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	Term
	Definition

	Adaptation
	The modification of marketing strategies, products or activities to respond to the specific characteristics and requirements of a local market.

	Competitive Advantage
	An organisational capability or position that enables a firm to create greater value for customers or compete more effectively than rivals.

	Consumer Behaviour
	The processes through which consumers make decisions concerning the selection, purchase, use and evaluation of products or services.

	Cultural Adaptation
	The adjustment of marketing activities to reflect differences in cultural values, traditions, norms and consumer expectations.

	Global Brand
	A brand that operates across multiple national markets while maintaining recognisable and consistent core characteristics.

	Glocalisation
	An approach that combines global standardisation with adaptation to local market conditions, allowing a multinational company to maintain global consistency while responding to local requirements.

	International Marketing
	The planning and implementation of marketing activities across national borders while considering differences between international markets.

	International Marketing Mix
	The coordinated use of Product, Price, Place and Promotion (4Ps) to develop and implement marketing strategies in a particular market.

	Localisation
	The process of adapting products, services, communication or other business activities to suit the characteristics of a specific local market.

	Market Adaptation
	The adjustment of business or marketing practices in response to differences in consumer preferences, culture, economic conditions, competition or regulations.

	Market Maturity
	The extent to which a market has developed, including the level of competition, consumer familiarity and stability of demand.

	Multinational Enterprise (MNE)
	A company that conducts business activities and operates across more than one country.

	Place
	The distribution element of the marketing mix, covering how and where products or services are made available to consumers.

	Porter’s Competitive Advantage
	A strategic perspective associated with Michael Porter that explains how firms can achieve competitive advantage through approaches such as differentiation and cost leadership.

	Price Adaptation
	The adjustment of pricing strategies to reflect local purchasing power, competition, consumer price sensitivity and economic conditions.

	Product Adaptation
	The modification of a product or service to meet the preferences, cultural requirements or expectations of consumers in a particular market.

	Promotion Adaptation
	The modification of advertising, communication and promotional activities to reflect local consumer and cultural contexts.

	Standardisation
	The use of relatively consistent products, branding, marketing practices or strategies across different international markets.

	Standardisation–Adaptation Debate
	The continuing international marketing debate concerning whether multinational firms should use globally consistent strategies or modify them according to local market conditions.

	Thematic Analysis
	A qualitative analytical process used to identify, organise and synthesise recurring patterns or themes within a body of evidence.

	Thematic Synthesis
	The systematic process of combining and interpreting themes identified across multiple sources of qualitative or textual evidence.

	Value Positioning
	The way a company communicates and delivers a product’s perceived value relative to its price and competing alternatives


.
xiii
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[bookmark: _Toc240066410][bookmark: _Toc240919591]1.1 Background of the Research Topic
Globalisation, urbanisation, lifestyle changes and consumers' growing demand for convenient and cheap food have made the global fast food industry a significant part of the international food-service sector. Multinational fast food chains have enabled companies to tap into new consumer markets, gain economies of scale and improve brand awareness at an international level. But working across countries is also difficult since there are (huge) differences in consumer preferences, cultural value, economic situation, regulation, and competition between countries. A result, multinational businesses are required to decide on the aspects of their marketing activities that should be consistent around the world and the ones that should be adjusted to local needs (Keegan and Green, 2017; Hollensen, 2020).
The case of McDonald's is suitable for the study since it has created a strong international brand, while serving in various national markets. It illustrates the ongoing struggle between standardisation and adaptation on the global level. Standardisation can help companies maintain uniformity of their brand offerings, improve operational efficiencies and economies of scale, while adaptation can help companies better meet local consumer preferences and cultural environments (Levitt, 1983). 
These can be seen in contrasting markets in the UK and India. UK is a well-established Western country with well-known fast food eating habits and India is a culturally diverse and growing market characterised by unique eating habits and consumer needs. This has forced McDonald's to establish itself as recognisable in the global market and adapt to variations between them. Adaptation might include products, pricing, promotional communication and distribution channels, which are part of the international marketing mix (Kotler et al., 2020).
It is therefore relevant and important to compare McDonald's in the UK and India from both academic and commercial perspectives. On the academic side, it allows for the identification and analysis of the effect of culture and market conditions on the application of international marketing theories. From the commercial point of view, it offers an understanding of the potential of a multinational fast-food chain to be both consistent and responsive in a local environment, while staying competitive. 
[bookmark: _Toc240066411][bookmark: _Toc240919592]1.2 Research Problem / Literature Gap
In the current international marketing literature, there is still a debate about the choice of universal versus local marketing strategy for the multinational companies. Standardisation can offer economies of scale, branding and operational efficiency, while adaptation can offer sensitivity to cultural and consumer preferences and market conditions (Levitt, 1983; Hollensen, 2020). The need to balance global consistency with local responsiveness has become a growing concern in the literature, and is no longer viewed as being at odds with standardisation.
Culture and consumer behaviour are significant since variations in values, eating habits, buying preferences and consumption patterns can have an impact on the marketing strategy adopted by international brands. Prior studies on McDonald's internationalisation have highlighted the significance of localisation in relation to product and marketing communication adaptation for each national market. In contrast, however, much of the existing literature focuses on a given country or particular parts of McDonald's international strategy, thus restricting understanding of the differences between the various markets.
More specifically, there is a lack of a more integrated comparison of the marketing adaptation of McDonald's in the UK and India. Current research is not comprehensive enough to synthesize the changes in product, price, place and promotion by these two markets and the connection to competitive advantage. This leaves a vital market opportunity, as the UK and India are significantly different cultures and markets.
Hence, this Extended Literature Review aims to fill this gap by critically synthesizing the existing academic and credible secondary literature sources and compare the international marketing adaptation strategies adopted by McDonald's in the UK and India, as well as investigate the contribution of adaptation to competitive positioning in the divergent markets.
[bookmark: _Toc240066412][bookmark: _Toc240919593]1.3 Importance and Relevance of the Study
Academically, this study is important since it helps in the comprehension of multinational organizations' approach to international standardisation and adaptation in culturally diverse markets. The study draws inferences by comparing the UK and India based on McDonald's and how cultural and consumer differences impact on international marketing decisions and the adaptation of the 4Ps: product, price, place and promotion. It also enhances awareness of the marketing adaptation that can help develop competitive advantage and of the application of already developed international marketing theories in different contrasting market environments.
The study may also give some useful suggestions to the multinational fast food companies and international marketing managers as they strive for business in the culturally diverse markets from the management point of view. A comparison can assist managers in understanding how global brands can keep their brand identity, yet meet the local consumer expectations. It is worth considering the following contrasting contexts when assessing various adaptation needs: the UK - a developed and mature market, and India - an emerging and culturally diverse market. The research can thus contribute to making better-informed international marketing decisions based on the study of global consistency, cultural responsiveness and competitive positioning.
[bookmark: _Toc240066413][bookmark: _Toc240919594]1.4 Research Aim
To assess McDonald's international marketing adaptation strategies in the UK and India through examining the adaptation across the 4Ps, influence of cultural and consumer factors, balance between the global standardisation and local responsiveness and contribution of adaptation to consumer responsiveness and competitiveness.
[bookmark: _Toc240066414][bookmark: _Toc240919595]1.5 Research Objectives
· To examine and compare how McDonald’s adapts product, price, place and promotion in the UK and India.
· To analyse how cultural and consumer factors influence McDonald’s marketing adaptation in the two markets.
· To evaluate how McDonald’s balances global standardisation with local adaptation across contrasting market contexts.
· To assess how marketing adaptation may contribute to consumer responsiveness and competitive advantage, and to derive evidence-based managerial recommendations.
[bookmark: _Toc240066415][bookmark: _Toc240919596]1.6 Research Questions
· How does McDonald’s adapt product, price, place and promotion in the UK and India?
· What cultural and consumer factors influence McDonald’s marketing adaptation in the two markets?
· How does McDonald’s balance global standardisation with local adaptation?
· How can marketing adaptation contribute to consumer responsiveness and competitive advantage in the UK and India?
[bookmark: _Toc240066416][bookmark: _Toc240919597]1.7 Theoretical Framework 
Four complementary theories are used in this dissertation to explain the way that McDonald's is consistent across the world yet responsive to the market in the UK and India, namely the Standardisation Theory of Levitt, the Cultural Dimensions Theory of Hofstede, the International Marketing Mix (4Ps) and Porter's Competitive Advantage Theory. The theories are not described as individual theories but as a sequence of the analysis: global standardisation — cultural and consumer differences — adaptation across the 4Ps — consumer responsiveness — potential competitive advantage. This sequence closely aligns RQ1-RQ4 and is a result of research which indicates that standardisation and adaptation are compatible (Theodosiou and Leonidou, 2003; Vrontis, Thrassou and Lamprianou, 2009) and must be considered within the context of the marketplace.
[bookmark: _Toc240919598]1.7.1 Levitt’s Standardisation Theory
Levitt (1983) suggests that globalisation can lead to convergence in consumer markets and the availability of a range of standardised products, marketing and operations. The benefits of standardisation can be economies of scale, cost reduction and a uniform international brand image. In this dissertation, Levitt isn't taken for granted as a prediction that all markets are alike; rather, it serves as a criterion for defining the components of McDonald's that are uniform across borders. It thus helps to address RQ3 mainly by setting the standardisation side of the standardisation-adaptation balance.
[bookmark: _Toc240919599]1.7.2 Hofstede’s Cultural Dimensions Theory
Hofstede's model outlines the influence of the national cultural differences on the general values, expectations and behaviour (Hofstede, Hofstede and Minkov, 2010). Focusing on individual consumers is not the intent in the present context, because the dimensions of individualism-collectivism, power distance, uncertainty avoidance and long-term orientation are not meant to be explanatory, but rather as lenses through which to view the individual consumer. The framework is designed to facilitate the interpretation of the reasons for the variations in food preferences, family consumption, communication expectations and attitudes towards products between India and the UK; however, it does acknowledge significant within-country differences.
[bookmark: _Toc240919600]1.7.3 International Marketing Mix: 4Ps
Adaptation is identified using the operational framework of the 4 P's. According to McCarthy (1960) marketing decisions are divided into product, price, place and promotion. These dimensions’ frame RQ1 and the cross-market comparison as product, price, place and promotion. This dissertation frames these dimensions as product, price, place, and promotion when reviewing the cross-market comparison. The 4Ps then merge the general idea of adaptation into specific categories that can be analysed.
[bookmark: _Toc240919601]1.7.4 Porter's Competitive Advantage Theory
The possible outcomes of adaptation are explored using a strategic lens provided by Porter (1985). Competitive advantage can be generated in terms of differentiation, positioning cost/value and structuring value creation activities. This study does not assume any particular advantages to adaptation. Rather, Porter is applied to answer RQ4 and determine whether the evidence cited provides a credible pathway from local relevance and perceived value to increased competitive positioning, and whether execution, costs and competitive intensity are other factors influencing performance.
Integrated theoretical logic
Levitt → Global standardisation → Hofstede → Cultural differences → 4Ps → Local adaptation → Consumer responsiveness → Porter → Potential competitive advantage
This framework therefore directly explains how each theory fits the dissertation and provides the conceptual basis for the UK–India comparative analysis in the subsequent chapters.
[image: ]
[bookmark: _Toc240066526][bookmark: _Toc240919729]Figure 1: Integrated Theoretical Framework
Levitt explains why McDonald’s maintains global consistency → Hofstede explains why markets differ culturally → the 4Ps identify where adaptation occurs → Porter explains how adaptation may contribute to competitive advantage.
[bookmark: _Toc240066421][bookmark: _Toc240919602]1.8 Scope of the Study
This research will specifically emphasis McDonald's in the fast food industry particularly in United Kingdom and India in terms of their operations and marketing strategies. The study investigates the issue of international marketing adaptation in terms of four P's of the marketing mix: product, price, place and promotion. The theoretical scope covers the topic of standardisation, adaptation, cultural influences and competitive advantage as the basis for comparing the strategies of McDonald's in these two markets. From a methodological perspective the dissertation is based on the Extended Literature Review approach, and secondary sources are used exclusively. These will consist of peer-reviewed academic journal articles, scholarly books and reputable industry/organisation publications covering the research topic. This study is not based on questionnaires, interviews, focus groups or any other method of primary data collection. Therefore, only evidence and interpretations available in the selected secondary literature is used to determine the findings.
[bookmark: _Toc240066422][bookmark: _Toc240919603]1.9 Dissertation Structure
The dissertation is organised into six chapters.
Chapter 2: Literature Review critically reviews international marketing, the standardisation-adaptation debate, cultural and consumer influences, the 4Ps and McDonald’s international marketing, and establishes the research gap and theoretical links used in the study.
Chapter 3: Research Methodology explains the interpretivist and inductive orientation, Extended Literature Review strategy, literature search and screening process, quality assessment, thematic analysis, comparative framework and research-rigour procedures.
Chapter 4: Data Analysis presents the themes generated from the selected secondary evidence and compares McDonald’s marketing adaptation in the UK and India.
Chapter 5: Discussion interprets the findings against the four research questions, objectives, existing literature and the integrated Levitt-Hofstede-4Ps-Porter framework, and considers the implications for competitive positioning.
[bookmark: _Toc240066423]Chapter 6: Conclusion synthesises the main findings, answers the research questions, sets out theoretical and managerial implications, acknowledges limitations and identifies priorities for future research.

[bookmark: _Toc240919604]Chapter 2: Literature Review
[bookmark: _Toc240066424][bookmark: _Toc240919605]2.1 Introduction
This chapter critically reviews literature relevant to McDonald’s international marketing adaptation in the UK and India. It establishes the theoretical and empirical basis for the research aim and four research questions by examining international marketing and globalisation, the standardisation-adaptation debate, cultural and consumer influences, adaptation across product, price, place and promotion, and McDonald’s international strategy. The chapter is organised thematically rather than as a study-by-study summary so that areas of agreement, disagreement, limitation and evidential weakness can be identified. The final sections explicitly connect the literature to the integrated Levitt-Hofstede-4Ps-Porter framework and define the comparative research gap addressed through the Extended Literature Review.
[bookmark: _Toc240066425][bookmark: _Toc240919606]2.2 International Marketing and Globalisation
International marketing concerns the coordination and implementation of marketing activities across national markets while responding to differences in customers, institutions and competitive environments. Globalisation has expanded opportunities for revenue growth, economies of scale and brand development, but international expansion also exposes firms to differences in culture, regulation, purchasing power and consumer expectations (Keegan and Green, 2017; Hollensen, 2020). In this dissertation these differences are not just background variables, but they serve as the context in which the degree of McDonald standardization and adaptation is measured.
Globalisation thus poses a strategic dilemma between the need to maintain a global brand and to be responsive to local market needs. While standardisation can facilitate recognition and efficiency, too much does not necessarily enhance relevance, depending on cultural preferences and/or market conditions. Adaptation may improve local fit but can increase cost and complexity and, if overextended, weaken global brand consistency (Kotler et al., 2020; Mandler et al., 2021). This tension forms the conceptual basis for RQ3 and underpins the UK-India comparison.
Culture is an important issue in the quick food industry as a result of the eating practices that are closely linked to cultural tastes. It is not always possible to transfer a successful product or a successful marketing strategy from one country to another. To develop suitable products, pricing, distribution and promotion plans, one must be aware of local consumers' behaviour.
A good example of this challenge is to be found in McDonald's. It is a strong global brand that needs uniformity in its basic identity and customer experience, while serving in culturally diverse markets, it needs to deliver responsiveness to customer expectations. The UK and India provide helpful contrasting examples for exploring this relationship. The international marketing literature thus serves as the basis for assessing the competitive effectiveness of the McDonald's strategy of global standardisation, localisation, and/or a mixture of the two.
[bookmark: _Toc240919607]2.3 Standardisation versus Adaptation in International Marketing
Standardisation–adaptation constitutes a core issue in international marketing. It is a question of whether to have a uniform marketing strategy for multinational companies or to adapt the strategies to suit local market conditions. This debate is still relevant due to the fact that multinationals are required to be efficient across the globe and yet adapt to the varying levels of consumer expectations, cultural norms, regulations and competition (Hollensen, 2020).
[bookmark: _Toc240066427][bookmark: _Toc240919608]2.3.1 Standardisation
The standardisation view is clearly linked to Levitt (1983) who contended that the consumer need is increasingly the same and globalisation makes it possible for multinational corporations to supply relatively homogenized products and marketing strategies around the world. Standardisation can generate economies of scale, reduce marketing and production costs and improve operational efficiency. It may also help to foster a uniform brand image, so that multinational companies can build good brand name recognition and learn effective marketing strategies from one market to the next (Levitt, 1983).
In terms of strategic business, standardisation can be very appealing to large companies because there is a possibility of using common products, common branding and communication, which facilitate international coordination. Consistency can also help heighten consumer recognition of a world brand, regardless of geographical location. But Levitt's thesis has been attacked for its possible overestimation of the degree to which the national markets may differ in some ways forever. Even with the growing integration of markets, the preferences of consumers cannot be assumed to be the same. Cultural values, purchasing power, regulations and consumption habits can continue to shape consumer responses (Hollensen, 2020).
[bookmark: _Toc240066428][bookmark: _Toc240919609]2.3.2 Adaptation
The adaptation perspective argues that multinational firms should modify elements of the marketing mix when market conditions differ materially. Cultural values, food preferences, communication norms and purchasing behaviour can make complete standardisation inappropriate; firms may therefore adapt products, prices, promotion and distribution to local expectations (Theodosiou and Leonidou, 2003; Vrontis, Thrassou and Lamprianou, 2009 Adaptation is not considered as a monolithic strategy but analysed as 4Ps in this dissertation.
Economic conditions, regulation, competition and market maturity can also be a driving force for adaptation. Consumer preferences and habits may affect product development, and purchasing power can affect prices and value propositions. Eating behaviors are especially relevant in the context of fast food, where eating is significant and tied to social and cultural context. Adaptation also introduces complexity and cost to operation, however, this will vary based on need for additional local relevance versus the trade-offs (Hollensen, 2020; Mandler et al., 2021).
[bookmark: _Toc240919610]2.3.3 Standardisation–Adaptation Debate
Neither complete standardisation nor complete adaptation has been proven to be a consistently better strategy in the literature. While standardisation provides efficiency, coordination and global brand consistency, adaptation is a means of responding to local market needs. Empirical research, on the other hand, indicates that the level of adaptation should be determined according to the market, the marketing-mix component and the strategic goal (Theodosiou and Leonidou, 2003; Mandler et al., 2021).
This has helped enable hybrid or ‘globalised’ strategies where multinationals have maintained a familiar worldwide base and shifted some of the activities in customer contact to the local context (Vrontis, Thrassou and Lamprianou, 2009). For McDonald’s, this logic allows global brand symbols and operating principles to coexist with locally relevant products, prices, channels and communications.
The standardisation-adaptation debate therefore performs an analytical function in this dissertation rather than serving only as theoretical background. Levitt establishes what should be examined as globally consistent, while adaptation research provides the counterpoint for identifying where and why McDonald’s responds to the UK and Indian markets. These ideas directly inform RQ3 and also frame the interpretation of RQ1.
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[bookmark: _Toc240066527][bookmark: _Toc240919730]Figure 2.Standardisation versus Adaptation
[bookmark: _Toc240066430][bookmark: _Toc240919611]2.4 International Marketing Adaptation Strategies
International marketing adaptation involves modifying marketing practices to reflect national-market conditions. Cultural, consumer, economic, regulatory and competitive factors can affect the suitability of a standardised strategy (Hollensen, 2020; Theodosiou and Leonidou, 2003). In this study, the significance of adaptation is judged not simply by whether a difference exists, but by whether the difference can be linked to a credible market requirement and to one or more of the 4Ps.
Product adaptation refers to the process of adjusting products to suit local tastes, dietary needs, cultural desires and preferences. This is especially true in the quick food industry, the place cultural and social concerns could play a significant part in food selection. Consumer acceptance and market relevance might be enhanced as a result of localised products (Kotler et al., 2020).
Price adaptation: pricing that is adjusted in relation to purchasing power, consumer price sensitivity, competition and the broader economic climate. A multinational firm can then set off various price structures, value offers or promotional pricing in various markets. Price differences, however, can make management more complex and have an impact on the global brand consistency perception (Hollensen, 2020).
Promotional adaptation refers to the alteration of advertising messages, message delivery and cultural references to suit local cultural values and expectations. International brands can be more culturally relevant through adapted communication, especially in the face of language, cultural and social differences. However, too much adaptation can cause the international brand communication to be inconsistent (Kotler et al., 2020).
Distribution/placing adaptation deals with making products and services available to consumers. Multinational companies can change the format, site, delivery and distribution system of the restaurant based on the infrastructure, lifestyle and buying habits of the consumers in that area. Adapting to digital marketing in today's market is even more crucial, including mobile apps, social media, online ordering and online promotions. Digital channels allow companies to personalise their messages and customer interactions, while still maintaining a consistent global brand image.
Multinational companies also face a challenge of balancing a global identity with locally meaningful messages in the process of branding and communication adaptation. Sustaining core brand characteristics can help consumers to recognize and trust the brand while culturally-appropriate communication can help to enhance consumer connection.
Adaptation, in general, can offer significant benefits in terms of local relevance, consumer acceptance and competitive response. Adaptation also has its drawbacks, however. Excessive localisation can make operations and marketing more expensive, make coordination between countries more complicated and have a negative impact on a collective world-wide brand. Thus, a selective or hybrid strategy would be most likely to be successful in the international marketing arena, in which the basic international features are maintained and the important aspects of local markets are drawn in (Levitt, 1983; Hollensen, 2020).
[bookmark: _Toc240066431][bookmark: _Toc240919612]2.5 Cultural Influences on International Marketing
Culture can influence consumer expectations, purchasing behaviour and responses to marketing communication, but cultural effects should be interpreted with care. Hofstede’s Cultural Dimensions Theory offers a widely used framework for comparing broad national-value patterns (Hofstede, Hofstede and Minkov, 2010). For this dissertation, Hofstede is used as a contextual lens for RQ2 rather than as a deterministic model that predicts every consumer’s behaviour.
Individualism-collectivism and power distance provide particularly useful contextual contrasts for the UK and India, although substantial within-country differences remain. These broad tendencies may help explain variation in family consumption, social influence, communication preferences and responses to brand authority, but they cannot by themselves establish why a particular consumer chooses McDonald’s (Hofstede, Hofstede and Minkov, 2010; de Mooij, 2019).
Uncertainty avoidance and long-term orientation offer additional context for understanding responses to new products, promotions and brand innovations. Nevertheless, national cultural scores describe aggregate tendencies rather than individual consumers, and contemporary consumption is also shaped by age, income, education, urbanisation and digital connectivity. This limitation is important when cultural theory is used to interpret the UK-India comparison (de Mooij and Hofstede, 2010; de Mooij, 2019).
Culture is an important aspect to McDonald's as there are strong links between local culture, norms and social identity and food consumption. Religious preferences may affect food consumption and vegetarian demands are especially significant for food products for the Indian market. Product positioning and promotional communication may also be related to family consumption and to social events. Also, local preferences can impact menu development; culturally relevant symbols and messages can impact the effectiveness of advertising.
However, national cultural structures are not the only basis on which to base cultural adaptation. There may be major differences within a country, and consumers are more and more mixing local cultures and their cultural identity with global consumption habits. Hofstede's model has been criticized, however, because of its conception of national cultures as relatively stable and homogeneous and because it may fail to account for individual and generational differences. In this study, therefore, cultural theory is one of the lenses through which to analyse, with not all consumers in the UK or India acting the same. This strategy allows a deeper analysis of the global consistency of the brand and culturally adjusted marketing strategies that McDonald's practices in the two markets.
[bookmark: _Toc240066515]

[bookmark: _Toc240919718]Table 1.Cultural Influences
	Cultural/Consumer factor
	UK
	India

	Food culture
	More individualised/choice-oriented context
	Stronger cultural and religious food considerations

	Vegetarian preference
	Relevant but less dominant
	Highly significant

	Family consumption
	Relevant
	Strong contextual importance

	Local tastes
	Important
	Highly important

	Religious considerations
	Comparatively less central
	Major consideration


[bookmark: _Toc240919613]2.6 Marketing Mix Adaptation: The 4Ps
The international marketing mix provides the practical bridge between market context and observable adaptation. Product, price, place and promotion are particularly useful for comparing McDonald’s because consumer preferences, purchasing power, infrastructure and cultural expectations can affect each component differently (Kotler et al., 2020; Hollensen, 2020). The 4Ps therefore operationalise RQ1 and provide a common structure for comparing the UK and India. Adaptation can improve local responsiveness, but excessive variation may increase costs and weaken global consistency.
[bookmark: _Toc240066433][bookmark: _Toc240919614]2.6.1 Product
Adaptation means altering the product to meet local consumer tastes and expectations, and to suit local market demands. Menu localisation is especially crucial in the fast-food sector due to significant variations in ingredients, dietary habits and preferences across different countries. McDonald's can therefore tailor ingredients, food options and vegetarian menus to make them more relevant to local consumers. For instance in India, there are greater requirements for adapting to menus due to vegetarian preferences and cultural factors than perhaps in the UK. The amount size and health products might also be modified as a reaction to altering customer needs. Adapting can lead to greater acceptance, but keeping a large variety of market-specific products can lead to greater complexity of the supply chain and operational costs (Hollensen, 2020).
[bookmark: _Toc240066434][bookmark: _Toc240919615]2.6.2 Price
Price adaptation is due to the differences in buying power, price sensitivity, competition and economic conditions among consumers. Multinational companies can, therefore, employ varying pricing methods from one market to another and offer value meals and promotions. Prices need to be affordable yet profitable for McDonald's, and need to be aligned to the competition and consumer expectations in the local market. What works in a relatively established market like the UK might not work in India as the price sensitivity may change with the differences in purchasing power and market conditions. But significant price differences may cause management challenges in other countries and can affect perceptions of price fairness or brand positioning (Kotler et al., 2020).
[bookmark: _Toc240066435][bookmark: _Toc240919616]2.6.3 Place
Place adaptation relates to making products and services accessible to consumers. The site and format of restaurants, as well as the distribution system, can be adapted to address urban structures, consumer lifestyles and infrastructure in the local context. More and more, delivery, digital ordering, mobile applications and online platforms have become vital elements of the fast-food delivery chain. Digital channels have the ability to offer convenience, and allow companies to meet evolving consumer behaviour. However, technological adoption and infrastructure differs between countries, and the same distribution strategy might not be as effective in different countries (Hollensen, 2020).
[bookmark: _Toc240066436][bookmark: _Toc240919617]2.6.4 Promotion
The adaptation of advertising, social media communication and promotional messages to the local culture is called “promotional adaptation.” The interpretation of the marketing messages may be affected by language, cultural symbolism, festivals and consumer values. Local communication could thus help to reinforce relevance and engagement, and local celebrities or influencers could add credibility (where substantiated by market specific evidence). But over-localisation can break down a company's communication and reduce the consistency of their brands on a wider scale. McDonald's is therefore required to keep a balance between the culturally relevant message and its international brand identity.
In general, the 4Ps show that it's not just about product adaption when it comes to going international. Product, price, place, and promotion are these four strategic decisions which are related and affected by culture, economic and competitive factors. The framework therefore provides a useful basis to make comparisons between the different needs of the UK and Indian markets, and how McDonald's cater for their needs, which also provides a way of maintaining its global positioning.
[bookmark: _Toc240066437][bookmark: _Toc240919618]2.7 Consumer Behaviour in the UK and India
Consumer behaviour affects international marketing adaptation in that expectations, purchasing power and lifestyle and cultural values affect multinational brand positioning and experience. The UK and India are contrasting markets in terms of maturity, culture and consumption, as such, consumer behaviour is highly relevant to RQ2 (de Mooij, 2019; Hollensen, 2020).
The UK is a well-developed fast food market and there is a well-defined expectation of convenience, value and service. In an era of digital ordering, delivery platforms and mobile apps, preferences around health, food quality and sustainability have become more significant and could impact the assessment of fast-food brands. The focus on adaptation in the UK could then be on the interaction between value, convenience, product choice and responsible-business expectations, instead of on cultural localisation (Kotler et al., 2020; McDonald’s UK, 2025b).
Consumer behaviour in India is highly influenced by cultural, religious and socioeconomic differences and is a large and diverse market. There can be considerations of vegetarian preference and religion when designing menus, and wealth differences make the considerations of affordability and value more important. Other factors influencing eating and purchasing behaviour are rapid urbanisation, young consumers and digitalization (Hollensen, 2020; de Mooij, 2019). These conditions indicate that one should consider cultural adaptation and economic adaptation together, rather than separately as explanations.
A comparison shows that it is not always possible to apply the same marketing campaigns in both countries with McDonald's. Adaptation in UK is likely to be more convenience, digital engagement, value, health and sustainability related, and in India cultural diversity, dietary preferences, affordability and local consumption practices have unique adaptation needs. However, one should not take the differences as a representative trait of all consumers in the respective countries. Lifestyle, individual preferences, age and income also affect consumer behaviour. The UK–India comparison is therefore an illustration of the need for a balance between a consistent global brand identity and market-specific responsiveness which McDonald's needs to achieve.
[bookmark: _Toc240066438][bookmark: _Toc240919619]2.8 McDonald’s International Marketing Strategies
McDonald’s is a useful case for examining the standardisation-adaptation debate because it combines a globally recognisable brand with locally responsive marketing. Its international strategy cannot be characterised adequately as either complete standardisation or complete adaptation; the analytical issue is which elements remain consistent and which are adjusted in response to market conditions (Hollensen, 2020; Vrontis, Thrassou and Lamprianou, 2009).
The global brand identity is one of the key aspects of standardisation. One of the most effective ways of recognising the brand is through a consistent visual brand identity, core service principles and an internationally recognisable customer experience, which allows the organisation to gain efficiencies across markets. This uniformity is a testimony to the benefits seen by Levitt (1983), mainly the economies of scale, efficient operation and building of an effective global brand. But, in some cases, the standardisation might not be enough if the preferences of consumers and the cultural expectations vary significantly.
Therefore, the way that McDonald's adapts indicators from the local level are significant, especially with the product strategy. Having menus translated into local languages allows the company to cater for local preferences, dietary habits and cultural needs. In particular, there are unique needs for food products in India due to vegetarian preferences and religious beliefs. This adaptation is an example of how cultural differences which can be highlighted using, for example, Hofstede's (2001) framework can affect international marketing decisions. In the UK, adaptation might instead be a shift in preferences for convenience, value, health and sustainability.
Adaptation is not about only products. Prices can reflect the variations in purchasing power, price sensitivity and competition and promotion can be changed at the bottom level by varying communication, advertising themes and cultural messages. Like that, place and distribution strategies are increasingly changing to become more customer-friendly and technologically advanced, so that McDonald's can adapt to the rapidly changing consumer lifestyle and technological environment (Kotler et al., 2020).
It also influences the consumer experience and the positioning of the brand in the market, ensuring a consistent and responsive brand image across the globe. Global recognition can help to develop trust and brand familiarity, but local adaptation can make a brand more familiar and relevant in each market. Moreover, localisation can create complexities, costs and even create a risk to the uniformity of the global brand if it is spread too far.
Thus, literature supports the analysis of McDonald's as a hybrid or glocalised organisation as it provides consistency, efficiency and recognition of the global identity and the chosen marketing-mix activities are adapted to the market conditions. The four theoretical lenses used in the dissertation are connected in this interpretation: Levitt's global core, Hofstede's culture, the 4Ps' adaptation process and Porter's strategic consequence. It is not assumed to be correct a priori but is tested comparatively in Chapters 4 and 5.
[bookmark: _Toc240919620]2.9 Comparative Analysis of McDonald's in UK and India
The literature indicates that McDonald's has a consistent global identity in both markets with adaptation of customer facing marketing activities. Adaptation is linked to the convenience, value, digital engagement and sourcing of dietary expectations in the UK. These patterns signal adaptation in the mature market instead of the lack of localisation (Hollensen, 2020; McDonald’s UK, 2025a; McDonald’s UK, 2025b).
Cultural diversity, vegetarianism and religious practices, coupled with cost and taste preferences, are driving forces for menu localisation and culturally responsive communication in India. Purchasing power, as well as the competitive landscape and changing urban and digital buying habits (de Moil, 2019; Westlife Foodworld, 2025) should also be taken into account when deciding price and channel. The question raised is not whether one or the other market is adapted, but rather, how each is adapted and how strongly it is adapted.
[bookmark: _Toc240066516][bookmark: _Toc240919719]Table 2.Comparative Analysis of McDonald’s in the UK and India
	Dimension
	UK
	India

	Product
	Adaptation to local consumer preferences
	Stronger cultural and menu localisation

	Price
	Value and competitive positioning
	Greater affordability considerations

	Promotion
	Localised communication
	Greater cultural sensitivity

	Place
	Restaurants and digital channels
	Restaurants, delivery and digital channels

	Overall strategy
	Global brand + local responsiveness
	Global brand + stronger local adaptation



Taken together, the literature indicates that adaptation varies with cultural, economic and consumer context while important global brand elements remain in both markets. This does not argue for a hybrid interpretation, but the literature does not suggest that any type of adaptation is more or less effective or that adaptation necessarily results in better performance. The following questions will call for critical discussion of the evidence provided in Chapters 4 and 5.
[bookmark: _Toc240919621]2.9.1 Link between the Literature, Theoretical Framework and Research Questions
The theoretical framework is used as an analytical tool rather than as a set of disconnected theories. RQ1 is operationalised using the 4Ps, which offer the same categories for comparison for product, price, place and promotion for both countries UK and India. RQ2 is understood within Hofstede's cultural framework and consumer-behaviour literature, but the cultural dimensions are not interpreted as destiny determinant, but as context tendencies.
By bringing together Levitt's standardisation approach and the adaptation literature, the approach in RQ3 focuses on what aspects of McDonald's are universal and what are localised. Then, RQ4 examines how the local responsiveness is likely to affect differentiation and/or perceived value or competitive positioning using Porter's competitive-advantage perspective. This mapping process will ensure that the categories and explanatory logic that are drawn up during the literature review also serve as reference for the thematic coding and the comparative discussion.
[bookmark: _Toc240919622]2.10 Research Gap and Expected Findings
The literature reviewed gives extensive knowledge on international marketing, standardisation and adaptation, cultural influences and multinational strategy; but there are three limitations that are relevant to this dissertation. First, direct comparisons between the marketing adaptation in the UK and India are limited. Second, it is found that there are certain studies that isolate certain elements of strategy instead of the product, price, place and promotion in one comparative study. Third, the connection between cultural responsiveness, global brand consistency and competitive advantage has been discussed conceptually but has not been demonstrated as a cause-and-effect relationship, from secondary data sources (Theodosiou and Leonidou, 2003; Mandler et al., 2021; Eze, Inyang and James, 2024).
The Extended Literature Review attempts to fill in this gap, synthesizing academic and reliable secondary sources using the same analytical dimensions for both markets. The study does not start from a given premise that localisation is better. Rather, it explores whether any such pattern exists in the evidence and, if so, how various patterns of adaptation can be viewed with regard to cultural context and consumer responsiveness and/or potential competitive positioning.
[bookmark: _Toc240919623]2.11 Chapter Summary
The literature base was created in this chapter for the comparative analysis. Evidence indicates that standardisation can contribute to efficiency and consistency of brand but that adaptation can add value in terms of market relevance but can also be costly and complex. Cultural theory helps explain why market contexts differ, the 4Ps identify where adaptation occurs, and competitive-advantage theory provides a cautious lens for interpreting strategic consequences. The resulting literature-to-framework linkage is carried forward into the methodology in Chapter 3 and the thematic analysis in Chapters 4 and 5.


[bookmark: _Toc240066442]

[bookmark: _Toc240919624]Chapter 3: Research Methodology
[bookmark: _Toc240066443][bookmark: _Toc240919625]3.1 Introduction
This chapter explains the methodology used to compare McDonald’s international marketing adaptation in the UK and India. The dissertation was conducted as an Extended Literature Review (ELR) using secondary evidence only; no primary questionnaire, interview or experimental data were collected. The chapter therefore documents both how evidence was identified and selected and, crucially, how the selected evidence was coded, synthesised and compared. It also explains quality assessment, research rigour, ethical considerations and methodological limitations so that the analytical process is consistent with the work reported in Chapters 4 and 5.
[bookmark: _Toc240066444][bookmark: _Toc240919626]3.2 Research Philosophy
[bookmark: _Toc240066445][bookmark: _Toc240919627]3.2.1 Interpretivist Philosophy
The study adopted an interpretivist philosophy because the research problem concerns meanings, contexts and market-specific interpretations rather than the estimation of universal causal relationships (Saunders, Lewis and Thornhill, 2019). Interpretivism was appropriate for examining how culture, consumer behaviour and local market conditions are represented in literature on McDonald’s UK and India. It allowed the analysis to consider why similar global brand principles can produce different marketing responses across two contexts.
[bookmark: _Toc240066446][bookmark: _Toc240919628]3.2.2 Justification for Interpretivism
Normally, a positivist design would focus on objective measures, quantitative variables and statistical testing. Such an approach would be suitable for a survey designed to estimate consumer attitudes or test hypotheses, but it was not the design implemented in this dissertation. The evidence consisted of qualitative, conceptual and contextual material from secondary sources, supported by selected descriptive company and market indicators. Interpretivism therefore provided a more coherent philosophical basis for the final ELR.
[bookmark: _Toc240066447][bookmark: _Toc240919629]3.3 Research Approach
[bookmark: _Toc240066448][bookmark: _Toc240919630]3.3.1 Inductive Approach
The study was an inductive, theory-informed approach. Patterns were not developed from testing a prespecified statistical model but from evidence reviewed (Saunders, Lewis and Thornhill, 2019). The literature was read and coded to identify common themes related to standardisation and adaptation, culture, consumer preference, the 4Ps and positioning the product in competition. Once themes were identified, the integrated theoretical framework was applied to interpret the themes rather than to make all the sources fit into predetermined conclusions.
This allowed for the comparison of recurring patterns across studies, and across the cases in the UK and India. It was particularly suitable to use induction because the evidence was of various types, from different times and different methodological traditions. It was thus sought to develop a defensible comparative synthesis of converging and contrasting evidence, rather than an estimation of coefficients or a testing of causal hypotheses.
[bookmark: _Toc240066449][bookmark: _Toc240919631]3.3.2 Relationship between Philosophy and Approach
The methodological logic that was used was an interpretative logic with the use of inductive thematic synthesis. Interpretivism led to the idea of context-sensitive interpretation, and induction led to the production of patterns from the evidence base. Theoretical concepts were not tested statistically, but rather served as sensitising and interpretive lenses. This match-up happened to jibe with the research questions, which focus on how and why adaptation differs, and not how predictably one numerical variable predicts another.
[bookmark: _Toc240066450][bookmark: _Toc240919632]3.4 Research Strategy
[bookmark: _Toc240919633]3.4.1 Extended Literature Review Strategy
Literature research and mapping was conducted with Extended Literature Review strategy to identify, assess, compare and synthesise evidence related to International Marketing Adaptation. ELR made sense in that it was possible to answer the research questions by analysing existing academic research and credible contextual sources, rather than gathering new data from participants. The strategy allowed for thematic comparison of evidence in relation to the four research questions, and facilitated the preservation of areas of convergence, disagreement, and evidential limitation in the analysis.
[bookmark: _Toc240066452][bookmark: _Toc240919634]3.4.2 Comparative Case Study Perspective
The organisational case was chosen to be McDonald's as it has a global presence, thereby creating a tension between maintaining a global brand image and allowing for local responsiveness. The UK and India were chosen as different market locations in terms of the purchasing power, market maturity and competitive landscape, as well as culture and consumer expectations. In order to avoid organisational variation, the same multinational organisation was analysed in both the settings so that the analysis could focus on market-specific adaptation.
The design was not a primary-data case study (interview, survey, or observation). It was a secondary-data comparative case perspective embedded within the ELR. Evidence from the selected literature was therefore the unit of analysis, and claims about McDonald’s were limited to what could be supported by those sources.
[bookmark: _Toc240066453][bookmark: _Toc240919635]3.5 Research Design
The secondary-data, qualitative, comparative and thematic design with exploratory and interpretive orientation was used in the dissertation. The design has been selected because the research questions are related to patterns, explanations and contextual differences in the international marketing adaptation of McDonald's. Only descriptive company or market figures have been used to provide context to scale and competition and they have not been used to transform the study into a quantitative causal design.
No questionnaires, interviews or other primary research methods were conducted. The literature and credible secondary sources found were systematically reviewed and analysed to make the comparison between the UK and India. Therefore, the methodological steps conducted in the process of reliability and validity followed those of qualitative evidence synthesis: transparent search and selection of the sources, source-quality assessment, consistent coding, cross-source comparison and cautious interpretation, but not psychometric nor regression diagnostic procedures.
The methodological process follows a structured sequence:
[image: ]
[bookmark: _Toc240066528][bookmark: _Toc240919731]Figure 3.Methodological Research Flowchart
The design connected the research questions to an explicit analytical pathway: Identification and screening of literature, quality appraisal, extraction of evidences, coding, theme development, comparison with UK and theoretical interpretation. The themes were interpreted based on the Standardisation Theory by Levitt, Cultural Dimensions Theory by Hofstede, the International Marketing Mix (4Ps) and the Porter's Competitive Advantage Theory. This established a method continuity in the literature review, analysis and discussion.
[bookmark: _Toc240919636]3.6 Literature Search Strategy and Secondary Data Collection
[bookmark: _Toc240066455][bookmark: _Toc240919637]3.6.1 Secondary Data
No primary data were collected. Secondary evidence was obtained from academic journal articles, scholarly books, business publications by McDonald's, industry reports and reputable institutional sources. Theoretical and empirical claims were given greater weight in academic literature, corporate and industry sources were used less frequently for current organisational and market context. During the analytical process, unique distinctions were made between source type and evidential purpose to ensure that the information provided by the company was not considered to be a substitute for independent peer-reviewed research.
[bookmark: _Toc240919638]3.6.2 Academic Databases
Literature searched via Scopus, Web of Science, Science Direct, Google Scholar and UWTSL Library resources. Peer-reviewed publications relevant to the research questions were prioritized, and gaps in current market information were filled with information from authoritative institutional or corporate sources, such as Google Scholar. Search results were not only selected if they contained a keyword, but also filtered for relevance.
[bookmark: _Toc240919639]3.6.3 Search Terms
They used the following combinations of keywords and Boolean operators in their searches: “McDonald’s” AND “international marketing”; “McDonald’s” AND adaptation; “McDonald's” AND standardisation; “McDonald's” AND UK; “McDonald's” AND India; “fast food” AND “marketing adaptation”; “international marketing” AND culture AND adaptation; “global brand” AND localisation; and “marketing mix” AND McDonald's. AND was used to refine combinations of concepts and OR used where synonymous terms were needed.
[bookmark: _Toc240919640]3.6.4 Search Period
The focus was on publications that come after 2020, reflecting the latest trends in international marketing, digitalisation, consumer behaviour and the competition of fast food. The use of earlier seminal works has been kept when necessary for the theoretical foundations, such as Levitt (1983), McCarthy (1960), Porter (1985), Hofstede, Hofstede and Minkov (2010), and the establishment of standardisation adaptation research. This mixture ensured the theoretical continuity but ensured a current discussion on the market at the same time.
If numerical market indicators had been included, they were taken from reliable secondary sources and used as evidence of context only. They were not used as the main observations to test hypotheses, make regressions, or to conduct causal inference.
[bookmark: _Toc240066459][bookmark: _Toc240919641]3.7 Inclusion and Exclusion Criteria
The evidence was limited to that relevant to the research aim and questions by setting inclusion criteria. Inclusion criteria were set to ensure the evidence was relevant to the research aim and questions. Sources were included where they discussed international marketing, standardisation/adaptation, multi-national marketing, cultural or consumer influences, fast-food marketing, McDonald's international strategy or where they presented evidence of relevance to the UK or India. Research publications and scholarly books were given priority, with credible corporate and institutional sources also included if they contributed contemporary institutional or market evidence.
Sources were excluded if they were not related to the research questions, if they were of the same type as other sources, if the method was weak, if the evidence was weak, or if the commercial commentary was not based on an explicit evidence base. Primary research that was specifically designed for this dissertation was not included in the study design. Their application cut down the chance of the quick but weak sources influencing comparative conclusions.
[bookmark: _Toc240066460][bookmark: _Toc240919642]3.8 Literature Screening and Selection
Five stages of literature screening were carried out. The first step in identifying records was to use the databases and search combinations outlined in Section 3.6. Second, some duplications were dropped. Third, the titles and abstracts were scanned for relevance to international marketing adaptation, McDonald's, the UK and India and the four research questions. Fourth, all potentially relevant sources have been evaluated in entirety, using the inclusion/exclusion criteria. Fifth, the sources were selected for thematic analysis if they were sufficiently relevant and credible.
The final analytical evidence set consisted of 15 selected sources, as listed in Table 4 of Chapter 4. There are no retrospective PRISMA counts since the search log does not keep a complete record of all the intermediate search and exclusion steps. It is important to note that only documented figures are reported, so as not to add unsupported methodological precision.
[bookmark: _Toc240066461][bookmark: _Toc240919643]3.9 Quality Assessment of Literature
All chosen sources were evaluated on credibility, peer reviewed, relevance of data to the research questions, transparency of methodology, quality of evidence, and timeliness and relevance to the UK-India comparison. Particular attention was given to whether claims were supported by identifiable evidence and whether study limitations were acknowledged. Quality assessment influenced the weight given to a source during synthesis; sources were not treated as equally authoritative simply because they were included.
Academic journal articles and scholarly books provided the principal theoretical and empirical evidence. McDonald’s reports, official websites and credible industry sources were used as contextual sources for menu, channel, restaurant-count and market developments. Company-reported material was interpreted cautiously because it may emphasise favourable performance or selective indicators. Triangulation with academic and independent sources was therefore used wherever possible.
[bookmark: _Toc240066462][bookmark: _Toc240919644]3.10 Data Analysis: Thematic Analysis
The selected evidence was analysed using thematic analysis/thematic synthesis, drawing on Braun and Clarke (2006, 2021). The purpose was to identify recurring patterns while preserving contextual differences and contradictory evidence. Analysis was conducted through six linked stages rather than by simply summarising individual publications.
Stage 1 - Familiarisation and evidence extraction: selected sources were read repeatedly and relevant passages were extracted according to source, market, evidence type, research question and marketing-mix dimension. This created a common evidence structure for comparing material that had been reported in different formats.
Stage 2 - Initial coding: evidence was coded using labels such as global standardisation, localisation, culture, consumer preference, product adaptation, price/value, place/distribution, digitalisation, promotion/communication and competitive advantage. Coding was applied to the meaning of the evidence rather than to isolated keywords.
Stage 3 - Theme development: related codes were clustered into the five themes ultimately presented in Chapter 4: global brand standardisation; product/menu localisation; price adaptation; place/digital-channel adaptation; and promotional/communication adaptation. Cultural and competitive factors were retained as cross-cutting explanatory dimensions.
Stage 4 – Theme review and negative-case checking: themes were checked for internal coherence and distinction from each other and relevance to the research objective, including negative-case checking. Evidence that qualified or contradicted a dominant pattern was retained so that the synthesis did not become a simple count of supporting statements.
Stage 5 Comparative synthesis: Evidence in each theme was systematically compared between UK and India. The comparison was directed to what was adapted and to what was standardised, as well as to the explanation for the difference in terms of existing cultural, consumer, economic or competitive conditions.
Stage 6 - Theoretical interpretation: Levitt, Hofstede and the 4Ps and Porter were used to interpret the completed themes. Levitt was comfortable in interpreting the global core, Hofstede in placing emphasis on cultures, the 4Ps in in terms of adaptation and Porter in terms of strategic implications. This sequence linked the analytical method directly to RQ1-RQ4.
[bookmark: _Toc240066463][bookmark: _Toc240919645]3.11 Comparative Analytical Framework
The same comparison was made for the evidence collected from both markets. Product, Price, Place, Promotion, Culture/ Consumer context and competitive positioning were studied simultaneously to make sure that the conclusions were drawn with the same set of criteria for the UK and India. The guiding analytical question was: what is adapted, what remains standardised, and why might those differences be strategically relevant?
[bookmark: _Toc240066517][bookmark: _Toc240919720]Table 3.Comparative Analytical
	Analytical Dimension
	UK
	India

	Product
	Local adaptation
	Cultural/menu adaptation

	Price
	Value and competition
	Affordability and price sensitivity

	Place
	Restaurants and digital channels
	Restaurants, delivery and digital channels

	Promotion
	Local communication
	Culturally responsive communication

	Culture
	UK consumer context
	Indian cultural diversity

	Competitive advantage
	Differentiation and value
	Differentiation and local responsiveness


This common framework reduced purely descriptive comparison. Evidence was not scaled to numerical scores, but was judged for direction, consistency across sources, source quality and contextual fit. The method was thus analytical and in compliance with interpretivist ELR.
[bookmark: _Toc240919646]3.12 Research Rigour and Statistical Applicability
The research rigour was evaluated based on the following criteria: credibility, dependability, confirmability and transparency instead of statistical reliability (Lincoln and Guba, 1985). Source quality assessment and triangulation enhanced credibility, search, screening and coding process enhanced dependability, linking interpretations to identifiable evidence enhanced confirmability, and the reporting of the analytical steps and limitations enhanced transparency. To mitigate inconsistent interpretation, both markets were coded and measured using the same coding and dimensions.
Cronbach's alpha was not computed because there was no multiple item questionnaire, or psychometric scales, that were administered/constructed during the dissertation and needed to be tested for internal consistency. There was also no main quantitative set of observations and predictors so regression analysis was also not performed. Secondary numerical indicators reported in Chapter 5 have been used only as a context to the scale and competitive situation in the market; they were not used to estimate causal relationships. This distinction ensures that the methodology that is used reflects what was actually carried out in the dissertation.
[bookmark: _Toc240919647]3.13 Ethical Considerations
The dissertation did not involve human participants as it relied on published secondary evidence, therefore there was no need to collect interviews, questionnaires or sensitive personal information. Thus no consent of the participants was required. Ethical responsibility, however, remained as a relevant issue in accurate representation of sources, citing and avoiding fabricated or misleading evidence.
The arguments and findings of other authors were referenced as required. Limitations or uncertainty in the source base was preserved in the analysis, and evidence was not intentionally distorted to support a favoured interpretation. The secondary contextual data, rather than being the results of the researcher, were presented in the form of corporate and market data.
[bookmark: _Toc240919648]3.14 Methodological Limitations
There are a number of drawbacks in the ELR design. It is not able to use McDonald's internal marketing data or proprietary consumer evidence and relies upon the availability and quality of published information. Some studies may be omitted from the literature due to publication bias or the fact that they may not be included in the database. Publication biases and differences in research method, date and context make direct comparison difficult. Thematic synthesis also demands researcher judgement and may have an interpretive bias. Lastly, secondary evidence is unable to directly capture present views among consumers in both the UK and India, and cannot directly determine causal impacts of adaptation on performance.
Structured searching, inclusion/exclusion criteria, source-quality assessment, consistent comparative coding and triangulation across academic and credible contextual sources were used to address these limitations. Claims of effectiveness and competitive advantage were thus presented in the form of substantiated explanations or potential explanations, but not as proven causal impacts.
[bookmark: _Toc240919649]3.15 Chapter Summary
This chapter has set out a method that is in line with the method that was used in the dissertation; an interpretivist, inductive Extended Literature Review using only secondary evidence. It explained both evidence selection and the six-stage thematic analysis used to generate and compare themes. It also clarified that qualitative research rigour was established through transparent procedures, quality appraisal and triangulation, while Cronbach’s alpha and regression were not applicable to the final research design. Chapter 4 presents the findings generated by this process.
[bookmark: _Toc240066467]

[bookmark: _Toc240919650]Chapter 4: Data Analysis
[bookmark: _Toc240066468][bookmark: _Toc240919651]4.1 Introduction
This chapter presents the findings generated from the systematic analysis of secondary literature concerning McDonald’s international marketing adaptation in the UK and India. Consistent with the Extended Literature Review design, no primary data were collected; the evidence comprises academic literature and credible secondary sources selected and assessed according to the methodology established in Chapter 3. The literature was analysed thematically to identify recurring patterns concerning product, price, place, promotion, cultural adaptation and competitive advantage. Findings are presented objectively, while detailed theoretical interpretation and broader implications are reserved for the subsequent discussion chapter.
[bookmark: _Toc240066469][bookmark: _Toc240919652]4.2 Overview of the Selected Literature 
The literature review was based on the Extended Literature Review, which included peer-reviewed journal articles, scholarly books or theoretical publications and to the extent that they existed, current industry or McDonald's corporate or official publications. The chosen analytical sources included international marketing, standardisation/adaptation, cultural influences, consumer behaviour, the 4Ps and competitive advantage and UK- and India-specific evidence was compared to the more general international studies.
Fifteen sources formed the final coded analytical evidence set. The wider reference list also contains background theoretical and methodological sources used to frame the dissertation but not all of those sources were coded as part of the final UK-India comparative evidence set.
[bookmark: _Toc240066518][bookmark: _Toc240919721]Table 4: Characteristics of the Selected Literature
	Category
	Description

	Academic journal articles
	Peer-reviewed studies addressing international marketing, standardisation, adaptation, culture, consumer behaviour and McDonald’s international strategies

	Academic books/theoretical sources
	Scholarly books and seminal theoretical works supporting standardisation, cultural dimensions and competitive advantage

	Industry reports
	Credible industry publications providing information on fast-food markets, consumer trends and competitive conditions

	Corporate/official sources
	McDonald’s official publications and corporate information concerning its products, services and international operations

	UK-focused studies
	Literature examining McDonald’s, fast-food marketing or consumer behaviour in the UK

	India-focused studies
	Literature examining McDonald’s, fast-food marketing or consumer behaviour in India

	Comparative/global studies
	Literature examining international marketing, global standardisation, local adaptation or multinational fast-food strategies

	Total selected sources
	15


Table 4 represents the summarization of the composition and analysis purpose selected literature. Due to the fact that the full intermediate search counts were not recorded in the original screening log, the recorded final evidence set is reported here instead of unsupported PRISMA-style numbers.
[bookmark: _Toc240919653]4.3 Theme 1: Standardisation and Global Brand Consistency
According to the literature, McDonald's has substantial features of global standardisation in its international operations. A consistent global brand identity helps to build recognition and allows customers to connect with the organisation based on known characteristics of its brand in various markets. Standardised visual identity, central branding components and operational principles help to ensure a fairly uniform customer experience. 
The literature in the UK reveals a degree of uniformity in McDonald's global brand, restaurant identity and customer facing experience. Standardisation is not at the same time synonymous with the same marketing strategy. Likewise, the evidence reveals that McDonald's international brand identity and operating model remains consistent in the Indian context. Thus, both markets retain important global characteristics despite differences in their local marketing strategies.
[bookmark: _Toc240066519][bookmark: _Toc240919722]Table 5: Evidence of Standardisation in McDonald’s UK and India
	Evidence Area
	UK
	India

	Global branding
	Consistent McDonald’s brand identity and recognisable visual characteristics
	Consistent global McDonald’s identity and recognisable brand characteristics

	Core brand identity
	Core brand characteristics remain consistent
	Core brand characteristics remain consistent alongside local adaptations

	Customer experience
	Consistent elements of the McDonald’s customer experience
	Consistent elements of the international McDonald’s experience

	Operational consistency
	Common operational and service principles
	Common operational principles combined with market-specific practices
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[bookmark: _Toc240066529][bookmark: _Toc240919732]Figure 4.Global Standardisation versus Local Adaptation
As a whole, literature indicates that when McDonald's is in a different market, it does not give up its global identity. Rather, the standardised characteristics in the global sphere offer a baseline from which adaptations to the market can be made. The evidence thus confirms that standardisation is an important part of McDonald's internationalisation strategy, while the level of local variation is explored in the following themes.
[bookmark: _Toc240066471][bookmark: _Toc240919654]4.4 Theme 2: Product Adaptation and Menu Localisation
Product adaptation and menu localization are recognised as key factors in McDonald's international marketing strategy in the literature. The company's brand remains the same worldwide but the product lines are tailored to consumer preference and market conditions. The evidence shows there is significant variation between the UK and India in terms of the degree and type of adaptation.
Product adaptation is linked to consumer expectations and dietary preferences in the UK, along with an increased demand for product variation. The literature focuses on the rise in focus on health-related decisions and shifts in food choice in the developed fastfood market in the UK. Thus, McDonald's product line includes options that are created to cater to the changing consumer preferences without getting rid of familiar aspects of the global menu.
Menu localization is evident more in the Indian market. The importance of vegetarian products, cultural food preferences and religious considerations are highlighted in the literature concerning McDonald’s India. The variety of Indian consumers is evident in the menu development, and so is the need to cater to local dietary habits. 
[bookmark: _Toc240066520][bookmark: _Toc240919723]Table 6: Product Adaptation in the UK and India
	Product Dimension
	UK
	India

	Menu localisation
	Product variety reflects changing UK consumer preferences
	Strong menu localisation reflecting Indian consumer preferences

	Dietary preferences
	Evidence of adaptation towards changing dietary and health-related preferences
	Product choices reflect diverse dietary practices

	Vegetarian options
	Vegetarian choices form part of broader product variety
	Vegetarian products represent an important element of menu adaptation

	Local ingredients
	Adaptation responds to local consumer expectations
	Greater emphasis on locally appropriate ingredients and flavours

	Cultural considerations
	Product development reflects changing consumer expectations within the UK market
	Cultural and religious considerations have a particularly strong influence on product offerings

	Health-oriented products
	Increasing relevance of health-conscious consumer preferences
	Product adaptation is more strongly associated with cultural and dietary requirements
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[bookmark: _Toc240066530][bookmark: _Toc240919733]Figure 5: Product Adaptation – UK versus India
The observed pattern is that both markets demonstrate product adaptation, but the nature and intensity differ. In the UK, adaptation is more related to the changes in dietary expectations, health aspects and product variety, while in India it reflects more the cultural and religious and more vegetarian influence. This is a proof that McDonald's is following a global product strategy and menu localisation.
[bookmark: _Toc240066472][bookmark: _Toc240919655]4.5 Theme 3: Price Adaptation and Value Positioning
The literature suggests that the pricing strategy of McDonald's is related to variation in the purchasing power and price sensitivity of consumers, competition and the economic conditions. The company is maintaining the brand which is recognised internationally, but the pricing and value-propositions are affected by the characteristics of different markets. Therefore, price is an area where there is global consistency and market responsiveness.
The literature in the UK links McDonald's pricing to positioning the product as a value; competitive pressure and established consumer expectations in a more developed fast-food market. Perceptions of affordability and value for money may be supported by value meals, promotional offers and competitive pricing. With promotional pricing, McDonald's is able to adjust to consumer expectations and to stay competitive with the other established fast food restaurants.
In India, price is more significant than affordability and purchasing power. The literature suggests that when prices are more sensitive, McDonald's must be able to offer more value to a variety of consumers. Therefore, value oriented meals and promotional pricing can be used as an important strategy to draw in the price sensitive consumer and keeping the product competitive.
[bookmark: _Toc240066521][bookmark: _Toc240919724]Table 7: Price Adaptation
	Dimension
	UK
	India

	Price sensitivity
	Price sensitivity exists within an established and competitive fast-food market
	Greater emphasis on consumer price sensitivity and purchasing power

	Affordability
	Affordability is linked to value perceptions and consumer expectations
	Affordability is particularly important for reaching a broader consumer base

	Value positioning
	Strong emphasis on value for money through meals and offers
	Value positioning supports accessibility and affordability

	Competition
	Pricing is influenced by competition from established fast-food providers
	Pricing responds to competitive conditions and the need to attract price-conscious consumers

	Promotional pricing
	Promotional offers and value deals support customer value perceptions
	Promotional pricing can support affordability and encourage consumer purchase


Overall, the evidence indicates a differential price adaptation depending on the market conditions. In the UK, price seems to be more closely tied to competitive value positioning in a more matured market, while in India, it seems to have more to do with being affordable and having purchasing power.
[bookmark: _Toc240066473][bookmark: _Toc240919656]4.6 Theme 4: Place, Distribution and Digital Adaptation
The literature suggests that place and distribution are significant factors of McDonald's international marketing adaptation, especially in today's world where consumers are increasingly focused on convenience and being available. Adaptation isn't just about the physical restaurant chain, it's also about restaurant formats, delivery, mobile, digital ordering and online ordering. These channels enable McDonald's to keep customers connected with the brand and adapt to evolving lifestyles and buying habits.
The evidence has identified restaurants as a key component of McDonald's distribution channels, with digital ordering and delivery becoming an increasingly important complementary channel in the UK. Mobile apps and online orders also offer extra convenience and give customers more ways to order than just in the restaurant. These changes are signs that place adaptation is about blending the physical and digital channel to meet evolving consumer expectation.
The literature in India also highlights the significance of accessibility of restaurants as well as delivery and digital ordering options. With physical outlets, delivery services, mobile platforms and online ordering, consumers have multiple avenues for access to McDonald's products. This channel development is an indication of adaptation to the changing lifestyle and expectations of convenience.
[bookmark: _Toc240066522]

[bookmark: _Toc240919725]Table 8: Place, Distribution and Digital Adaptation
	Dimension
	UK
	India

	Restaurant locations
	Established restaurant network supports accessibility
	Restaurant network provides physical market access

	Restaurant formats
	Physical outlets remain an important distribution channel
	Restaurant formats support access across different consumer markets

	Delivery services
	Delivery complements restaurant-based consumption
	Delivery provides an additional route to product access

	Mobile applications
	Mobile ordering supports convenience and customer access
	Mobile platforms support digital ordering and convenience

	Digital ordering
	Integrated with physical and delivery channels
	Increasingly incorporated alongside physical restaurant access

	Online platforms
	Provide additional purchasing and ordering channels
	Support wider access through digital and delivery services

	Convenience
	Digital and delivery options respond to convenience-oriented consumption
	Multiple channels respond to convenience and changing lifestyles
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[bookmark: _Toc240066531][bookmark: _Toc240919734]Figure 6: Place and Digital Adaptation
Overall, the evidence suggests that McDonald’s combines physical distribution with digital and delivery channels in both markets. However, the literature does not provide sufficient evidence to conclude that either the UK or India is categorically “more digital”. The key observed pattern is the increasing integration of physical and digital distribution as part of McDonald’s international marketing adaptation.
[bookmark: _Toc240919657]4.7 Theme 5: Promotional and Communication Adaptation
The literature indicates that McDonald’s promotional strategy combines a consistent global brand identity with communication adapted to local consumer contexts. Advertising, social media, language, cultural messaging and locally relevant promotional content allow the organisation to communicate its core brand proposition while responding to differences in consumer expectations. Promotional adaptation is therefore an important mechanism through which global branding can be connected with local market relevance.
In the UK, the promotional communication of McDonald's is typical of a well-developed consumer market, utilising advertising and digital communication to reinforce convenience, value, product diversity and current consumer concerns. Social media offers another avenue to connect with consumers and promote activities. The evidence would indicate that communication is adaptable at the local level without losing any of the recognisability of the McDonald's brand.
Promotional adaptation is more of a cultural and social aspect in India. Local consumer values, locally significant events and food preferences can be communicated. Language and culturally relevant messaging can help make the message more relevant in the community. 
[bookmark: _Toc240066523][bookmark: _Toc240919726]Table 9: Promotional Adaptation
	Dimension
	UK
	India

	Advertising
	Advertising maintains the global brand while addressing UK consumer interests and expectations
	Advertising incorporates locally relevant consumer and cultural considerations

	Communication
	Communication emphasises relevant consumer benefits such as value, convenience and product choice
	Communication can be adapted to local language, values and cultural expectations

	Cultural messaging
	Local relevance is incorporated within a broadly consistent global brand identity
	Cultural sensitivity plays a more visible role in promotional communication

	Social media
	Social media supports consumer engagement and promotion
	Social media provides a channel for locally relevant communication and engagement

	Festivals/events
	Promotional activity may reflect relevant local occasions where supported by evidence
	Festivals and culturally significant occasions provide opportunities for locally responsive promotion

	Local personalities
	Evidence should be considered only where specific campaigns are documented
	Celebrity/influencer involvement should be reported only where supported by the literature
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[bookmark: _Toc240066532][bookmark: _Toc240919735]Figure 7.UK vs India promotional strategy
Overall, the picture the evidence provides is one of a selective adaptation to promotion rather than full localisation. McDonald's maintains a uniform global brand but adapts the messages to consumers and culture in each market. While the UK evidence is about adaptation in an established environment, the Indian evidence emphasises cultural relevance and local responsiveness.
[bookmark: _Toc240919658]4.8 Reading the Text: McDonald's UK and India
The themes show that McDonald's has a mix of both global uniformity and market adaptation. Adaptation has been happening in both countries, but there are indications of differences in the nature and intensity. Adaptation in the UK is mainly characterized by shifting food values, expectation from food, convenience and digital consumption in a developed market. The cultural diversity, vegetarianism preferences, religious beliefs, affordability, and locality consumer preferences are much stronger determinants of adaptation in India.
[bookmark: _Toc240066524][bookmark: _Toc240919727]Table 10: Overall Comparative Findings
	Dimension
	UK
	India
	Comparative Pattern

	Product
	Adaptation to changing dietary preferences, health expectations and product variety
	Strong menu localisation, vegetarian options and cultural/religious considerations
	Greater cultural/product adaptation in India

	Price
	Value positioning, competition and promotional offers
	Stronger emphasis on affordability and price sensitivity
	Greater affordability focus in India

	Place
	Restaurants integrated with delivery and digital ordering
	Restaurants combined with delivery and digital channels
	Adaptation in both markets

	Promotion
	Local communication addressing consumer interests and value
	Stronger emphasis on cultural relevance and local communication
	Greater cultural responsiveness in India

	Culture
	Influences consumer expectations and marketing communication
	Strong influence of food, religious and cultural practices
	Cultural influence more prominent in India

	Consumer behaviour
	Convenience, changing dietary preferences and value perceptions
	Vegetarian preferences, affordability, diversity and changing lifestyles
	Different consumer requirements drive adaptation

	Competitive positioning
	Value, convenience and established market competition
	Affordability, localisation and local responsiveness
	Adaptation supports market-specific positioning


Overall, the literature indicates the following pattern:
Global brand consistency → Selective local adaptation → Market responsiveness → Potential competitive advantage
Thus, the findings support the expectation that McDonald’s operates through a hybrid/globalisation strategy, retaining core global characteristics while adapting customer-facing marketing activities according to UK and Indian market conditions.
[bookmark: _Toc240066476][bookmark: _Toc240919659]4.9 Findings in Relation to the Research Questions
The results directly answer the four research questions. The results of RQ1 indicate that McDonald's adjusts its product, price, place and promotion in both markets, though the extent and nature of this adjustment vary. Culture, food habits, consumer preferences, affordability and lifestyle/digital expectations are all significant influencers, especially religious and vegetarian in India, which are identified in RQ2. RQ3 refers to a combination of both, with standardisation of core elements and the localisation of customer-oriented elements selected. There is secondary evidence to suggest relevance, value and differentiation as a means of achieving consumer responsiveness and competitive positioning (RQ4), but no causal performance effect is found.
[bookmark: _Toc240066477][bookmark: _Toc240919660]4.10 Chapter Summary
This chapter presented the findings from the thematic analysis of secondary literature. The evidence demonstrates continued global brand standardisation alongside significant local adaptation. Product localisation, pricing, distribution, digital channels and promotional communication vary according to market requirements. The UK and India demonstrate different consumer and cultural influences, resulting in different forms of adaptation. 
[bookmark: _Toc240066478]

[bookmark: _Toc240919661]Chapter 5: Discussion
[bookmark: _Toc240066479][bookmark: _Toc240919662]5.1 Introduction 
The thematic results are only interpreted in this chapter, not merely restated in the descriptive results in Chapter 4. The discussion is structured around the research questions RQ1-RQ4, and addresses the implications that the observed differences between UK and India bring to the research questions, literature and integrated Levitt-Hofstede-4Ps-Porter framework. The last dissertation is a qualitative Extended Literature Review, and for this, there is no survey-scale reliability test nor any regression model, therefore, Cronbach's alpha and regression are not applicable. The analytical emphasis is instead on source quality, cross-source convergence, comparative meaning and the limits of what secondary evidence can demonstrate.
[bookmark: _Toc240066480][bookmark: _Toc240919663]5.2 Overview and Interpretation of Key Findings 
Five interrelated themes were identified: global brand standardisation, product/menu localisation, price adaptation, place/digital-channel adaptation, and promotion/communication adaptation. The central interpretation is selective adaptation. McDonald’s appears to standardise elements that generate recognition and scale while adapting elements whose effectiveness depends strongly on local culture, purchasing power, consumer expectations or channel behaviour. This finding is more informative than a simple standardised-versus-adapted label because it explains why the degree of adaptation varies by marketing-mix element and market (Theodosiou and Leonidou, 2003; Mandler et al., 2021).
The UK-India contrast also shows that adaptation should not be equated with cultural localisation alone. In India, menu design and dietary accommodation are strongly culture-bound, whereas UK adaptation is more often expressed through product choice, local sourcing, convenience, value and changing dietary or sustainability expectations. Secondary restaurant-count and sales indicators show that McDonald’s operates at substantial scale in both markets, but those figures do not prove that adaptation caused performance. They are therefore used as contextual corroboration, not as statistical evidence of effectiveness.
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[bookmark: _Toc240066533][bookmark: _Toc240919736]Figure 8: Selected Secondary Market and Company Indicators — UK vs India 

[bookmark: _Toc240066481][bookmark: _Toc240919664]5.3 Discussion of RQ1: McDonald’s International Marketing Adaptation Across the 4Ps
RQ1: How does McDonald's adjust its product, price, place and promotion in the United Kingdom and India? Evidence suggests a common "brand platform" at the global level, with varied "customer facing" in terms of the 4Ps. What is important to note is not only that there are differences, but that the pattern of difference matches different cultural, economic and consumer settings in the two markets. Product adaptation is the most market-specific adaptation across the 4Ps, and price and place and promotion are more selective in terms of their market-specific adaptation. (Theodosiou and Leonidou, 2003; Vrontis, Thrassou and Lamprianou, 2009).
[bookmark: _Toc240919665]5.3.1 Product Adaptation
The degree of localisation is best reflected in product adaptation. Plant-based alternatives are a reflection of dietary and provenance preferences in the UK, and focus on British and Irish ingredients, whilst maintaining a recognisable McDonald’s product structure (McDonald's UK, 2025a; McDonald's UK, 2025b). Products like McAloo Tikki, McVeggie and Maharaja Mac reflect greater menu localisation to vegetarian preferences and local taste profiles in India (McDonald's India, 2026; Westlife Foodworld, 2025). What this difference actually translates to, is that the more the global product template clashes with the culturally rooted food practices, the more extensive the adaptation will be. This serves as a confirmation of de Mooij's (2019) position that with consumption culture, a transfer of standardised offerings can be limited.
[bookmark: _Toc240919666]5.3.2 Price Adaptation
Less evidence of price than product evidence, so the conclusion must be more guarded. In both markets McDonald's trades on value, but the issue of affordability carries more strategic importance in India due to the purchasing power parity and price sensitivity factors that impact access to the category. The focus on affordability and value is therefore not a global pricing strategy, but rather an adaptation to the market (Westlife Foodworld, 2025). Value continues to be relevant in an established and competitive marketplace in the UK. The evidence confirms that price is adjusted to fit local value perceptions, but the results do not provide a basis for claiming that one approach to pricing is more effective than the other (Hollensen, 2020).
[bookmark: _Toc240919667]5.3.3 Place/Distribution Adaptation
Things like physical dining spaces, delivery service, mobile dining and other digital ordering options are examples of Place adaptation. Digitalisation does not necessarily imply local adaptation, as this is a global trend. The adaptations are those related to the configuration of channel formats, restaurant development, and convenience proposition to local patterns of use. In India, a large, growing estate is supported by McCafé, drive-thrus and delivery, while a dense mature estate in the UK is augmented by digital ordering and delivery. The common goal is convenience, but how it is realised in the market is different (McDonald's UK, 2025a; Westlife Foodworld, 2025).
[bookmark: _Toc240919668]5.3.4 Promotion Adaptation
Promotion is the message that is internationally known and locally felt. Digital engagement, loyalty activity and message relevance are identified as examples of evidence-based adaptation, with evidence found primarily in India, the visual identity is stable across the global (Westlife Foodworld, 2025). When this happens, it indicates that promotional adaptation is most suitable when it adapts the cultural references or engagement mechanisms, but leaves the core meanings of the brand unchanged. The evidence base is not as detailed for specific campaign outcomes, however, and therefore the discussion does not assert that localised promotion automatically leads to better sales (de Mooij, 2019).

[bookmark: _Toc240066525][bookmark: _Toc240919728]Table 11: UK–India Comparison of McDonald’s Marketing Adaptation Across the 4Ps
	Marketing Mix
	UK
	India
	Key Similarity/Difference

	Product
	Global products + vegetarian/plant-based options
	Strong localisation, including McAloo Tikki and McVeggie
	Both adapt; India shows stronger cultural/menu localisation

	Price
	Value-oriented offers
	Strong emphasis on affordability and value
	Similar value positioning, different market conditions

	Place
	Restaurants + McDelivery/digital ordering
	Restaurants + McDelivery, McCafé, drive-thrus and omnichannel formats
	Convenience is common, formats differ

	Promotion
	Global brand identity + local/digital engagement
	Global identity + localised digital engagement and loyalty
	Global consistency combined with local adaptation



RQ1 is therefore answered by a pattern of selective 4Ps adaptation: product shows the strongest culturally specific localisation, price responds to local value and affordability conditions, place adapts the mix of physical and digital access, and promotion adjusts communication and engagement. These findings directly satisfy Objective 1 and provide the empirical basis for interpreting the cultural drivers considered under RQ2.
[bookmark: _Toc240066486][bookmark: _Toc240919669]5.4 Discussion of RQ2: Cultural and Consumer Factors Influencing Adaptation
RQ2 is directed towards understanding what culture and consumer variables affect the adaptation of McDonald's. The evidence is clearly in: Culture matters, but not in isolation. The type of adaptation needed is influenced by the interaction of food norms, religious and dietary practices, purchasing power, market maturity, and convenience expectations and digital behaviour. This is because all the differences between the UK and India could be explained by national culture, which would greatly overestimate the explanatory power of Hofstede and underestimate socioeconomic and market differences (Hollensen, 2020; de Mooij, 2019).
[bookmark: _Toc240919670]5.4.1 Cultural Differences
While the Hofstede dimensions offer a useful macro-level vocabulary to help understand the broad cultural differences, they cannot be used to draw direct cause and effect links between the scores of different countries and the decision-making of McDonald's. Their role in the dissertation is explanatory and contextual; they make the analysis sensitive to various expectations about social consumption, communication and uncertainty while the actual marketing evidence is analysed separately (Hofstede, Hofstede and Minkov, 2010). This ensures that cultural stereotyping is avoided and RQ2 remains based on actual market evidence.
[bookmark: _Toc240919671]5.4.2 Preference and Local Taste of Food
The most significant link between culture and marketing adaptation is food preference. The Indian market has a greater demand for region-specific menu design due to its large vegetarian population and the diversity of tastes, while the UK market has a more diverse beef, chicken, and plant-based consumption pattern. Other examples of how local identity can be important in a mature western market are also illustrated through McDonald's UK's sourcing and product-choice communication (McDonald's UK, 2025b). The analytical implication is that adaptation intensity is a measure of the extent of local consumption norm variation from the global product template.
[bookmark: _Toc240919672]5.4.3 Religious and Dietary Considerations
Religious and dietary needs are especially relevant in India since they determine what ingredients and menu designs are culturally appropriate. So adaptation is essential to being relevant, not just a promotional preference. The finding confirms the adaptation literature, and demonstrates how global standardization is limited in product categories that are culturally sensitive, like food (de Mooij, 2019).
[bookmark: _Toc240919673]5.4.4 Lifestyle and Consumer Expectations
Both markets are affected by lifestyle and convenience demands. Consumers demand for speed and access to channels is driving delivery, mobile ordering and digital engagement, while maturity of the market is influencing channel development. Similarly, the Omni channel approach of West life Food world shows the need for digital convenience in India, and McDonald's UK businesses also incorporate restaurant and digital access (Westlife Foodworld, 2025; McDonald's UK, 2025a). This commonality has shown that not all adaptation differences are cultural, but that some of them are common, but expressed differently in the markets, like convenience.
[bookmark: _Toc240066491][bookmark: _Toc240919674]5.4.5 UK–India Similarities and Differences
RQ2 is therefore answered by a multi-factor explanation. India requires stronger accommodation of vegetarian, religious and local-taste considerations, alongside affordability and rapid channel change. UK adaptation is more strongly associated with changing dietary choice, provenance, convenience, value and sustainability expectations. These findings satisfy Objective 2 and show why culture should be interpreted together with consumer and market conditions rather than as a single deterministic variable.
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[bookmark: _Toc240066534][bookmark: _Toc240919737]Figure 9: Cultural and Consumer Drivers of McDonald’s Marketing Adaptation

[bookmark: _Toc240066492][bookmark: _Toc240919675]5.5 Discussion of RQ3: Balancing Global Standardisation and Local Adaptation
RQ3 asks how McDonald’s balances global standardisation with local adaptation. The findings show a layered strategy rather than a binary choice. Brand name, visual identity, core service principles and broad operating logic remain comparatively standardised, while customer-facing elements of the marketing mix are more flexible. This resembles the hybrid approach identified in international marketing research, where the strategic value of standardisation and adaptation depends on the element being managed and the conditions of the market (Vrontis, Thrassou and Lamprianou, 2009; Mandler et al., 2021).
Levitt’s Standardisation Perspective
Levitt’s (1983) perspective helps explain why McDonald’s preserves a recognisable global core: standardised brand assets and operating principles can support recognition, coordination and economies of scale. The evidence from both markets is consistent with this logic, but it does not support Levitt as a complete explanation because customer-facing requirements differ materially between the UK and India. Standardisation therefore appears most defensible where consistency creates value without creating substantial local mismatch.
Hofstede and Cultural Differences
Hofstede’s framework and the broader cultural literature explain why some elements cannot be transferred unchanged. Differences in food practices, social expectations and communication context create stronger pressures for local responsiveness in some activities than in others (Hofstede, Hofstede and Minkov, 2010; de Mooij, 2019). It is therefore important to consider cultural context as a boundary condition for standardisation to have an impact.
Local Adaptation of the 4Ps
The 4Ps demonstrate the implementation of the balance. McDonald's have the opportunity to keep the same brand platform yet offer different menu items, value propositions, channel formats, and communication. The evidence-based decision rule is not a rigid one; standardise if global consistency and scale are important; adapt if the impact of local cultural, economic or consumer conditions is significant on relevance (Hollensen, 2020; Theodosiou and Leonidou, 2003).
UK–India Comparison
This is reinforced by a comparison with the UK. India shows greater evidence of adaptation to the menu and of culturally embedded adaptation, whilst the UK manifests adaptation for a fully established category via diet choice, food sourcing, convenience and value. Both markets are not completely standardised or localised. This is balanced by having a flexible core for the markets and a global core for the rest.
This hybrid structure directly answers to Objective 3, which is RQ3. The finding also addresses the theoretical contribution of the study, which is that Levitt and adaptation theory are not competing explanations in this case, but rather explain different layers of the same international marketing system (Vrontis, Thrassou and Lamprianou, 2009; Mandler et al., 2021).
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[bookmark: _Toc240066535][bookmark: _Toc240919738]Figure 10: Standardisation–Adaptation Balance in McDonald’s UK and India.

[bookmark: _Toc240066493][bookmark: _Toc240919676]5.6 Discussion of RQ4: Marketing Adaptation and Competitive Advantage
RQ4 is why marketing adaptation can aid consumers' responsiveness and competitive advantage. The evidence in support of a plausible strategic contribution is not a statistically proven causal effect. Relevance, perceived value and differentiation can be enhanced when adaptation serves as a solution to a real mismatch between the global offer and local expectations. Porter (1985) can explain that path; the ELR design requires caution as there are also execution factors, cost factors, location factors, competitor factors, and macro-economic factors that affect performance.
[bookmark: _Toc240066494][bookmark: _Toc240919677]5.6.1 Secondary Sales and Market Performance Evidence
This is interpreted with the context provided by the secondary performance indicators. At year-end of 2025, McDonald's reported 1,507 restaurants in the UK and 757 restaurants in India, while in 2024, there were 1,470 and 665 restaurants respectively (McDonald's Corporation, 2026). In FY24-25, Westlife Foodworld posted a 4.2% year-on-year sales jump to ₹24.9 billion with a continued Omni channel and restaurant expansion effort (Westlife Foodworld, 2025).
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[bookmark: _Toc240066536][bookmark: _Toc240919739]Figure 11: Selected McDonald’s Market Performance Indicators, 2024–2025
[bookmark: _Toc240066495][bookmark: _Toc240919678]5.6.2 Competitive Benchmarking in India
Competitive benchmarking shows how and why being locally responsive is relevant from a strategic point of view but also why adaption is not sufficient to secure market leadership. Burgers are hotly competitive in quick service, as KFC states its restaurant count at 1,100+ (2026) and Burger King at 290+ (2026). McDonald's competes as part of a menu localization, value positioning and Omni channel approach while competitors too are localising and adopting digital/value strategies. So the competitive implication is relative: adaptation can keep the relevance of the program, but the advantage comes from the extent to which and the way it is done.
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[bookmark: _Toc240066537][bookmark: _Toc240919740]Figure 12: McDonald’s, KFC and Burger King – India Comparison
[bookmark: _Toc240066496][bookmark: _Toc240919679]5.6.3 Competitive Benchmarking in the UK
It's also a competitive market in the UK. According to KFC, there are 900+ restaurants in the UK and Ireland, and Burger King UK has 600 restaurants in the UK (KFC, 2026; Magbanua, 2025). While the UK is bigger in terms of the size of McDonald's estate and the width of its channel, restaurant numbers aren't necessarily a yardstick of better marketing adaptation. Menu differentiation, value, convenience, service and the strength of the brand are also factors in competitive positioning.
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[bookmark: _Toc240066538][bookmark: _Toc240919741]Figure 13: McDonald’s, KFC and Burger King – UK Comparison
[bookmark: _Toc240066497][bookmark: _Toc240919680]5.6.4 Interpretation Through Porter’s Competitive Advantage Theory
The Porter model implies that adaptation can be considered as a source of advantage if it leads to a meaningful differentiation or to an improved value proposition (Porter, 1985). The evidence in this dissertation argues that it is conditionally true that localised menus can lead to increased cultural relevance, value architecture can increase accessibility, and channel adaptation can increase convenience. No primary consumer information was collected however, there was no controlled comparison or regression analysis and so the study is unable to quantify the size of the effects of these. RQ4 is therefore answered in terms of plausible contribution not proven causation, which meets Objective 4 but will respect the limits of evidence.
[bookmark: _Toc240919681]5.7 Integrated Theoretical Discussion
The results can best be understood in an integrated sequence and not as four separate theories. The core is important because Levitt (1983) argues that a standardised core is valued; the analysis is made sensitive to the cultural context by Hofstede, Hofstede and Minkov (2010); the operational categories where adaptations can be observed are introduced by the 4Ps (McCarthy, 1960); and Porter (1985) provides the strategic lens to consider whether such adaptations can provide differentiation or value.
The evidence indicates the following analytical process: global brand consistency, market/cultural differences, selective adaptation of the 4Ps, increased local relevance/consumer responsiveness, and potential competitive advantage. Each arrow is an interpretive relationship that is supported to varying degrees with secondary evidence, not a statistically determined causal coefficient.
This integrated framework can also be understood as a mapping of the research questions: RQ1 points to the setting where adaptation takes place, RQ2 brings into the picture the conditions that enable adaptation, RQ3 considers how consistent or responsive adaptation is, and RQ4 resolves the question of what this means for strategy.
The framework thus does not provide any universal prediction, but rather adds coherence. It is useful to link marketing context and marketing decisions, as well as make the evidential boundary of an ELR explicit (Theodosiou and Leonidou, 2003; Vrontis, Thrassou and Lamprianou, 2009).
[bookmark: _Toc240066499][bookmark: _Toc240919682]5.8 Comparison with Existing Literature and Contribution to the Research Gap
The findings are consistent with research that rejects a simple standardisation-versus-adaptation dichotomy (Theodosiou and Leonidou, 2003; Vrontis, Thrassou and Lamprianou, 2009; Mandler et al., 2021). McDonald's has recognizable global brand components, but localizes products, value propositions, access channels and communications. This comparison between the UK and India is valuable because the same brand is being examined in two different cultural and market contexts in a similar way.
Thus the main gap in the research is integrative not causal. The study provides a single comparative explanation for the 4Ps, cultural context, standardisation and competitive positioning and demonstrates the selective nature and market-contingency of adaptation. It also notes a gap in the evidence: while the secondary literature indicates that adaptation can provide a plausible link between adaptation and competitive advantage, more convincing evidence would need primary consumer or performance data.
[bookmark: _Toc240066500][bookmark: _Toc240919683]5.9 Academic and Managerial Implications
Academically, the research provides a contingent perspective of international marketing; that is, the level of adaptation required for each marketing-mix element will vary according to the market in which it is used. It also illustrates the importance of linking culture to the specific 4Ps decisions, not using culture as an abstract explanation. The results thus broaden the discussion on standardisation and adaptation, demonstrating the possibility of having both at different levels of strategy.
From a managerial perspective, the evidence indicates that McDonald's and similar multinational fast-food companies should safeguard their valuable global brand assets and customize some of the aspects that confront customers provided that the local evidence warrants. It is important to remember that localisation for the sake of localisation is not a benefit to the menu, value architecture, channel design and communication, which should be based on consumer and market differences. As a result, competitor benchmarking should be an ongoing process and KFC, Burger King and others are all localising, providing value and offering ‘digital convenience'.
[bookmark: _Toc240919684]5.10 Discussion Limitations
The discussion has the following five primary constraints. First, it is based on secondary evidence, and thus does not include first-person voices from consumers or managers. Secondly, the evidence set was coded from only 15 sources, which is sufficiently narrow to not cover all potentially relevant publications. Thirdly, corporate and industry sources may not report everything. Fourthly, the report of statistics for the United Kingdom, India, and competitors on the same organisation and accounting basis is not always possible. Fifth, the design is unable to measure causality: without primary longitudinal or statistical evidence, it's impossible to establish a causality between restaurant growth and/or sales performance and marketing adaptation.
[bookmark: _Toc240919685]5.11 Chapter Summary
The chapter took the shift in direction from description to interpretation by answering each research question on the evidence and the theoretical framework. Selective adaptation was found across the four Ps in RQ1; cultural, consumer, economic and lifestyle factors were shown to interact with each other in shaping adaptation in RQ2; the structure was observed as hybrid with a standardised global core, and flexible market execution in RQ3; and relevance, value and differentiation could be reasonably linked to adaptation, but not proven to impact adaptation performance in RQ4. The four research objectives are thus maintained in line with ELR research methodology with no introduction of statistical claims which were not actually tested by the study.













[bookmark: _Toc240066503][bookmark: _Toc240919686]Chapter 6: Conclusion
[bookmark: _Toc240066504][bookmark: _Toc240919687]6.1 Introduction 
This dissertation's primary concern has been with a standardisation-adaptation puzzle in international marketing, using a comparative analysis of McDonald's in the UK and India as a lens through which to view the issue. It relied on an Extended Literature Review of secondary evidence and considered four related questions: How McDonald's adapts the 4Ps? What are the cultural and consumer factors that influence adaptation? What are the challenges that McDonald's faces in balancing global standardisation and local responsiveness? How might adaptation help in practices of consumer responsiveness and competitive positioning?
The synthesis suggests that McDonald's approach is not strictly a standardised one, nor is it a completely localised one. A recognized global brand core is maintained and marketing-mix components are adjusted to the market conditions. Product adaptation is clearly evident, and price and place and promotion are also adapted, depending on variations in culture, purchasing power, consumer expectations and channel behaviour.
[bookmark: _Toc240919688]6.2 Summary of Key Findings 
The evidence is consistent with a hybrid, or globalised, view on McDonald's international marketing. Standardisation continues to be relevant because it ensures the coherence and efficiency of the international use of the brand, the visual recognition of the brand and operating procedures. Concurrently, the results support a high level of standardisation as a standard: When the market environment in the UK differs significantly from the market environment in India, there is a need for more freedom in customer-facing activities (Levitt, 1983; Mandler et al., 2021).
Local adaptation is shown as most relevant at the customer-facing level of the research. Product adaptation is a good example. McDonald's is adjusting to changing customer preferences in the UK regarding value, perception of value, health and food preferences. The sense of adaptation is more powerful and culturally specific, such as vegetarian dishes, preferences and religion, in India.
It will also depend on the market conditions. Competition and value play a critical role for UK but purchasing-power and affordability are decisive from the Indian angle. Similarly, place strategies include restaurants and delivery/digital ordering, as well as locally relevant communication/cultural considerations are part of the promotional strategies.
The overall conclusion is therefore not that adaptation is always preferable, but that selective adaptation is most defensible where local differences are strategically important. The value of the hybrid model lies in preserving global assets while avoiding the loss of relevance that can result from transferring every marketing decision unchanged across markets.
[bookmark: _Toc240066506][bookmark: _Toc240919689]6.3 Conclusions Against the Research Questions 
RQ1: How does McDonald’s adapt product, price, place and promotion in the UK and India?
The research finds that the adaptation of the international marketing strategy is mainly carried out on the Product, Price, Place and Promotion aspects when working in the international context. The level of adaptation is not equal in the two markets. Product adaptation is significant in India as there are stronger cultural, dietary and religious considerations to cater for the choices made in the menu. Product adaptation is more closely linked to the changes of consumer preference, health expectation, variety and value in the UK.
Price adaptation is also related to local market conditions. Value positioning is more important in a mature fast food market, as it is in the UK, while price sensitivity and affordability are more important in India. Delivering food to homes and online orders, as well as format changes at restaurants, are examples of place adaptation, which describes the adjustments made to the format as changes in lifestyles in both markets transform it.
As a result, McDonald's is not an exact replica of its marketing mix abroad. Instead, it tweaks certain elements as per market needs while retaining a global identity.
RQ2: What cultural and consumer factors influence McDonald’s marketing adaptation in the two markets?
Food preferences, vegetarianism, religious issues, family consumption and local tastes are all significant influences related to culture. The cultural dimensions of Hofstede offer a broad and general understanding of the difference between the UK and India such as individualism/collectivism, power distance, uncertainty avoidance and long-term orientation.
The study shows that the concept of national culture does not fully account for McDonald's adaptation, however. Other factors that affect marketing decisions include consumer income, consumer purchasing power, competition, maturity of the market, lifestyle changes, youth consumption and digital behaviour.
RQ3: How does McDonald’s balance global standardisation with local adaptation?
A hybrid/globalised strategy is used by McDonald's to balance the two. The core elements of the brand are universally recognisable whilst the product, price, communication and channels are tweaked to suit. This is to show that there is no contradiction between standardisation and adaptation. Rather, this means that multinational organisations can standardise the aspects where consistency is an efficient and added value and localise the aspects where market responsiveness is strategically relevant.
RQ4: How can marketing adaptation contribute to consumer responsiveness and competitive advantage in the UK and India?
The evidence indicates that adaptation can contribute to consumer responsiveness and competitive positioning when it increases cultural relevance, accessibility, perceived value or differentiation. In India, menu and dietary responsiveness may broaden cultural acceptance; in the UK, responsiveness to diet choice, convenience, sourcing and value can support relevance in a mature market. However, this relationship is not a proven causal effect. The ELR used secondary evidence and contextual performance indicators rather than primary consumer data or statistical modelling, so the conclusion is appropriately framed as a plausible strategic contribution.
[bookmark: _Toc240066507][bookmark: _Toc240919690]6.4 Contribution to Theory 
The dissertation adds to the international marketing theory by combining four complementary perspectives. Levitt's (1983) Standardisation Theory provides an explanation of how McDonald's can be consistent in its global brands and common operations. But the results show that there is a need to go beyond standardisation to capture the specific market approach that the organisation is taking.
Hofstede's Cultural Dimensions Theory provides a contextual explanation of the differences between the UK and India. The results confirm the necessity of considering cultural issues in international marketing but also show that national culture cannot be considered as a mono-cultural or deterministic phenomenon. Economic and consumer characteristics are influenced by culture.
The international marketing mix offers a practical link between theory and strategy observed. A close look at product, price, place and promotion shows that adaptation is selective, not general, in marketing activities.
Lastly, Porter's (1985) Competitive Advantage Theory can be used to understand the strategic significance of local responsiveness. 
[bookmark: _Toc240066508][bookmark: _Toc240919691]6.5 Managerial Implications and Recommendations 
First, it's important to maintain the consistency of the global brand. Recognition and operational efficiency can be provided by core visual identity, brand values and fundamental customer-experience principles. Managers should therefore refrain from unnecessary localisation that might break up the global brand image.
Secondly, cultural needs should be a priority for product localisation to be considered. Vegetarian preferences, religious issues and local food expectations are illustrated through the Indian case. To transfer products from one country to another, IMO managers must perform a thorough market analysis.
Third, prices ought to be in line with the local economic situation. A global brand shouldn't think that the same pricing will create the same perception of value. Market level decisions should consider the purchase power and the competitiveness and price sensitivity.
Fourth, communication for promotion should be relevant at the local level. Managers need to tailor messages, imagery and communication themes to local consumer contexts and retain global brand characteristics.
Fifth, local life needs to be connected with digital and delivery channels. Mobile ordering, delivery and digital engagement must be built based on real customer behaviour instead of thinking one-size-fits-all when designing a channel strategy for each country.
Sixth, adaptation should not be unrestricted. Too much localisation can make things more complicated, expensive and make a brand inconsistent. The managers should therefore be able to determine what aspects of the marketing mix are to be standardised and what aspects are to be adapted.
Overall, the managerial principle is to standardise the global core and adapt customer-facing components where reliable market evidence justifies the change. This allows for the multinational fast food companies to maintain their economies of scale and consistency of their brand name within culturally and economically diverse markets.
[bookmark: _Toc240066509][bookmark: _Toc240919692]6.6 Limitations of the Study 
The dissertation is composed of only an Extended Literature Review and secondary research. Thus, it is not a direct measure of the attitudes of the current consumers or the managerial decision making within McDonald's. Findings are subject to the availability, quality and reporting options of the sources that already exist and to the fact that the focus of the coded evidence set may not include every publication of relevance.
Another difficulty with making comparisons is the differences in publication dates, research methods and reporting structures. Company and competitor data are not always available on equivalent bases, and internal marketing-performance data are inaccessible. Most importantly, the design does not permit causal attribution of sales, growth or competitive outcomes to particular adaptations.
Thirdly, this study concentrates on the UK and India alone and conclusions from this study cannot automatically be extrapolated for all global markets
[bookmark: _Toc240066510][bookmark: _Toc240919693]6.7 Recommendations for Future Research 
The dissertation could be continued in a number of ways. Firstly, primary research using McDonald's customers in UK and India could explore the effect of the adaptations outlined in the literature on consumer attitudes, purchase intent and perception of the brand. The surveys could be used to gather quantitative evidence, and the interviews could be used to uncover the meanings that consumers give to culturally adapted products and to communication done in the promotion of them.
Second, future research could examine the connection between adaptation and actual competitive performance on the basis of sales data, market-share data, customer-retention data or profitability data. This would enable the researchers to go beyond the potential relationship suggested in this ELR, and investigate how specific adaptations can result in measurable performances.
Third, comparative work could be extended to other developed and emerging markets than the UK and India. This may define if the pattern seen here is specific to these two markets or a more international approach.
Fourth, in the future, further studies could be conducted on the evolving role of digital marketing, mobile applications, delivery platforms and social-media localisation, among others.
Last but not least, longitudinal studies could investigate the changes in McDonald's adaptation strategy that occur over time in response to shifts in consumer preferences, new technology, economic trends and cultural trends. 
[bookmark: _Toc240066511][bookmark: _Toc240919694]6.8 Final Conclusion 
This dissertation argues that Marketing in the international context cannot be explained entirely by the standardisation or adaptation approach. The evidence instead shows a hybrid/glocalised approach, where the global brand characteristics are kept and the marketing activities are adjusted to the requirements of the local market.
The example of the UK–India comparison shows that the level and kind of adaptation is different under different cultural, consumer, economic and competitive conditions. Both product adaptation and UK adaptation are noteworthy in India, as is the combination of consumer expectations, health, value and convenience issues. The other two marketing mix elements are price and place, as well as promotion, which must be responsive to the market.
The study thus enriches the international marketing literature by combining the concepts of Levitt, Hofstede, the 4Ps and Porter in a common framework of analysis.
The bottom line is that there is no either-or approach to effective international marketing. In the case of multinational fast food chains, the challenge must be to determine what parts of their product are better served by uniformity and what parts by localization, and to "prove" it with a solid basis. This selective balance offers the best account of the recognisability of a single brand in different contexts in the UK-India comparison of McDonald's.
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