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Introduction
In this assignment I will be writing about the strategy of a company or organisation that has entered two international markets and the impact that this strategy has had on the company or organisation. This assignment will look at the political, legal and economical factors that came into play when the company of my choice decided to enter a new international market. This report will look at globalisation and the impact it can have on a business when entering a new market.  The organisation I have chosen to look at is McDonald’s. 
McDonald’s are known globally as a fast food restaurant that provide low-budget food for convenience. McDonald’s was founded in 1940 by the McDonald brothers and then franchised later in 1955 with Ray Kroc in San Bernadino, California. By 1958, McDonald’s had sold it’s 100 millionth hamburger (McDonald's, 2018). Since then, McDonald’s have vastly expanded to over 100 countries around the world and they have over 35,000 outlets globally and serve 69 million people every day (Rosenburg, 2018).
McDonald’s are a business that uses franchises to expand. McDonald’s may be a global brand but more than 80% of their branches worldwide and nearly 90% in the U.S are owned by small- and mid-sized businessmen and women. Franchisees often live in the communities they serve and are committed to making a positive impact locally – from providing good food, customer service and job opportunities, to supporting local charities and other ways of giving back. (McDonald's, 2018). 


Main Content 
United States
When the McDonald brothers entered into a franchise with Ray Kroc they had a simple and effective method in place that allowed them to provide quality food and fast service. Ray Kroc adopted a unique philosophy when striving for success. Kroc wanted a business that would be famous for providing “food of consistently high quality and uniform methods of preparation”. A unique strategy was implemented, where franchisees worked with McDonald’s but for themselves. 
“In business for yourself, but not by yourself.” – Ray Kroc (McDonald's, 2018).
Kroc’s philosophy was based on the simple principle of a 3-legged stool: one leg was McDonald’s franchisees; the second, McDonald’s suppliers; and the third, McDonald’s employees. The stool was only as strong as the three legs that formed its foundation.
Looking at how McDonald’s has run in the United States, they have adopted a similar approach to that of Henry Ford’s production line method, and this method is now used globally by all franchises. The method allows members of the team to be responsible for a single component and the wait time for customers to be kept to a minimum. 
In March 2017, McDonald’s introduced the “Velocity Growth Plan” to represent that they are moving forward and fast as a business. It is clear to McDonald’s that in order to progress as a business and create value for their stakeholders that they need to have a larger footfall. This has focused the company in delivering what customers want: hot, quality food served quickly (McDonald's, 2018). Implementing this strategy makes the most of McDonald’s competitive advantages, from their global scale to their easily recognisable brand, the iconic “Golden Arches”. 
The main pillars in McDonald’s growth strategy, “The Velocity Growth Plan” are:
· Retain
· Regain
· Convert
The retain pillar looks at McDonald’s retaining the customers that they already have and focusing on the breakfast segment of their menu and family occasions. This would be their introduction of new menu items or meal deals. 
Regain looks at the company regaining the customers that McDonald’s have lost, maybe due to the previously identified increase in waiting times and lower customer service standards. This is done by improving the taste and quality of the food, enhancing convenience and offering strong value. They’ve done so by increasing the amount of food on the “Saver Menu”. The “Saver Menu” sells smaller portions of their main menu for a reduced priced. 
The convert pillar looks at converting customers who visit McDonald’s branches occasionally and making them frequent customers with coffee and snacks such as fruit, doughnut and muffins. 
There are also three accelerators that McDonald’s are using to drive growth even further. They are:
· Digital
· Delivery
· Experience of the Future in the U.S. 
Digital looks at the reshaping of McDonald’s interactions with their customers whether they eat in, take out, drive thru or order delivery. 
Delivery looks at bringing the McDonald’s experience to more customers, in their homes, workplaces and further through their social media and their advertising presence online and on TV. McDonald’s have also recently introduced a sit down service in their stores where customers place an order and a member of the team brings it to an allocated seating area, therefore enabling customers to get comfortable in store while their food is being cooked, reducing the amount of inconvenience to the consumers. 
Experience of the Future in the U.S. looks at elevating the customer experience in restaurants through technology as well as the teams in store. McDonald’s have recently introduced new ways to order food in store using self-service screens as well as installing iPads for young customers to use while they eat.
McDonald’s have now started looking at new strategies to encourage more US consumers to eat at McDonald’s restaurants. McDonald’s are working to tailor menu items and promotions for different regional markets. Also, franchisees will have the power to decide which items and promotions are available (Lutz, 2014). In doing so this could help bring in customers who appreciate that a large organisation such as McDonald’s are catering to their regional tastes. Also, franchisees say that the company’s constant new menu items are generating financial and operational challenges within the branches. 
Also, McDonald’s menu has grown over 70% since 2007 (Lutz, 2014). CEO Don Thompson has said that reducing the amount of choices on their ever-growing menu will help combat the issues that the company have been facing as of late, such as longer wait times and a dramatic drop in customer service standards. 
China 
McDonald’s entered the Chinese market in 1990 and has been growing steadily and successfully. China has been the number one growth market for McDonald’s, excluding their home market of the U.S., with 960 restaurants and over 60,000 employees (Jie, 2008). McDonald’s recognised the dramatic shift towards car ownership and they used this economical change to their advantage. McDonald’s opened their very first drive-thru in November 2005 and since then has been very successful according to McDonald’s China CEO Jeff Schwartz (Griffith, 2008).
After entering the market and sales starting to plateau McDonald’s adopted a new growth model in order to remain within the Chinese market. They decided to focus on selling franchises to Chinese franchisees instead of opening their own restaurants. This will transform 4,000 restaurants into franchises by the end of 2018 (Feng, 2017).
China’s more populated, urban areas were initially targeted by McDonald’s to obtain a larger target footfall. However, McDonald’s are now looking to shift towards the third or fourth tier cities, where consumers there are poorer with a smaller disposable income with 45% of their new restaurants being situated there. (Feng, 2017)
When entering the Asian market, McDonald’s adopted a new policy for every country that they plan to operate in. McDonald’s recognise cultural differences and adapt their menu to reflect the different tastes and local traditions (McDonalds, 2012). In China, McDonald’s have adopted rice into their menu as it is a staple in the average Chinese diet. Also it allows McDonald’s to develop and gain resources in the region or country, such as buying rice from local businesses. This will allow McDonald’s to generate jobs within the poorer parts of the country, benefitting the business and the economy as a whole. 
India
McDonald’s entered the Indian market in 1996, after already penetrating the Asian market with over 3600 restaurants in Asia, with approximately 2500 of those being in Japan. One of the main issues that McDonald’s encountered when entering the Indian market is that approximately 8% of Indian were targetable by McDonald’s due to the business’s targeting urban areas and the unaffordability of their products to the majority of the Indian consumer market (Rangnekar, 2014).  
When looking at McDonald’s went to penetrate the Asian and Indian market they used a corporate level growth strategy. This increases the scale or scope of business operations. They utilised the internally generated growth to expand using a joint venture. To have a cultural perspective of the Indian market and a resident investor backing the business, McDonald’s used a joint business venture with Amit Jatia. Jatia’s experience and knowledge of the Indian consumers and the culture allowed McDonald’s to differentiate from their more westernized menu to suit Indian consumers when entering the Indian market (Kannan, 2014). 
McDonald’s entered the Indian market by using a multinational strategy alongside their joint business venture. McDonald’s adapted their products and their marketing strategies to local preferences in the national market of India. This shows that McDonald’s as an organisation are responding quickly to the Indian consumers. One of McDonald’s most popular products are their beef burgers. However, when entering the market in India they had to reconsider how they were going to target the India market when in Indian culture beef and pork is not condoned in their diet and 71% of the Indian population are vegetarian (Kumar, 2016). 
To work around this McDonald’s decided to use lamb burgers instead of beef and when entering in with a business alliance with Jatia, they vowed to also cater to the majority of Indian with more vegetarian options on their menu (Kannan, 2014). As mentioned previously mentioned in the company’s US strategy, catering to the regional needs of a consumer audience will encourage more consumers to dine their and make the business more of a success. 
Globalisation
Globalisation refers to the integration of markets in the global economy, leading to the increased interconnectedness of national economies (Economics Online, 2018). There are two main types of globalisation, the globalisation of market and the globalisation of production. The globalisation of markets looks at a convergence in buyer preferences in markets around the world. The globalisation of production disperses a business’s production activities worldwide to minimise cost and maximise quality. 
As McDonald’s operate within the fast food industry they had to follow the route of globalising their production. To minimise cost, when entering into the joint business venture with Jatia, McDonald’s began localising all the equipment that goes into building their burgers. They also had to set up a lettuce supply from scratch as in Indian culture it was the norm to use cabbage. (Kannan, 2014) McDonald’s infrastructure is generating jobs within the local area, which benefits the local area and the economy and increases consumers disposable in the area, which makes consumers more likely to spend that income at a McDonald’s branch.


Conclusion
In conclusion, it is clear to see that McDonald’s know what it takes to be a truly global business while still maintaining their unique philosophy. They have seen what it takes to adapt a well-known, iconic brand to suit the needs and culture of the Indian and Chinese market. They have identified cultural differences in each market and adopting a unique policy for each target country allows consumers to see that McDonald’s care for their consumers. The adaptation of their menu allows them to be an iconic, global brand while still satisfying customers needs, wants and dietary requirements. McDonald’s are entering a market and benefitting the economy with the jobs that they generate through local resource procurement. 
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