hansen writes; ‘Fujita Den, who introduced the first McDonald’s franchise into Japan in 1971, is often called the “king of eating out” (gaishoku no ō) in Japan (Harada and Itō 2012: 4-5, 132-6), not simply for successfully establishing and expanding the fast food chain, but for effectively balancing the core global menu items of hamburgers, French fries, and sodas, with the creation of popular localised products, including the teriyaki burger (ground pork with mayonnaise and teriyaki sauce), corn soup, Chinese-style oolong tea, and the tsukimi, or moon-viewing burger, which includes a fried egg resembling a moon and is typically sold seasonally in the autumn. Ken’ichi Ohmae described the success of Fujita’s business strategy as one based on thinking globally while acting locally (1989).’ As they have done in India, McDonald’s have gone about with the ‘Think Global Act Local’ strategy, with Fujita Den their mode of entry to Japan, he has gone about localising the restaurants to appeal to the Japanese they have managed to become a force in the country. In order to satisfy consumer wants they have introduced a special burger – the teriyaki burger. A burger with a special sauce that satisfies the taste buds of the Japanese, more familiar ingredients such as Soy Sauce are perhaps one of the reasons behind its success. 
[bookmark: _Hlk509309109]The change to the Japanese culture is almost normal nowadays. Marcelo Suarez-Orozco suggests that one of the paradoxes of globalisation is that change is becoming increasingly ordinary, immigration and globalisation are changing how people experience cultural affinity and national identities. Interestingly in Japan McDonald’s is seen as a snack rather than a meal, despite losing some of their culture to the fast food giants, they’ve not lost all values, just accepted change perhaps?  Like many western foods such as Pizza, McDonald’s in Japan is eaten as a light lunch or is bought for sharing. McDonald’s products require consumers to touch the food with their hands, an act that remains something of a taboo. In contrast to the West, where eating with your hands is more or less encouraged, the majority of Japanese customers prefer to eat fast-food burgers with the bun partially encased in the paper, in an attempt to have minimal contact with the food. Depsite this McDonald’s has continued to grow, this could be down to the younger market, woth the Western culture having an influence on the younger generation it could be why globalisation is occurring worldwide. ‘One of the most radical changes in Japanese society is during the past two decades is the growing economic power of young people, without whom McDonald’s could not have made such inroads into the food market.’ (Emiko Ohnuki-Tierney, 2006)

Conclusion
After looking at both India and Japan, it is clear that McDonald’s have a number of strategies for each country, such as the ‘Think Global Act Local’ strategy in order to help them localise their brand and product. This strategy is appropriate as it caters to the local wants and needs and stops the company form being naïve and narrow-minded when it comes to new cultures, the results speak for themselves really as McDonald’s remains the biggest fast food chain in the world and is successful everywhere it goes. In terms of the PESTEL forces they have coped well, obviously, there have been issues in Japan and no doubt there has been in other countries but their brand name and image is enough to earn forgiveness from consumers. Being a franchise has helped McDonald’s enter these new countries and markets with relative ease. To sum up this essay, McDonald’s are a very intelligent company and have great ideas and strategies to keep penetrating new cultures and to keep expanding.
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