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[bookmark: _Toc234778005]1. Introduction 
[bookmark: _Toc234778006]1.1 Background of the Global Fast-Food Industry
The development of the fast food industry is exceptionally fast throughout the world, which is a result of the increasing urbanisation, the changed way of life, the higher disposable income and the demand for convenient food services. Multinational companies like McDonald's have enhanced their global presence by expanding their reach into developed and emerging markets. The industry is very competitive, meaning companies must continually keep innovating and adapting to the evolving preferences of consumers, new technologies, and sustainability issues (Kotler et al., 2022). The McDonald's Brand is one of the world's top fast food brands that has been able to establish a unified global brand while adapting to the local market (McDonald's Corporation, 2024).
[bookmark: _Toc234778007]1.2 International Marketing Adaptation
International marketing adaptation involves adapting marketing strategies to the cultural, economic, legal and social environment of each country (Keegan and Green, 2020). Elements of the marketing mix (product, price, promotion and place) are sometimes modified to meet local customer preferences while retaining a global brand image (Kotler et al., 2022). McDonald's is known for its ability to balance standardization and adaptation by providing culturally appropriate menus and promotions in the various markets it operates in (Hollensen, 2020).
[bookmark: _Toc234778008]1.3 Fast-Food Market Context in the UK and India
The UK and India are two markets with contrasting characteristics of fast food. The UK is an established market with a tendency to buy foods digitally, high competition and growing demand for healthier/eco-friendly food (Statista, 2024). India is, however, a dynamic market, fuelled by urbanisation, population growth and increasing disposable incomes (IBEF, 2024). As cultural and religious diversity differs from that of other countries, McDonald's needs to change their menu, pricing, and promotional offerings more extensively in India as compared to the UK, while keeping their global brand identity (McDonald's India, 2024).

[bookmark: _Toc234778009]1.4 Research Problem
Although the company has achieved international success, determining the right level of global standardization and of local adaptation has proven difficult due to the differences in consumer tastes and culture between international markets (Hofstede, 2001).
[bookmark: _Toc234778010]1.5 Research Gap
There has been a significant amount of research focused on McDonald's international marketing strategies but, to date little recent research has sought to compare their adaptation strategies in the UK and in India. This study aims to fill this gap by making a comparative evaluation of these two culturally different markets (Chaffey and Ellis-Chadwick, 2022).
[bookmark: _Toc234778011]1.6 Research Aim
To evaluate the international marketing adaptation strategies adopted by McDonald's in the UK and India and assess their influence on customer satisfaction and competitive advantage.
[bookmark: _Toc234778012]1.7 Research Objectives
· To examine McDonald's marketing adaptation strategies in the UK and India.
· To compare the influence of cultural and consumer behaviour differences on these strategies.
· To evaluate the effectiveness of adaptation in enhancing customer satisfaction and competitive advantage.
· To recommend improvements for international marketing adaptation.
[bookmark: _Toc234778013]1.8 Research Questions
· What marketing adaptation strategies does McDonald's use in the UK and India?
· How do cultural differences influence these strategies?
· How effective are these strategies in improving customer satisfaction and competitive advantage?
· What recommendations can improve McDonald's international marketing adaptation?
[bookmark: _Toc234778014]1.9 Significance of the Study
The study will be helpful to the international marketing knowledge by analysing and comparing the marketing adaptation strategies used by McDonald's in UK and India. The results will be of practical relevance for academics, marketing managers, multinationals and entrepreneurs aiming at entering into culturally diverse international markets (Porter, 1985; Barney, 1991).
[bookmark: _Toc234778015]2. Literature Review
[bookmark: _Toc234778016]2.1 International Marketing: Concepts and Importance
International Marketing is the process of planning, pricing, promoting and distributing products and services across various countries to meet the requirement of the customers while fulfilling the organisational goals (Kotler et al., 2022). It allows companies to enter new market segments, generate more revenue, build brand awareness and get a competitive edge in the global market place (Keegan and Green, 2020). Multinational companies like McDonalds have been promoting their products in different cultural markets with the progress of globalization, digital technology and international trade. But, in order to be successful in international marketing, organisations must have an understanding of the differences in consumer behaviour, legal regulations, economic conditions and cultural values. (Chaffey and Ellis-Chadwick, 2022).
[bookmark: _Toc234778017]2.2 Standardisation versus Adaptation Theory
Standardisation versus adaptation is one of the greatest dilemmas in international marketing. Levitt (1983) suggested that as technology evolved and the world became global, consumers needs have become similar and companies could standardize products and marketing activities globally. Standardisation can decrease expenses, enhance functional effectiveness, and reinforce a harmonious image of the brand around the globe (Hollensen, 2020). On the other hand, the preferences of consumers across different countries are very different, necessitating adaptation for satisfying customers and successful market penetration. McDonald's is a good example of this as it has a global brand but has tailored its menus and promotional activities to local cultures, notably in India (Kotler et al., 2022).
[bookmark: _Toc234778018]2.3 International Marketing Adaptation Strategies
Marketing adaptation is a process of altering product, price, promotion and distribution to suit the local market requirements while still keeping the overall brand consistent (Hollensen, 2020). Adaptation strategies can cover the development of local products, pricing according to purchasing power, culturally appropriate advertising and choosing appropriate distribution channels (Ryan, 2021). Consumer engagement also varies by country, making digital marketing adaptation critical. Businesses that can do this will have higher satisfaction, loyalty and sustainable competitive advantage at local level and will be more successful in relation to global consistency (Chaffey and Ellis-Chadwick, 2022).
[bookmark: _Toc234778019]2.4 Adaptation of the Marketing Mix (4Ps)
The marketing mix is used to develop an international marketing adaptation strategy. Product adaptation means doing something to a product to make it acceptable to local tastes and religious needs. Price adaptation takes into account both purchasing power and income levels and competitive conditions. Place adaptation involves the distribution methods and the locations of restaurants, as well as digital delivery services, while promotion adaptation is about opening culturally appropriate messages and communication channels (Kotler et al., 2022). The elements are adapted differently in the UK and in India. In India, vegetarian food is heavily featured, while the UK market focuses on making healthier food options available and on digital ordering (McDonald's Corporation, 2024)
[bookmark: _Toc234778020]2.5 Consumer Behaviour in the UK and India
The differences in consumer behaviours exist between the UK and India due to the culture, economy and demographics. Convenience, healthy eating, sustainability and digital shopping experiences are all increasingly important factors to consumers in the UK (Statista, 2024). However, Indian consumers are driven by cultural practices, religious dietary preferences, economic constraints, and family-cantered buying trends (IBEF, 2024). There are significant differences between cultures as measured by Hofstede's cultural dimensions that impact purchasing behaviour and marketing communication, with individualistic cultures (such as the UK) versus more collectivist cultures (such as India) (Hofstede, 2001). 
[bookmark: _Toc234778021]2.6 Theoretical Framework
This study is supported by four complementary theories. Levitt's Standardisation Theory explains the benefits of maintaining global brand consistency and operational efficiency (Levitt, 1983). Hofstede's Cultural Dimensions Theory demonstrates how cultural differences influence consumer behaviour and marketing decisions across countries (Hofstede, 2001). The International Marketing Mix (4Ps) provides a practical framework for analysing product, price, promotion, and place adaptation in international markets (Kotler et al., 2022). Finally, Porter's Competitive Advantage Theory explains how effective marketing adaptation can strengthen competitive positioning and long-term business performance in global markets (Porter, 1985).
[bookmark: _Toc234778022]2.7 Research Gap
The topic of international marketing adaptation and the expansion of McDonald's to international markets have been discussed in great detail to date. However, there are not many recent studies which have directly focused on comparing the adaptation strategies of McDonald's between UK and India with the current evidence. Moreover, there is a lack of comparative research that combines marketing adaptation, consumer behaviour and competitive advantage in one framework. The aim of this study is to fill these gaps by offering a new comparison of McDonald's international marketing strategies.
[bookmark: _Toc234778023]2.8 Chapter Summary
This chapter summarised literature on international marketing adaptation, standardisation and adaptation theory, marketing mix, consumer behaviour and the related theoretical frameworks. In previous studies it was shown that marketing strategies must be tailored to local market conditions, but the brand must be consistent throughout the world. The review also highlighted the importance of having comparative studies of McDonald's adaptation strategies in the UK and India. The study methodology to address the research purposes is explained in the next chapter.
[bookmark: _Toc234778024]3. Methodology 
[bookmark: _Toc234778025]3.1 Research Philosophy
The research philosophy gives a basis to understanding the processes of knowledge development and interpretation during the research process (Saunders et al., 2023). The research philosophy for this study is positivist because it allows to collect objective data and analyse it to evaluate international marketing adaptation strategies. The study's aim is to investigate the relationship between marketing adaptation, consumer behaviour and competitive advantage in the light of factual evidence from published literature and the results of the survey; hence the appropriateness of positivism as the philosophy of the study. 
[bookmark: _Toc234778026]3.2 Research Approach
This study uses a deductive approach with using theories which are already established and studying them in the context of McDonald's in the UK and India (Saunders et al., 2023). The theoretical framework for analysis of marketing adaptation strategies is provided by the existing theories, such as: standardisation versus adaptation and Cultural Dimensions Theory of Hofstede. The deductive approach enables the study to assess the applicability of the theories to McDonald's international marketing strategies in two culturally diverse markets (Sekaran and Bougie, 2020).
[bookmark: _Toc234778027]3.3 Research Strategy
This study uses a comparative case study approach in investigating the marketing adaptation strategies of McDonald's in the UK and India. Case study research can be used to gain an in-depth understanding of a contemporary business phenomenon in its real world context (Yin, 2018). Comparing two markets helps to highlight similarities and differences in marketing adaptation, taking into account influences from culture, economy and consumer behaviour. The strategy is appropriate due to the fact that McDonald's is among the world's top multinational fast food chains and operates in a variety of nations.
[bookmark: _Toc234778028]3.4 Research Design
The study uses a mixed-methods research design as secondary data is used the most and primary data is used in a limited amount. The secondary data will give detailed information from academic journals, company reports and industry publications, and the primary data collected by us by conducting a short questionnaire will give the current consumers' opinion. Data triangulation is used to enhance the depth and credibility of the research findings by using both methods (Saunders et al, 2023).
[bookmark: _Toc234778029]3.5 Data Collection Methods
[bookmark: _Toc234778030]Secondary Data
The main source of information that will be utilized for this study is secondary data. Journal articles, books, McDonald's annual reports, industry reports, Statista, Euro monitor, and government publications will be used to retrieve data, which is peer-reviewed. The sources used are reliable for information on international marketing strategies, consumer behaviour and fast food market trends in the UK and India (Kotler et al., 2022).
[bookmark: _Toc234778031]Primary Data (Google Forms Survey)
The following limited primary data will be gathered from a structured Google Forms questionnaire. The convenience sampling technique will be used to get the required number of responses from 15-20 respondents who are knowledgeable about McDonald's in the UK or India. Closed-ended questions will use a five-point Likert scale to investigate consumer perception of product adaptation, pricing, promotion and overall customer satisfaction in the questionnaire.
[bookmark: _Toc234778032]3.6 Data Sources
Academic and organisational sources will be used to research the study. Academic sources are peer reviewed journal articles found in Google scholar, science direct, Emerald insight and University library databases. Company websites, India Brand Equity Foundation (IBEF), Statista, Euro monitor International and McDonald's annual reports are the sources of information for organising. These sources have timely and accurate information, which is suitable for comparative analysis (McDonald's Corporation, 2024)
[bookmark: _Toc234778033]3.7 Data Analysis Techniques
Thematic analysis will be used to analyse secondary data, which will help to discover the themes emerging from the data in relation to international marketing adaptation. Descriptive statistics such as frequency, percentage and charts generated from Microsoft Excel will be used to analyse the data that was gathered for the primary survey. The overall analysis will help in comparison between the UK and India on marketing adaptation strategies and consumer responses (Bryman, 2021).
[bookmark: _Toc234778034]3.8 Ethical Considerations
The research will be conducted in accordance with the ethical guidelines of the University. The Google forms survey will be voluntary and participants will be informed of the purpose of the study before giving informed consent. There will be no collection of personal identifying information and all responses will be anonymous and confidential. Citing and referencing accurately in the UWTSD Harvard (Cite Them Right) referencing style will be used to avoid plagiarism (Saunders et al., 2023).
[bookmark: _Toc234778035]3.9 Reliability and Validity
Credible academic literature and recognised industry reports will be used to enhance reliability. Measurement errors will be minimised by having clear and consistent questions on the questionnaire. Multiple valid sources will be used to gather data and secondary data will be compared with primary survey data to further validate validity. Data triangulation will help to make the overall results of the research more accurate and trustworthy (Yin, 2018).
[bookmark: _Toc234778036]3.10 Chapter Summary
The methodology used for the study has been described in this chapter. It described the positivist philosophy, deductive research method, comparative case study research strategy, and mixed approach in research. The chapter also provided information on the data collection techniques, data sources, analysis techniques, ethical considerations, and procedures for reliability and validity. These methodological decisions give a strong framework to measure McDonald's international marketing adaptation strategies in the UK and India.
[bookmark: _Toc234778037]4. Expected Findings 
The study should determine that the McDonald's company is able to integrate the important aspect of globalisation and standardisation with the marketing flexibility and adaptation at a local level so that it can gain sustainable competitive advantage in both countries (the UK and India). While the company has a unified brand, logo, and service approach, there is an expectation that there will be market-specific variations in its product offerings, pricing, promotional efforts, and distribution methods (Kotler et al., 2022).
We will see that consumer behaviour, cultural values, religious beliefs and economic conditions have a higher impact on marketing adaptation in India as compared to the UK. For instance, McDonald's is anticipated to show significant product adaptation in India, such as vegetarian offerings, culturally relevant food choices, and other sustainability measures, whereas in the UK, an increased focus is expected on healthier menu items, digital ordering, and sustainability efforts (McDonald's Corporation, 2024)
It is also anticipated that the research will show that the marketing adaptation was effective in both the markets and positively affects customer satisfaction, brand loyalty and competitive advantage. Moreover, the results can be used to uncover the potential of establishing a balance between global consistency and local responsiveness to help McDonald's improve its market position and respond to the evolving consumer preferences. 

[bookmark: _Toc234778038]5. Limitations of the Study 
The study has a number of limitations. It is largely based on secondary data, and this information might not fully depict the latest shift in consumer behaviour and marketing strategies (Saunders et al., 2023). Primary data will be obtained from 15–20 respondents using only a Google Forms survey, which will reduce the generalisability of the results. Also, this research only examines McDonald's and only takes into account the UK and India, which might not be reflective of other multi-national fast food chains or other markets. However, although these are limitations, the study is expected to contribute valuable knowledge to the international marketing adaptation and competitive advantage (Yin, 2018) body of knowledge.
[bookmark: _Toc234778039]6. Research Timeframe
Table 6.1: Proposed Research Timeline (Gantt Chart)
	Research Activities
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Topic selection and proposal approval
	✓
	
	
	
	
	

	Literature review
	✓
	✓
	
	
	
	

	Research methodology development
	
	✓
	
	
	
	

	Ethics approval
	
	✓
	
	
	
	

	Secondary data collection
	
	✓
	✓
	
	
	

	Primary data collection (Google Forms)
	
	
	✓
	
	
	

	Data analysis and interpretation
	
	
	
	✓
	
	

	Findings and discussion
	
	
	
	✓
	✓
	

	Conclusion and recommendations
	
	
	
	
	✓
	

	Proofreading, editing and final submission
	
	
	
	
	
	✓



[bookmark: _Toc234778040]7. Conclusion 
This research aims to analyse the marketing adaptation strategies of McDonald's in the UK and India in the international context. It explores the challenges of achieving global uniformity and local adaptation with the aim of providing customer satisfaction and competitive edge. The study is based on a mix of methods including primarily secondary data and less primary data. The results should help to fill a lacuna in comparative studies and help make effective international marketing practices. In general, the study will add to the literature of international marketing and provide recommendations for multinational fast food companies in culturally-diverse markets (Kotler et al., 2022; Hollensen, 2020).
.
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