COMPANY BACKGROUND 
The McDonald brothers founded McDonald's in 1940 in San Bernardino, California. Dick and Mac McDonald's prioritized quality and optimize their operations by limiting the menu to burgers, fries, and beverages. The McDonald's brothers travelled to California in search of chances that they felt were unavailable to them in New England. Failure in the film industry was followed by success in establishing drive-in eateries. In 1948, they took a chance by streamlining their business operations and creating their Speedee Service System, which offered hamburgers for a discount of only 15 cents each(Corporate.McDonalds.com).
Dick and Mac McDonald refined their Speedee Service System at the San Bernardino branch, which had a restricted menu with items such as hamburgers, shakes, and fries priced at fifteen cents each. The brothers' success at the restaurant inspired them to start franchising their idea, opening nine more establishments. The brothers successfully sold 14 franchises, of which ten became operational restaurants. This number does not include the brothers' first site in San Bernardino.
The McDonald brothers were adamant that their architects create an eye-catching structure highlighting their Speedee Service System. The design of the "Red and White" by Architect Stanley Meson did not fall short of expectations. Arches were added to the structure by Dick McDonald because he thought the roof line was a little too flat. This architectural style was used for the first time in 1953 and remained in use until the late 1960s when the Mansard Roof style succeeded it.

"[Kroc] opened the first restaurant for McDonald's System, Inc., a predecessor of McDonald's Corp. in Des Plaines, Illinois, in April 1955. McDonald acquired the rights to the brother's company in 1961 for $2.7 million" (Coorporate.McDonalds.com).

In 1954, a Multimixer salesperson named Ray Kroc made a trip to McDonald's in San Bernardino to sell additional Multimixers to the brothers. The business has excellent interest for Kroc, who is 52 years old. He finds out from the brothers that they are searching for a franchise agent that can work throughout the country. He had an enlightening experience that led him to conclude the fast food industry (Corporate.McDonalds.com).
On April 15, 1955, Ray Kroc opened the doors to the very first McDonald's restaurant, which was located in Des Plaines, Illinois. In 1953, architect Stanley Meston designed the eye-catching red and white tiled structure with a golden arches logo. That day's sale was $366.12(Corporate.McDonalds.com).
In 1956, Fred Turner, who would become Chairman of McDonald's, was employed by the Des Plaines McDonald's to start as a counter worker. Soon after that, he would be promoted to the head of McDonald's Operations, setting the standards for the company's quality, service, and cleanliness that are still in place today(Corporate.McDonalds.com).

In 1969, the city of Matteson, Illinois, served as the location for the debut of McDonald's revolutionary Mansard Roof Design. The façade of the Mansard went through many transformations in the subsequent years. At first, a good number of franchisees renovated the Red and White structures already on their properties so that they would conform to the new style. During the 1970s, McDonaldland Parks, sometimes known as Play Places, and the Drive-Thru were introduced to the restaurant.
These days, McDonald's restaurants have designs that take elements from the surrounding architecture and integrate various other distinctive features. McDonald's is constantly modernizing its building designs to fulfil our consumers' requirements. (Coorporate.McDonalds.com).

"Our mission is to make delicious feel-good moments easy for everyone" (Coorporate.McDonalds.com).
The mission statement of McDonald's is to feed and helps communities. They provide tasty cuisine that customers can eat with a clear conscience, at places and at times that are convenient for consumers, at reasonable prices, and by working diligently to meet customers' expectations for speed, variety, and customization of their orders. At their finest, they don't simply serve food; they provide moments of feel-good, all while maintaining the cheerful, unpretentious, welcome, and trustworthy nature that customers have come to know and love (Coorporate.McDonalds.com).

"Our reinvigorated strategy is underpinned by our focus on running great restaurants and empowering our people" (Coorporate.McDonalds.com).
McDonald's vision is to make it a priority to fulfil the fundamental requirements of their clients, and they do so by capitalizing on our prowess in execution. They will elevate people's practices to ensure that their people feel welcomed, valued, and a part of the McDonald's community; They live by their values every day and are committed to fostering a safe, respectful, and inclusive workplace, providing quality jobs, and making opportunity open to all. They will elevate people's practices to ensure that their people feel welcomed, valued, and a part of the McDonald's community. (Coorporate.McDonalds.com).

"The backbone of our brand is, and always has been, a commitment to a set of core values that define who we are and how we run our business and restaurants "(Coorporate.McDonalds.com).
McDonald's Value is to live on values daily and utilize them to make broad and trim choices. These decisions establish McDonald's as a brand in which everyone, including the people they serve, can have faith.
Because actions speak louder than words, all business choices are filtered via the company's core principles:
-To Serve: customers and other people come first
-Inclusion: welcome all customers and visitors. 
-Integrity: always do what's expected of us
-Community: friendly with our neighbours.
-Family: is more vital when working together (Coorporate.McDonalds.com).
McDonald's first restaurant in India was built in 1996 in the residential colony of Vasant Vihar in New Delhi. In 2004, the company opened 58 restaurants throughout India, most located in the northern and western regions. In addition, it was the first McDonald's restaurant in the world not to sell beef or pig items. 
McDonald's establishments can be located in over 130 countries and territories throughout the globe, and every single day, they cater to over 68 million consumers. (OJICA 2009)

MACROENVIRONMENT AND PESTLE ANALYSIS
Analyzing a company's macroenvironment entails examining all of the uncontrolled external influences that, either directly or indirectly, have the potential to influence managerial decision-making. The political, economic, technical, social, cultural, and legal spheres and the environmental ones comprise the macroenvironment's primary components. The PESTEL study was mainly designed to look at these factors and those like them. Analyzing these macroenvironmental aspects enables the company to determine the possibilities and potential challenges of the market and better prepare itself to deal with anything that may occur in the market, regardless of whether it will be favourable or unfavourable (Kotler & Keller, 2009).

Political
USA
The political conflicts that exist between nations affect McDonald's as well. For example, in recent times, ties between the United States and the United Kingdom have been tenser. In addition to this, contact with Russia can be problematic. McDonald's is a firm based in the United States, although its restaurants may be found in almost every country around the globe. Political parties' complaints might result in changes to existing trade agreements, making it difficult for McDonald's to operate in other countries. (J. International Business and Entrepreneurship Development,2008 ) .
A political factor can also be related to the health and hygiene requirements; In a nation like the United States of America is pretty stringent, and the restaurant must conform to such rules. The loss of money and harm to the company's reputation are two significant repercussions that might result from breaking applicable laws and regulations (Liversedge, 2018).
Similarly, Selyukh (2019) claims that McDonald's agreed to pay $26 million in 2019 to California cooks and cashiers to resolve a legal dispute with them. The complaint was filed on behalf of thousands of employees who claimed that the restaurant had not paid them an acceptable amount for their job.
It is important to note that McDonald's restaurants can be found in each of the major nations around the globe. Some of these nations have very stable political systems, making it much simpler to do business there and generate profits. Operating in politically stable countries helps the company concentrate on what it does best without worrying about immediately adjusting to new circumstances. 
In the case of the USA, political factors are favourable even if it is a country with stringent laws, is a politically stable country and where this company was founded and brought money and labour to most states.
A significant number of nations have become less receptive to the culture and gastronomy of the West. McDonald's is off limits in Iran, a country that harbours ill will against the United States of America. As another example, Bermuda outlawed McDonald's due to its opposition to the fast food culture.

INDIA
The country's policies and strategies are subject to change whenever there is a transition in political power, which harms companies in general and particularly international brands. For example, the practice of demonetization in India results in a precipitous decline in the Indian market, which in turn causes enormous losses for all businesses, particularly those of international origin(International Journal of Creative Research Thoughts).
Since August 2017, the Government of India has permitted Foreign Direct Investment (FDI) of up to one hundred per cent in food goods made or produced in India. In the past, total foreign direct investment (FDI) was prohibited in this industry. This allows McDonald's to invest more money in the Indian market. Since the economic reforms of 1991, the government has made efforts to offer foreign enterprises an operating environment supportive of their growth and development. The political atmosphere has been steady since McDonald's started operations in India, and governments have welcomed international corporations as they continue to generate more employment in the country. Since McDonald's began operations in India, the political situation has been stable. There has been a rise in the amount of pressure placed on the Ministry of Labour and Employment in India to work on a "minimum wage bill," which, if passed into law, has the potential to influence profitability across all areas of business. (Han, J. (2008). The Business Strategy of McDonald's. International Journal of Business and Management, 3(11), 3).
Although it is an entirely different country compared to the USA, in India, the political factor like in the USA became favourable over the years because even the political situation became stable, and the company brought lots of money and labour; It has adapted to the laws and the culture of a completely different country than the USA where Mcdonald was founded.

ECONOMIC
USA
The economic climate in the rest of the world is favourable for the United States of America since it primarily offers prospects for the expansion of businesses. McDonald's sees the gradual but consistent economic expansion of industrialized nations as a chance to expand its operations and strengthen the foundation on which it operates. Although the market in the United States continues to be the most critical contributor to the firm's revenues, the restaurant chain business also benefits from the consistent expansion of European (Liversedge, 2018).
In 2020 the world economic resurgence due to Covid19, which led to a significant loss in sales and profits, not only in the U.S. but even around the world, decreased by 22%. Prohibitive rents, due to the pandemic in most states in the USA, also affected the company's profits; however, due to its marketing strategies, it always maintains the lead among fast food restaurants in the USA and the rest of the world (Maidenberg, M. 2020) 
 it can be said that economic factors are not always favourable to companies, but in this case, for the USA, they are most of the time favourable; as it is a country that is always able to regain its economic status. suffice it to say that during the covid period, for example, America was one of the least.

INDIA
According to 2016-17, India's total GDP was $2,439.01 billion, with a growth of $611.37 billion from 2011-12. .according to according to the World 3 World Bank, the annual GDP growth was 6.5% in the year 2017-18; moreover, to date, it has achieved exponential and steady economic growth.
Also, The disposable personal income from 2016-17e increased to reach $2,278.89 billion and also and consumer spending to $250.88 billion in projected increase; precisely because of this, it has led to a growth of McDonald's business opportunities calculating that consumers ad now spend 51% of their income on food products. Analyzing all these data on economic growth in India, it can be said that the financial and favourable factor for the development of the company, the only threat that may arise is the increase in the cost of fuel and raw materials. (Westlife 2017). 

SOCIO-CULTURAL 
USA
Regarding socio-cultural factors affecting Mcdonald's in the USA, it is hard for the company to adapt its food for most of the population following this trend to conduct a healthy life. Because of that, McDonald's is considered the worse fast food franchise for its negative impact on the American population's lifestyle, increasing obesity and people's awareness of the importance of health. Over the years, Mcdonald's has been using marketing strategies like public relations and donations to children's hospitals to make up for this deficit and trying to modify its menu to promote more healthy food like salad, smoothies and vegan options (Campbell and Finucace,2018).
Another social-cultural factor that affects Mcdonald's in the USA is the multicultural of the country; although Mcdonald's was born as a fast food representing American culture, it was also chosen by Americans for its quick service and low cost. With the increase of globalization, McDonald's is constantly making changes to meet the needs and wants of multicultural consumers. The success of McDonald's is dependent on the consistent reputation and loyalty of its customers. As a result, for the organization to preserve these principles, it has continually adopted business practices that facilitate incorporating various cultural shifts. This involvement guarantees that its operations will remain flexible and that customer satisfaction will be attained (Campbell and Finucace,2018).
One more socio-cultural factor that impacts the McDonald's USA business is the inequality in terms of the country's wealth. According to Costa's report in 2019, 10% of the richest Americans own up to 70% of the country's family income, although 50%of the overall population had seen no increase in their wealth over the previous 30 years.
These figures significantly impact how McDonald's markets its food to lower and middle classes customers and, as a result, how much its menu items cost. Despite the slow economic development among the target demographic, the firm prioritizes keeping its pricing at a level afforded by the people it seeks to serve(Costa 2019).
Dwelling on the various problems in the socio-cultural sphere in the USA, they cannot be defined as entirely favourable; they are in the middle.
INDIA
Despite its success over the years, in the beginning, McDonald's encountered numerous difficulties; its expansion into a country like India, with a different religion and culture, led the company to make multiple changes to the menu. McDonald's needed to consider India's cultural, economic, and sociopolitical elements because India is an ancient nation and was one of the places that were home to historic river valley civilizations. The people who call India home belong to various communities, adhere to different religions (including Hinduism, Buddhism, Sikhism, Islam, Jainism, and Christianity), and stick to various beliefs and value systems. As a result, the Indian population is highly diverse and complicated. All these elements are crucial in how people in different cultures choose their meals and eating experiences. ("International Journal of Creative Research Thoughts Issue 2020 )|
The main problem was beef consumption, as for Indians; cows are considered sacred animals; the most significant challenge was creating an alternative burgher with no beef and pork. So Mcdonald's adopted a new type of burgher called Aloo Tikki burger, now known as McAlooTikki, with spicy patty potatoes inside for vegetarian people; In addition, it provided non-vegetarians with the choice of chicken and fish as an alternative. That means the world-famous hamburger didn't contain any meat; even the fries in India didn't have a beef flavour like in the USA; this was a perfect example of how a product has to be adapted to establish a presence in a new market. Mcdonald's, over the years, became very popular in choosing where to eat; for Indian families, the time of a meal was a time of sharing and socializing. The increase in population and consequently in households led to the more frequent choice of fast food restaurants such as McDonald which also adopted snacks and breakfasts in addition to lunch and dinner. In addition, McDonald sought to adapt the menu to Indian culture, and the restaurant décor was still tied to Western culture. (OJICA 2009)
Analyzing the impact of socio-cultural factors in India shows that they are favourable for the company's growth.


HOFSTEDE METHOD 
A method of vital importance in the modern world of globalization is Hofstede's. This model, which can be placed in the PESTEL analysis under The Sociocultural Dimension, is of great help to managers of any company who find themselves working with a great variety of people from different countries and, consequently, different cultures, which affects the way they think and behave. Geert Hofstede invented this model by studying the cultures of each country and dividing them into six dimensions: Power Distance, Individualism/Collectivism, Masculinity/Femininity, Uncertainty Avoidance, Long/Short Term Orientation and Limitation/Indulgence (Hofstede, G. 2001). 
-individualism: This dimension focuses on the level of dependency people in a society have on one another, which is the fundamental problem that this metric attempts to solve. It depends on whether "I" or "We" is the primary framework through which individuals understand their sense of identity. In Collectivist cultures, individuals have a sense of belonging to "in groups" that provide for their needs in return for unquestioned devotion. The members of an Individualist society have just the responsibility for themselves and their immediate family (Hofstede, G. 2001)
-Power of distance: The fact that each individual is distinct suggests that none of us is on an equal footing. Among the most striking characteristics of an unequal society is the disparity in the amount of power that individuals wield or have the potential to wield over one another. Power is the extent to which an individual can manipulate the thoughts and actions of other individuals (Hofstede, G. 2001)
-Masculinity: The masculinity dimension depends on whether the male and female score higher or lower. A high masculinity score means we are talking about a society dedicated to competition and self-fulfilment at work and leisure time. If it is predominantly female, you will have a community based on the pleasure of what you do, caring for others and focusing on the quality of life (Hofstede, G. 2001).
-Uncertainty avoidance: The dimension of uncertainty avoidance is how different societies deal with the uncertainty of the future, which is different in every culture and country based on what they have experienced throughout history (Hofstede, G. 2001).
-Long-term orientation: The long-term orientation dimension is based on society's approach to its past and culture (Hofstede, G. 2001).

-Indulgence: the dimension of luxury is based on a society's control of desires and impulses, weak control of one's instincts is defined as an indulgence, whereas substantial control is defined as a restraint(Hofstede, G. 2001).
When looking at American culture through the lens of Model 6-D, it is glaringly apparent the massive range of cultures that live in the nation and the diversity of those cultures throughout the several states and regions of the United States. Unlike the US, and analyzing India with 6-D, one can see the depth of Indian culture compared to the rest of the world (Hofstede, G. 2001). Although everybody is different and unique at the same time, social control helps ensure that most individuals don't stray too far from the standard. (Hofstede, G. 2001).

Dimension of power distance
USA
This dimension analyses and dwells on the point that citizens being different become unique. This uniqueness expresses their inequality and reinforces the power imbalance between them, thus fostering power distance and unequal distribution. Finding approval from followers and leaders is conceptualized to define power as greater or lesser influence and exercise over others (Geert Hofstede Country Comparison Tool)
INDIA
Regarding the size of the power of distance, India has a very high score favouring a top-down hierarchy in all organizations. Consequently, it is fully reflected in the working world where the dependence on power from the boss is high and matters on the obedience of the team with a reasonably formal attitude. Employees are expected to maintain a businesslike demeanour while interacting with management, even if they may be on a first-name basis. At the hierarchical level, communication is hierarchical and has a directive tone; moreover, negative feedback is seldom, if ever, supplied(Geert Hofstede Country Comparison Tool).

Individualism
USA
Despite the pure individualism of the American culture, which sees society as not very united and leads people to worry only about themselves and their families, not even relying on support, at the base of their culture, there is freedom and justice for all. This freedom, justice, and equality are especially evident in the workplace, where instead, there is much communication between managers and employees, and the former relies entirely on the latter by frequently sharing information in informal and participatory communication. So it can be grasped that Americans are the best at communicating in the business world by becoming best friends in the world, but in real life, they are very individualistic, especially among men; but the vital point is that in the world of work it is all based on the exchange of information and meritocracy (Geert Hofstede Country Comparison Tool).

INDIA
India is in an intermediate position in this dimension as the society is divided into individualist and collectivist. The collectivist part is represented by the membership of a large social group and the expectation that men perform actions based on the good of the group or family. The collectivist part of Indian society can also be seen in the employment mode, where the relationship between employer and employees is based on the employee's loyalty and strong protection by the employer (Geert Hofstede Country Comparison Tool). The Hindu religion and philosophy, which predominates in India, is mainly responsible for the country's individualistic culture. The Hindu religion postulates a cycle of life and death, with the specifics of each individual's subsequent incarnation determined by how they behaved in their previous incarnation. Because of the interaction between this emphasis on individuality and the collectivist inclinations prevalent in Indian culture, the country scores in the centre of this category (Geert Hofstede Country Comparison Tool).

Masculinity
USA
In the US, because they are based on a very individualistic culture, masculinity scores are pretty high, as seen from their very individualistic and success-driven culture, especially in the business world. Consequently, also in everyday life, they tend to boast of their ability to conquer and succeed. Even in school, they are educated to do their best, and the best wins; this factor undermines the American premise of "liberty and justice for all" because it creates a gap between social classes and undermines democracy by increasing inequality (Geert Hofstede Country Comparison Tool).

INDIA
India, in the dimension of masculinity despite very different cultures, ranks as high score as L America. It is considered to be a society with a high degree of masculinity with an increased display of success despite being a very religious and spiritual country with a culture based on the value of humility and abstinence, which fortunately alleviates this high display of masculinity where everything revolves around success in life and work and the presentation of it (Geert Hofstede Country Comparison Tool).

UNCERTAINTY AVOIDANCE
USA
 In this dimension, the US ranks below the average; however, having a good level of tolerance and acceptance of the new and different in all areas that may relate to technology, business practices or food. They are reasonably tolerant of freedom of expression. At the same time, Americans do not need many rules and are less expressive from an emotional standpoint than other cultures (Geert Hofstede Country Comparison Tool).

INDIA
India has a relatively low score on this dimension, and it is a country with a very patient culture where there is no anxiety about the future, where individuals do not take the initiative but are content and adapt to the surrounding situation, as they say, they stay in their comfort zone.
People depend on creative new approaches to "get around the system" since rules are sometimes established for the very purpose of being broken. A phrase often used is "adapt," which may signify a wide variety of things, from ignoring regulations that have been violated to coming up with a one-of-a-kind and imaginative solution to a situation that seems to be unsolvable. This attitude towards work life, which can be described as non-growth, is precisely the cause of the country's misery (Geert Hofstede Country Comparison Tool).
LONG TERM ORIENTATION
USA
The USA scores are low on this dimension because, although Americans have strong ideas such as abortion, drug use, euthanasia, guns or the size and rights of government versus states and citizens, they do not have an excellent cultural or religious history. That's why they motivate people to work harder and faster to achieve their goals in the workplace. It is also related to their individualistic culture that leads them to have a mindset based on the constant change also reflected in their lives and especially in the business world where, for example, profit and loss statements are often distributed every quarter to companies in the US as part of their short-term approach to performance evaluation (Geert Hofstede Country Comparison Tool).
INDIA
In this dimension, India ranks in an intermediate score where the concept that predominates their culture is that of Karma and where the Hindu religion, which is more considered a culture than a religion, has a high tolerance for the other religions of the rest of the world, which has an acceptance for various truths according to which they depend primarily on the seeker of them. Societies that score high on pragmatism often accept a lack of timeliness, a fluctuating game plan depending on changes in reality, and general comfort with finding the intended route as one advance rather than following a specific project (Geert Hofstede Country Comparison Tool).

Indulgence
USA
 The USA is considered a society with a significant degree of opulence, i.e. little impulse control. This is evident from the anti-drug laws where drug addiction is still very high and the stringent laws on alcohol, thus showing American society to be very weak in controlling its impulses (Geert Hofstede Country Comparison Tool).
INDIA
India, in the dimension of indulgence, scores very low; it is a country with a culture with a tendency towards cynicism and pessimism based on restriction. People with this attitude think that societal standards constrain their behaviours, and they also believe that giving in to one's wants is unethical (Geert Hofstede Country Comparison Tool).

Advantages and disadvantages of the Hofstede model
One of the most significant benefits of the Hofstede model is that its findings are not likely to be impacted by variations in business cultures; This is because the model is founded on research carried out on workers at a single company (IBM) (Hofstede, G. 2001). 
Using this model provides a better understanding of each culture and how to deal with it, and an advantage of using it in international marketing is that it helps to compare different cultures of two countries with the same franchise; it helps to understand how to approach the country in which you are expanding your brand. On the other hand, the most significant shortcoming of this strategy is that because Hofstede's model was applied to just one organization in his research, it is possible to claim that it may affect the more general findings. A further disadvantage of using this model is that it is designed to be applied to a community, not to an individual, and each person is on their own with their own life, their own experiences and, above all, may have a different approach to the country and culture to the religion they live in, may not share anything or may lead them to extremism. It must be considered that each individual has a history with a different life experience, and this is where the method loses its efficiency.

TECHNOLOGICAL 
USA
As the restaurant sector continues to turn to technology as a crucial method to enhance sales, McDonald's has decided to create a team whose primary emphasis will be digital customer interaction. In 2019, according to CNBC, McDonald's created the McD Tech Labs, technology experts such as engineers and data scientists based in Silicon Valley, who are busy using various technologies to increase sales and reach consumers. Mcdonald's has also introduced digital kiosks in stores, eliminating queues and investing less in front-of-house staff. According to research by The NPD Group, the total value of sales generated by digital orders placed via restaurants has reached $26.8 billion after seeing a growth of 23% over the course of the previous four years. ("McDonald's creates digital customer engagement team as part of its tech push."
PUBLISHED WED, JAN 8 202011:30 AM ESTUPDATED WED, JAN 8 20204:54 PM EST Amelia Lucas )
The great international success of McDonald's can be attributed to the perfect technological approach between the inclusion of a team of experts and kiosks in the stores that have led every franchise in the USA and around the world to reach the same very high standards (Vrontis and Vronti, 2004). 
It can be said that the technological factors are favourable for the economic growth and internationalization of the company in the USA and all over the world.

INDIA
During and after the pandemic, McDonald's intricate its delivery because deliverability is now a critical pull factor for the company. After adapting the menu to the culture and customs in India, McDonald's began to establish itself in the FoodTech platforms; it was among the first in India to experiment with home delivery. Home delivery accounts for around 40–45% of McDonald's sales, and the restaurant chain's drive-through services were the first to return after the lockout. As a result, the company began marketing itself as a service accessible across all channels (KARUNA SHARMA,2021).
McDonald's has spent millions of dollars in 2019, both in the US and India, acquiring technology companies that focus on artificial intelligence and machine learning as their core areas of expertise(DAVID YAFFE-BELLANY 2019).
In India, as in the US, technological factors are also favourable to company expansion and economic growth, especially during and after the pandemic, with the increase in home delivery by devices and the new technologies engaged in analyzing the needs and wants of consumers.

LEGAL
USA
Mcdonalds USA, in June 2020, has been accused of racism; according to Forbes, executives started legal action regarding firing a lot of black managers and franchisees owners; this is the reason why McDonald's new chief executive officer, Chris Kempczinski, said the corporation has more work to do to achieve racial equality and diversity inside the organization. (Isabel Togoh Forbes,2020).
In 2021 was accused of sexual harassment in many restaurants in the USA; because of that, Chris Kempczinski, the president and chief executive officer of McDonald's, responded to a report that detailed allegations of sexual harassment at several of the burger chain's restaurants by pledging assistance for women who have complained about being subjected to sexual harassment or discrimination at the dining establishments (Edward Segal, Forbes, 2021).
With the legal problems experienced over the years, it can be said that the legal factor is not and has not been favourable to the company in the USA.

INDIA 
In 1995, Bakshi reached a deal with McDonald's to establish its restaurants in India under contract terms. Bakshi's Connaught Plaza Restaurant (CPRL) and McDonald's India entered a partnership in which the latter would be responsible for establishing and running McDonald's locations in North and East India. The agreement was structured as a 50:50 joint venture. Bakshi was removed from his position as CEO of CPRL by McDonald's India in 2013. Eventually, in July 2017, he was reinstated to his previous post. In 2017, McDonald's India asked its suppliers to stop doing business with CPRL after the latter was found to violate the franchise agreement for 169 locations that the company operated. McDonald's India cited the operator's failure to pay royalties as the reason for the deal's termination. Vista Processed Foods, Schreiber Dynamix Dairies, Cremica Foods Industries, and Amrit Foods were among the companies that supplied CPRL. After that, McDonald's India filed a complaint against Bakshi for using the McDonald's trademark in connection with CPRL. Both sides petitioned the Delhi High Court to revise two prior court judgments that had allowed Bakshi to sell its shares in CPRL to McDonald's India. The parties were also involved in an appeal to the Supreme Court of India. Additionally, the parties have requested that the ruling from 2013 be modified to allow CRPL to issue shares to Bakshi Holdings valued at 6.34 crore. According to statements made by both parties to the National Company Law Appellate Tribunal, McDonald's India and its partner Vikram Bakshi have decided to attempt to resolve their six-year-long legal battle via out-of-court discussions (NCLAT). (McDonald's India, Aashish Aryan, 2019).
Also, in India, we can say that the legal factor has not had a good influence on the growth and expansion of the company, but as in the USA, it has brought only problems, so that we can define it as unfavourable.

ENVIRONMENTAL
USA
McDonald's has prioritized establishing itself as a long-term, profitable, and environmentally responsible company. Its dedication to ecological sustainability encourages the creation of a superior McDonald's. It made five audacious 'Scale for Good' pledges to solve some of society's most urgent challenges in 2017-2018, mainly concentrating on beef's environmental sustainability, climate action, and packaging and recycling.
 In addition, McDonald's is actively involved in assisting and supporting farmland and ranchland in lowering greenhouse gas emissions and removing carbon from the atmosphere. Furthermore, McDonald's is committed to ensuring the efficient use of water that is both clean and readily available, as well as continuing to provide such water. Supporting technological innovation, particularly in the transportation sector, which is a significant contributor to greenhouse gas emissions in the United States, such as the introduction of electric vehicles, and contributing to research investments to increase the development of new alternative fuels with low emissions, are two examples of this. Although the recycling system in the US is critical due to changes in the global marketplace, especially the lack of end markets for recycled materials, the price to be paid for recycling is increasing, so most companies in the US prefer low-cost landfill disposal (McDonald's U.S.A ENVIRONMENTAL SUSTAINABILITY POLICY PRINCIPLES JUNE 2020 ). 
Mcdonald's is involved in expanding recycling end-markets that can use sustainable materials. It supports increasing training and infrastructure development for gathering, processing, and recycling and expediting the shift to a circular economy. Following the waste hierarchy, it encourages the use of more environmentally friendly materials that can be recycled, including the production of packaging that can be reused and recycled. (McDonald's U.S.A ENVIRONMENTAL SUSTAINABILITY POLICY PRINCIPLES JUNE 2020 ).
It is evident that Mcdonalds cares a lot in the USA about suitability and is environmentally friendly; that's the reason why it can be said that it is a favourable factor. 

INDIA 
Even in India, as in the USA, a company like McDonald's is trying to improve their Corporate Social Responsibility (CSR), reducing carbon utilization. Also, McDonald's in India will feel the effects of new legislation regarding the organized disposal of garbage and an increase in the cost of such removal. Mcdonald also invested much money in promoting itself as an environmentally friendly company. Each year the company produced more than one million tonnes of packaging; this was only used for a short period before being discarded entirely. The environmental impact of production and disposal has to be calculated. Globally expanding companies such as Mcdonalds contribute to global warming, ozone depletion, depletion of mineral resources and destruction of natural habitats; this is why McDonald's in India has also invested in the use of environmentally friendly products in an attempt to reduce the impact on the environment. (OJICA 2009)
Thus it can be said that the environmental factors are also favourable in Mcdonald's India.

SIMILARITY AND DIFFERENCES IN PESTLE ANALYSIS 
Although the two countries in question are entirely different socio-culturally political, and legally, we can also find numerous similarities by analyzing them with pestle analysis.
We find numerous differences in the political and economic factors, but on the legal side, in both countries, the company has encountered numerous problems that have dented its reputation more in the USA than in India. From a socio-cultural point of view, we find some slight differences, as McDonald's has had to adapt to the place's customs, food, culture and religion with excellent results; however, this leads to differences in the menus of the world's most famous fast food restaurant.
Also, under the socio-cultural aspect with the analysis of the Hofstede method, we can note the significant differences between the two countries under the religious and cultural part and the importance that society gives to them; in India, very strong and felt in America is a very individualistic country shows its little dedication to maintaining cultures and traditions.
The economic aspect is favourable for both countries due to the strong growth over the years and the ability to recover from a financial crisis brought about by the Covid19.
The environmental factor also has many similarities in that McDonald's is involved in campaigns for environmental protection in both countries.
Using these two models, we can better understand the similarities and contrasts between two nations that may, at first glance, seem quite different from one another.

PORTER 5 FORCES MODEL
An analysis of a competitor's market strategy might benefit from using Porter's model, which considers the five competing forces. These are the five considerations:
· industry rivalry
· the threat of new entrance
· the threat of substitutes 
· bargaining power of supplier
· bargaining power of buyers 
The combination of these elements defines the degree of competitiveness in the market and the company's financial success (Porter 2015).


Industry Rivalry
USA
it can be said that the rivalry competition in Mcdonald's is exceptionally high; in 2016, there were 186,977 fast food restaurants in the USA, of which only 14,146 were Mcdonald the rest were competitors such as Wendys, Taco bell, KFC, Burger King (Statista, 2017).
Mcdonald's strategy as early as 2016 was to now play on prices by launching the sale of two products for only $2, but of course, even there, it was imitated by its competitors (Monica, 2016).
It is clear that the fast food world, in general, is having significant losses due to high competition and the trend towards healthier living. In a nutshell, the fierce competition that McDonald's faces are exceptionally high owing to the aggressive pricing practices of other businesses, the promotional prowess of those businesses, and the proximity of one fast food chain to another. Another aspect of the contest that is very important is the opponent is the location of the restaurants; for example, in Tucson, Arizona, you'll find Wendy's, Taco Bell, and McDonald's are situated along the same E Speedway, and it is funny that it takes just a few minutes to go from McDonald's to Taco Bell and Wendys (Richter, 2013).

INDIA
In India, like in the USA, the rivalry is intense; despite the great success that McDonald's had when it landed in India by adapting to the culture, religion and food of the country, one of the factors of the excellent competition today is the emerging here of the lack of customer loyalty for the existing brands in the market, so the competitors tend to adopt quite solid and aggressive strategies with each other, especially concerning pricing strategies (Shivneil Kumar Raj, Navjeet Kaur Singh 2004-6).
The items are distinct, and the many market players serve various sub-segments. The consumer market is subject to substantial economic and psychological costs associated with change; there are few obstacles in the way of corporations leaving a sector, and doing so often does not result in catastrophic financial losses. Because of these different causes, competition amongst established businesses is a significant strategic worry for McDonald's in India (Shivneil Kumar Raj, Navjeet Kaur Singh 2004-6).

The threat of new entrance 
USA
The threat of new entry of McDonald's in the US is relatively medium as McDonald's has numerous entry barriers. First of all, despite the high competition, Mcdonald's still maintains an increased number of franchises worldwide, which would require high investment figures from competitors. 
The company must have a consistent procedure from the time it purchases raw materials until it assembles the finished product to ensure consistency across all retail locations; this may be a complex trait since individuals are required to undergo consistent training for the same thing. Rather than the classic fast foods that have been competing for years, McDonald's should focus its attention on new healthy fast foods given the contemporary tendency towards healthier living, such as Salad and Go, LYFE Chicken, Veggie Grill, Eatsa, Dig Inn, The Kitchenette, Freshii, Everytable and LocoL. McDonald's sales revenues are falling over the years, and the company is incurring more debt as a result of the growing competition in the market from both old and new companies. (Garfield, 2017).
But despite the losses, the cost of its shares is still high for the strength of the brand, and obviously, that is what brings investors to invest in the company; that is why despite the competition, the threat of new entry remains at a medium level but Mcdonalds should not stay in its comfort zone and try to bring a change to compete with the latest healthy food rivals.

INDIA
McDonald's has developed a global strategy and expanded its operations worldwide to achieve economies of scale and dominate world markets. Compared to the US, the threat of new entry into India is even lower. In India, the main problem is the high capital and many suppliers; however, McDonald's competitors may offer differentiated products and prices, and entry into the industry will require a significant investment in money and resources, discouraging them. The danger is minimal because the psychological cost of change is substantial, and the current companies have established themselves with a low dedicated customer base (Shivneil Kumar Raj, Navjeet Kaur Singh 2004-6).

Threat of Substitutes
USA
The threat of substitutes for Mcdonald's in the USA is medium; despite its well-known competitors and new competitors offering different types of food like cafeterias, bakeries or cooking at home that is even cheaper than eating at McDonald's; it can maintain its high value of fast, low-cost service and integration with uber eats. In addition, introducing vegan products and healthier menus has invented new services to attract and retain customers, like wireless charging and table service, to raise the firm's value while also improving the flexibility and convenience it provides to its clients (VOA, 2017).

INDIA
in India, it can be said that, unlike in the USA, the threat of substitutes for Mcdonald's is higher. This high level is due to the strength of fast food products where consumers have a wide choice of products or even non-fast foods such as frozen foods or homemade foods; this makes it difficult for McDonald's despite its varied quantity and difference of menu products and the continuous adaptation to Indian food and culture to maintain the lead in the market. The level of competition amongst various contestants is rather intense. Competition in terms of price and the provision of value is fierce in this sector, as seen by the fierce rivalry between McDonald's and Burger King. The rivalry among rivals is considerable; as a result, McDonald's must maintain strong marketing campaigns and pricing competition if it wants to stay competitive (Shivneil Kumar Raj, Navjeet Kaur Singh 2004-6). 

Bargaining Power of consumer
USA
The bargaining power of consumers of Mcdonald's in the US is relatively high due to the significant expansion of fast food chains and their behaviour regarding lowering prices due to intense competition. Consequently, reducing expenses helps strengthen buyers' purchasing power (Monica, 2016).

INDIA
The buyer power is also relatively high in India for the same reasons we find in the US, such as the great competition of fast food restaurants and their price competition. In addition to pricing awareness and market expertise, purchasing standardized items in bulk gives consumers more leverage during negotiations. Even if there are a small number of consumers but a large number of vendors, buyer power will be significant 
Additionally, boosting buyer power is low economically and psychologically switching costs (Shivneil Kumar Raj, Navjeet Kaur Singh 2004-6). 

Bargaining Power of Suppliers
USA
Given the high buyer power, the power of the suppliers of Mcdonald's in the US is meagre. One of the reasons is that the effect occurs with resources like potatoes, wheat, and poultry because of the oversupply of products, which reduces the suppliers' leverage over the business.
The least of McDonald's problems is to think about the power of its suppliers, over which it now has complete control. McDonald's works with various vendors to get its food and raw materials. As a consequence of this, the impact that certain suppliers have on the organization is reduced.
INDIA
As in the USA, the strength of the suppliers is also relatively low, even in India; the key to competitive advantage for the firm is its extensive network of food ingredient suppliers. From this vantage point, it does not seem that the corporation faces any significant difficulties due to the strength of its suppliers (Kulkarni, 2009).

SIMILARITY AND DIFFERENCES OF 5 PORTERS ANALYSIS 
Analyzing McDonald with porters five forces model according to the five elements, it is clear how many similarities in both countries are found. It can vary a little like the threat of substitute where in the USA it is medium, and in India it is high, but apart from this dimension, there are no striking differences.


SWOT ANALYSIS 
In the 1960s and 1970s, while conducting research on corporate planning and change management at the Stanford Research Institute, the well-known American economist Albert Humphrey conceived of and refined the approach known as "strengths, weaknesses, opportunities, and threats" (Swot analysis), which means an evaluation of an organization's internal strengths and weaknesses concerning its external opportunities and threats (Piercy, N. and Giles, W. 1989).

Strengths
USA
-Strong and high brand value: Despite the intense rivalry in the fast food world, according to Forbes, McDonald's ranks tenth in the world in brand value at $150 billion.

-Tasty and variety food: Mcdonald's fries are considered the best one compared to other fast food; also, Mcdonald's, over the years, is improving and innovating its menu with vegan and vegetarian options and also a selection of healthy food.

-Improvements in technology: McDonald's puts much emphasis on exploiting new technologies to speed up and improve services, such as self-service ordering and payment stations, but especially with the acquisition of 'Dynamic Yield', an Israeli start-up that implements marketing strategies intending to offer personalized marketing to improve the consumer experience. 

-fast service: Statista reports that in 2018, McDonald's transaction accounts had the most money at $38.52 billion. With $23.2 billion in sales in 2021, McDonald's was far and by the most successful QSR brand.

INDIA
-Innovative Dishes and Products of the Highest Quality: McDonald's in India has experienced strong growth offering its consumers various and high-quality products adapting its meal to the religion and culture of this country. Mcdonald's India offers a wide selection of unique flavours to add to their personalized meals. Over the previous half-century, McDonald's India has developed a wide variety of new menu items, including cheese and garlic bread, parmesan bread, cheese and potato wedges, and potato company. McDonald's developed novel concepts, such as family and kid-friendly meal bundles, which contributed to a closer relationship between the fast food chain and its patrons. And by hiring locally, the business may gain credibility with its clientele and sidestep any political and regulatory issues (Jahuri, 2007).

-Solid supply chain and joint ventures with a local supplier: After many years of hard work, McDonald's supply chain in India has become one of the company's greatest assets thanks to its ability to keep prices down while still guaranteeing on-time delivery of consistently high-quality goods. In addition, the company's proactive stance is aided by its partnerships with regional distributors and suppliers, which have resulted in lower operating expenses and less waste of perishable goods on the one hand, and the satisfaction of the company's customers through the preservation of the products and raw materials' freshness and nutritional value on the other (Kulkarni, 2009). 

-Affordable price: Working on pricing is the basis of the strategies adopted by Mcdonald's in India; after being deemed overpriced, it made it affordable for everyone (Kulkarni, 2009).

-Dedicated Assistance for Each Individual Customer: Another strength of McDonald's in India is its centralized customer service that helps consumers place orders. Another task of centralized customer service is to inquire about consumers' wishes and requests by dividing order-related calls from non-order-related calls(Kulkarni, 2009).

Weaknesses
USA
-Supply chain: Unlike India, we find the supply chain as a weakness, being In the USA and all over the world, one of the most important fast food has difficulties in managing the supply chain by having interruptions, often having limitations on the availability of food products; thus leading to a reduction in profits.

-Employee Happiness/Satisfaction and safety: As in most companies around the world, McDonald's has also suffered strikes and demonstrations by its employees demanding an increase in the minimum wage to $15 per hour, thus causing reputational problems for the company. In addition, during 2020, there were cases of non-compliance with safety measures, which led to five employees filing a lawsuit against the company. The health safety lapses during the pandemic were the failure to provide gloves and masks, putting the lives of employees and their families at risk.

-Sexual Harassment: 100 female employees started a lawsuit against Mcdonald's In the USA in April 2020, accusing the company of creating a work environment that was not at all welcoming and of sexual harassment. These accusations resulted in the loss of employee trust and the reputation of the famous American fast food brand.

-The CEO's dismissal was due to his disobeying business regulations: Another weakness always concerns the reputation of McDonald's; in November 2021, CEO Steve Easterbrook was fired for having an affair with an employee. Again, the company in the US showed unprofessionalism towards employees.

INDIA
-Problems with Home Delivery's Efficiency: Unlike in the US, the delivery service in India is inefficient due to the non-speed of delivery and the non-availability of delivery for many shops. This lack affects sales and competition from other fast food outlets, attracting consumer interest by offering a more efficient service (www.mcdonaldsindia.com).

-Limitations on the menu: The menu is much more limited than in the USA and the rest of the world, as the concept of fast food is different for the Indians from the American one; for example, in India, tandoori and curry are frequently used, and a penalty for Mcdonald's in India is above all that meat is not consumed. Furthermore, culture and food consequently diversify from region to region. These significant differences constitute a major limitation for McDonald India's menu expansion (Kulkarni,2009).

-Use of products harmful to the environment: A point against Mcdonald's India is using environmentally harmful packaging materials, which cause global warming. In this way, all the innovations the company is fulfilling worldwide to protect the environment are opposed (Kulkarni,2009).

Opportunities
USA
-New and Improved item: Product innovation is what McDonald's should focus on, especially in a country like the USA where competition from fast food is very high. In 2018 you introduced a new product in New York restaurants, which boomed across the US a special drink called MIX served by Sprite Tropic Berry. McDonald's may extend its lasting success by introducing comparable products tailored to specific markets and cultural norms.
-Brand image reconstruction and increase healthy options: Mcdonald's USA should be committed to trying to rebuild its image of fast food with junk food by producing more nutritional products and menus. Although it already has a few healthy options, it should follow the well-known customer search for healthier alternatives by attracting more ranges of consumers.

-Increasing Global Expansion:
McDonald's should engage and focus more on the international market, thus making its brand more glocal and even more meeting the needs and cultures of each country, as he is doing in India with still many gaps.

INDIA
- Improving home delivery: McDonald's India should fill its delivery gap, thus increasing sales and customer loyalty.

-Environmentally responsible packaging: Mcdonald's India should decide to utilize alternative packaging that is not harmful to the environment; It may have the chance to improve its public image and prevent any future humiliation at the hands of government agencies or other governing bodies.
-Including breakfast in the menu: According to Mcdonald 2009, it is believed that there is a high percentage of people who have requested the inclusion of breakfast in the menu of Mcdonald's India for the great desire to be able to have breakfast out. This innovation could be an excellent opportunity for the company to increase sales and consumer loyalty.

THREAT
USA
-Increasing technology investment could be risky: Despite the improvements due to the advancement of technology in Mcdonald's USA, it may still not bring the desired results due to the approach consumers have to the technology. Therefore investing in technology could reduce the return on investment instead of increasing it.

-Different cultures could threaten world expansion: As happened in the past, with his arrival in India, he was accused of not using the right products for his country, culture and religion; in this case, there was a scandal about the non-use of halal products. 

-New trends of competing for fast food: Mcdonald's USA has failed to compete with new fast food trends, such as Shak -shak and Wendy's have launched a wide variety of artisanal burgers, grabbing the attention of consumers.

-Continued concern about the impact on the environment: McDonald's needs to be proactive in addressing this problem and serving as a role model for other restaurants, but it's not that easy. Due to escalating plastic pollution, environmentalists recommended the McDonald's Board of Directors in March 2018 to discontinue using plastic straws at more than 37,000 restaurants worldwide.

-Risk to the economy: Due to the uncertain economic climate, McDonald's reported a loss for the quarter that started in January 2019 that was below what it had anticipated. The market value of its shares decreased by 4% as a consequence. When there is more economic uncertainty, the value can even be lower.

INDIA
-Change to a healthier lifestyle: Even in India as well as in the USA, there is an interest in improving the lifestyle by preferring healthier foods, due to the considerable increase in cases of obesity, where the media are significantly affecting the awareness of this problem

-High competition from local food companies: Local businesses like Nirulas may one day become a threat because of the prospects in the industry. By prioritizing customer recognition, using a flexible supply chain model, and providing successful methods in value propositions, pricing, and other areas, McDonald's should overcome present challenges and transform weaknesses into strengths; this will be a huge boon to its ability to grow in India's enormous market.

-Religious issue: According to McDonald 2009, the company has faced several problems regarding threats from anti-American religious groups. A large number of restaurants in Mumbai have faced issues from these extremists, thereby damaging the image of the company and thus leading to significant losses in sales and receipts.

Similarity and differences of the SWOT analysis
The use of SWOT analysis is a very effective method in international marketing to compare two countries and what to improve and what can be helpful to the other, especially if you are analyzing a global and continuously developing world company such as Mcdonald's.
 It can be seen, compared to the other methods of analysis, that they have many differences and how the strength of one country become the weakness of the other. One of the strengths of Mcdonald's USA is the use of technology and the increase in delivery activities, which are weaknesses in Mcdonald's India. Another point on which there are considerable differences in the supply chain is one of the strengths of India that has become a weakness in the USA.
Regarding the opportunities, here too, the swot analysis highlights the significant shortcomings of Mcdonald's India and what it needs to improve on by focusing on transforming weak points into opportunities.
About the threat, they have very little in common here, too, except to improve the menus with healthier choices and commit more to not burdening the environmental impact, whereas India, unlike the USA, has an absolute forgetfulness approach whereas America instead is engaged actively.

Mcdonalds Marketing Mix Segmentation, Targeting and positioning.
Businesses often segment their target markets into subsets with shared preferences and characteristics to better serve customers. Customer segmentation aims to understand each client better, identify their unique requirements and desires, and provide them with what they want at a competitive price. McDonald's employs various segmentation techniques to serve its customers better. Segmentation is analysed in demografic, geografic and psycografic (Jing An. 2020.)
Geographic
McDonald with the geographical segmentation Mcdonalds has to divide the various regions. This division uses two criteria: area and density and whether the region is national or international; this is its strategy to maintain its global fast food supremacy. It can be said that when analyzing the USA, we do not find differences in the menus between the various states that vary in the rest of the world; a prominent example is India, where it is known that they do not eat beef and the rest of the meat must be halaal (Jing An. 2020.)
Diagram 1
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diagram 2 source:(McDonald's Menu: Our Full McDonald's Food Menu: McDonald's. www.mcdonalds.com/us/en-us/full menu.html. 2020)


Analyzing India, it can be seen that it is the country where there are the most differences in Mcdonald's menu. Many factors, religion, and local customs vary from region to region, so it is still difficult for the American company to completely control its expansion plan in a complicated country like India. Therefore, Indian culture frowns against the consumption of beef. McDonald's has removed all beef items from its menu, not just to protect its financial interests but also to show some deference to local customs. Furthermore, looking at the diagram, it is evident that China and India, despite being neighbouring countries, have entirely different menus, which shows how fundamental the geographical approach is to Mcdonald's segmentation analysis by diversifying the other regions according to the cultural background (Jing An. 2020.)
Another point studied with a geographical approach in both the US and India that can be said to unite them is the density of the areas in which McDonald's is built. The reason is simple: in urban areas, there is more passage of people; in rural areas, there is less, but, above all, they might be more conservative, especially in India, but also in many states of America where there are still Indian or Amish reservations (Jing An. 2020.)
Demographic 
Demographic characteristics, like age, gender, race, marital status, income, education, occupation and family size, are used to classify consumers into distinct groups for market segmentation, called "demography." (Jing An. 2020.) 
In the target demographic in the USA, McDonald's divides into age groups. For children, it has devised the happy meal with fries, milk and a choice of burger or nuggets, and in all, there is a game which has a significant effect on the little ones.
McDonald's targeted a demographic of youngsters, especially students, and competed for their business by offering low prices and extras like free Wi-Fi. (Jing An. 2020.)
McDonald's provides adults with coffee options that any independent cafe can't match; for this reason, despite being frequented by different age groups, it is undoubtedly more appreciated by younger audiences (Jing An. 2020.)
Even in India, it does not change much because Mcdonald's has been able to adapt its menu to the Indian religion and culture, albeit still with many difficulties due to the differences in the regions. However, the customer base is the same in the US Families, kids, and students because it provides a variety of goods, including the Delighted Meal, which includes a free toy for kids. It has produced a variety of eateries and dishes that are great for takeout and drive-through for families. McDonald's has established a setting where schoolchildren may interact with their pals while eating lunch (Kannan, 2014).
In both USA and India, McDonald's is affordable for any age or social class for its low price.

Psychographic
Psychographic segmentation refers to the division of markets based on personality traits and lifestyle choices. (Jing An. 2020.) 
It is challenging to analyze the psychographic factor; most people have a fast approach to McDonald's being a fast food restaurant; this difficulty is found in both the US and India, but more so in the US. (Jing An. 2020.)
In India, it is easier to conceive their lifestyle right from the menu the company offers, with a high number of vegetarians and obviously with the abolition of meat from the menu and the religious orientation (Kannan, 2014). 
According to an analysis conducted by McDonald's in the US, an essential factor for the psychographic approach is the visiting hours of the customers' restaurant. For example, between 12.00 and 18.00 could be considered the working class visits McDonald's either for lunch or dinner; between 6.00 and midnight, people of evening and night shifts who maybe work nearby. As already stated, bringing this approach to a business as fast as McDonald's is challenging (Jing An. 2020.)

Targeting analysis 
The targeting strategy is used after analyzing the consumers with segmentation, who are the customers in this case of McDonald and which targeting strategy to use:
-undifferentiated marketing: using one marketing mix for the whole market.
-differentiated marketing: is using a different marketing mix for a different group
-concentrated marketing: is to focuses on a small group of consumer 
Thus after the segmentation analysis, it is clear that McDonald both in the USA and in India, uses a differentiated marketing strategy, addressing all age groups and encouraging all types of consumers to consume more by playing a lot on pricing strategies.

positioning
The positioning strategy is essential to creating marketing campaigns; it is nothing more than creating a better image of the company in the consumer's mind than the competitors.
McDonald's in the USA but also in India, as far as positioning is concerned, is in the consumer's mind, considered the cheapest fast food suitable for all age groups but primarily for young consumers, students and families. But with the increased competition from other fast food restaurants, such as burger king, Wendy's, and Shake-Shak, over the years, marketers have had to adopt a repositioning strategy as there have been drops in sales in 2020. So, according to McDonald's. 2020 there has been an improvement in the use of technologies to improve speed and reduce staff by investing in quality(. McDonald's Announces New Growth StrategyCHICAGO, November 9, 2020 /PRNewswire/ -- ).
A clear example in McDonald's India instead regarding positioning and repositioning is the adaptation of the menu, therefore the change in perception of the brand by the Indian consumer. Due to the cultural stigma associated with meat in India, no beef dishes can be found on the menu; consuming cow flesh is acceptable from a religious perspective; this particular practice is among the most widespread.
There is now the McAlooTikki, a potato-based patty served on hamburger buns; the Big Mac has been replaced by the Maharaja Mac, a version of the Big Mac made with chicken; and there is also now the Maharaja Mac. It is also the McVeggie equivalent of a hamburger made with paneer (cottage cheese). 
(International Journal of Scientific and Research Publications, Volume 2, Issue 9, September 2012 1 ISSN 2250-3153 www.ijsrp.org Strategy and Repositioning the Brand McDonald's in India Sameer, Sharanbir Kaur).

POSITIONING PERCEPTIONAL MAP
......................................................
Similarity and differences in segmentation targeting and positioning of Mcdonald's USA and India
As the significant cultural and religious difference between these two countries in targeting and positioning segmentation is already known, we do not find substantial differences, if not many similarities. The demographic segmentation is the same; Mcdonald's addresses the same demographic group. From the geographical point of view, we have the same conception of marketing developing in more urban than rural areas in both countries; the only slight variant is the limitation of some regions in India that are still very conservative and anti-American.
The only notable difference is found in the psychographic approach, where in the USA, it is tough to analyze, while in India, we have an evident population's lifestyle with the adaptation of the menu to the culture and religion.
Both countries use differentiated marketing targeting strategies, focusing on the different customer groups that McDonald's has.

Marketing mix 7ps strategy
To meet client expectations and establish a special place for our product or service in the minds of potential buyers, we must use several strategies, which we collectively call the "marketing mix." Each of the 7Ps—Product, Price, Place, and Promotion—is involved, and three more—People, Process, and Physical Evidence—help us rise to the difficulties of marketing services (Booms & Bitner, 1982).

Product Strategy
USA
The items Americans crave the most from Mcdonald's outlets are burgers, fries, and Coca-Cola. Three out of four Americans are now looking for more healthy options while also trying to lower their carbon footprint (Rajawat et al., 2020). To help people make healthier choices, the company has introduced many products considered beneficial to the user. By changing the recipe, Mcdonald's is working on creating burgers, fries, and soda with fewer calories. The new trend of healthy eating has become more popular in the past years, leading to a rise in overall sales. The company is now trying to get people more excited about eating healthy than just taking out the fat and calories.
India
McDonald's India plans to introduce regional menu items for its Indian customers to cater to their specific tastes and eating habits. McDonald's has over 3430 restaurants across 100 cities in India but faces stiff competition from local food chains like Jubilant Foodworks. Due to the strong preference for local delicacies, the company has been forced to utilize Indian species and flavours to meet customer tastes. Indians are not fond of greasy fast food reducing the demand for American-style burgers made with spices such as cumin (Tebben, 2021). The fast food chain has successfully used these techniques to appeal to the target audience's emotions.
Price Strategy
USA
           The target population in the USA has a high purchasing power and a preference for healthy food products, dictating higher prices. Cuisine usually defines the pricing of a restaurant or store, forcing the company to re-examine its products to make them more nutritious or less caloric to remain competitive in the US market (Rajawat et al., 2020). Although this has benefited some customers, it has also caused price increases for their regular menu items and product development costs. For McDonald's restaurants to remain profitable, they need a plan to balance customer needs and production costs.
India
McDonald's open-air markets in India have been facing what they describe as a "passionate reaction" from local vendors, customers, and the media. This passion is anchored in the fact that these markets are the only place in the country where vendors can sell directly to customers (Tebben, 2021). This is true, even though most Indian markets are vast in scale and have many vendors who hawk their wares from portable stalls or carts. There are fewer than 100 McDonald's outlets in India, yet the company's market share in the country's fast food industry is currently estimated to be over 50 percent. In a country majority earn their livelihood from street vending, the question is not one of fair profits but survival. 
Place Strategy
USA
The place marketing strategy of McDonald's in the USA has been revised and improved significantly over the years. One of these changes was when the corporation shifted its focus from physical stores to digital platforms due to a rapid surge in fast food restaurants such as subway and KFC (Nabilah et al., 2022). As a result, the Mcdonald's franchising system became the main distribution for many restaurants run by franchisees, who operate under strict guidelines set out by the company. Around 40,000 establishments are working across 90 countries, with about 28% owned by franchisees.
India 
McDonald's has been having a tough time in India. Tepid sales, slow growth, and rising labour costs have made Indian consumers wary of heading to the Golden Arches. However, McDonald's is not the only fast food chain struggling in the Indian market. Other alternatives offer similar experiences at much lower prices and higher satisfaction levels. If McDonald's wants to stay competitive in India, it needs to reimagine its approach to the market. With local restaurant chains like Jubilant FoodWorks, Nandos, KFC, and Domino's offering the same product at lower prices with more items on the menu, McDonald's is struggling to stay relevant in the Indian fast food space. The company established its outlets in major cities with many customers to outdo its competitors.
Promotion Strategy
USA
McDonald's is a popular fast food chain in the United States and offers some interesting promotional marketing strategies. For example, McDonald's would often give away free food to its customers during special occasions such as Mother's Day or Father's Day. This is McDonald's way of promoting its brand will help increase customer loyalty and happiness within their society (Schindler and Minton, 2022). In addition, the company utilizes services of social media to improve its brand. For example, the company has adopted Twitter as a promotional strategy, one of the most used social media in the United States of America.
India
India is promoting itself as an international destination for backpackers and college students to enjoy its food and air-conditioned areas where they will not feel out of place or worry about language barriers or cultural differences. In this way, McDonald's appears to be modifying the core elements of its food service and adapting to the particular needs and wants of its foreign consumers while at the same time reinforcing its core values of convenience and efficiency. It must combine various factors, including careful market analysis, optimal use of local resources; effective location development; creative advertising and promotion; and superior employee recruitment and training (Dally, Sinaga, and Saudi, 2021).
Press Release Strategy
USA
The company has committed to offering value, variety, quality, and convenience to build a strong business with happy customers. This has made McDonald's the only restaurant company listed on Fortune 100 for decades. The press release is a company's communication with the general public. A press release helps a company to build its image by informing the public about it, such as announcing a new product, launching an event, or highlighting achievements and milestones (McDonald and Eisenhardt, 2019). Mcdonald's has done this by ensuring that their releases contain only one point of information so there is no confusion in what they are saying and they can be easily understood. Furthermore, they have altered the structure to make this easier for journalists who are constantly dealing with different messages daily.
India
In partnership with The Indian Company, McDonald's has launched a new and functional mobile application on Google Play Store and App Store, respectively. The application serves as a digital platform for customers to manage their orders online and claim free food. In addition, the app would offer additional value to its customers by including a booking system. The application gives access to the complete customer experience of ordering food from McDonald's. 

Public Relation Strategy
USA
Public Relations Strategic Plan or PRSP has two tasks: communicating with external audiences and stakeholders and becoming an industry thought leader. These tasks align with the goals of McDonald's to provide quality products and services that appeal to a broad cross-section of consumers. The continued production of new products helps the company retains its relevance in today's changing world (McDonald and Eisenhardt, 2019). In addition, their social media presence is very active, and their targeted advertising campaigns have successfully reached out to their target market segments. The primary goal of McDonald's social media presence is to create a place where their audience can easily engage with one another.
India
The company took time to evaluate its options carefully before making any investment decisions in India. India was not an easy place to work. The government of India had been hesitant to allow an American business into the country in the first place, and they were even more reluctant to allow such a bold American business into their country. The Indian government feared that such a proactive business, or any foreign corporation, would hurt their small family businesses and the job market. Instead, the company has partnered with local companies to increase its relevancy in the country. In addition, it has embarked on creating a social responsibility to promote people's well-being, raising brand awareness in India (Agha and Fitzsimmons, 2022).

Mcdonald's company in both states considers their targeted customers to ensure that they offer products that meet the client's tastes and preferences. This explains the difference in the products on the Mcdonald's menu and pricing. In addition, the company is adopting new technologies in both countries to market its products widely. Due to varying customers' tastes and preferences, the company has been forced to alter its recipe to meet the client's needs. In India, Mcdonald's has opted to use local flavours and species to remain competitive in the market.

Mcdonalds Market entry method
A corporation's techniques to enter a new market are known as market entry strategies. These strategies might include both methods and channels and the best technique to join a call depends on a company's resources, goals, and market. 
Domestic market entrance is when a corporation grows domestically; this growth aims to gain local market share (Craig and Douglas,2000)
Entering a new market involves numerous aspects, including the size and growth rate of the market, competition, regulatory environment, firm agility, and financial resources are all considered. A company's international market entrance strategy is when it grows globally, firms must consider each country's culture, politics, and economy. They must also follow local laws and regulations; some nations require product registration before sales, and governments limit foreign corporate ownership, projected expenses, and hazards. It's also crucial to consider the company's resources and goals while establishing a market entrance plan. A corporation with limited financial means may need to adopt a less costly market entrance method, such as direct selling or licencing. A corporation wanting to grow market share swiftly may need to take an aggressive approach, such as joint ventures, acquisitions or franchising (Craig and Douglas,2000).
McDonald's uses three entry modes: wholly owned outlets, established franchises, and overseas affiliate/developmental licences. Each has risks, rewards, market time, cost, and control.
McDonald's has 35,000 franchised stores in 119 countries; over 57% are traditional franchisees, 24% are overseas affiliates or developmental licensees, and 18% are company-operated.
McDonald's franchises are run by third parties, while the corporate handles most advertising, menu, and brand direction decisions. Like other franchising businesses, McDonald's assesses marketing and franchising costs to be paid by the owner. Furthermore, as a corporation, McDonald's may collect rent on the building's property, an extra expense. McDonald's company does not supply food goods directly to franchisees but instead uses a third-party logistical supplier. 
Although the majority of the company has franchising, it also has joint venture activities in India and China, as they have made expansion more profitable. 
Advantages and disadvantages of McDonald's chosen entry method
Franchising advantages:
· Less Risk: McDonald's can quickly expand into new areas via franchises since franchise owners take most of the financial risk in hopes of a more significant return.
·  Understanding of the Host Country Acquired Directly: Franchises enable the corporation to have on-site experts on the host nation's economic, topographical, and political aspects.
·  Company's economic success: Franchisee fees may be collected by McDonald's corporate without consideration for other costs like rent or property taxes. With little risk, McDonald's corporate earns a sizable profit through franchising.
Franchising disadvantages:
· Lack of Control: McDonald's may profit from a low-involvement revenue stream, but it has little control over the day-to-day activities of its franchisees. Franchisees adhere to similar guidelines and manuals despite this.
· Rising Prices and Participation: Making sure the franchisee and McDonald's corporate are on the same page in regions that need menu revisions may be challenging. In the United States, McDonald's is known for its hamburgers, but in India, where most of the population does not eat meat, conventional methods must be modified to meet demand. The fast food juggernaut has increased its franchising choices due to exclusions like these; despite the advantages of these methods, cost and engagement are still rising.
· Affecting brand perception: McDonald's franchise operations may affect brand perception. An accident or incident at one McDonald's franchise will certainly create customer criticism at other locations. These situations may restrict corporate ownership's authority and compel corporate to perform damage management to reduce the harm.
Advantages of joining venture:
· Greater brand security compared to franchising.
· Reduced risk compared to franchising.
Disadvantages:
· higher cost of franchising
· greater investment of time 
· less profit being shared with other companies

DIRECTIONAL DEVELOPMENT AND ANSOFF MATRIX STRATEGY
The game plan a corporation settles on and puts into action to expand its business, raise its earnings, and achieve its goals and objectives is known as its directional development strategy. It is possible for organizations of any size, from sole proprietorships to multinational conglomerates, to devise their very own directed strategies tailored to the specific goals and parameters of their operations.
One of these strategic plans often used in the business is the Ansoff matrix.
The Ansoff matrix is a strategy invented by mathematician H. Igor Ansoff in 1957. It is a tool that helps companies increase business and improve their development and growth strategies.
The Ansoff matrix is a strategy invented by mathematician H. Igor Ansoff in 1957. It is a tool that helps companies increase business and improve their development and growth strategies.
The Ansoff matrix strategies and analyses existing and new products:
Market penetration: increasing sales of existing products in existing markets
-Product development: entering new products in an existing market
-Market development: entering new markets with existing products
-Diversification: entering new markets with new products.

Mcdonald Ansoff matrix approach 
Market Penetration:
McDonald's approach to market penetration primarily maintains its affordable prices and offers coupons and discounts on classic products and promotions at bargain prices, such as sandwiches, fries and chicken McNuggets for only $1 or $2. Another strategy is introducing home delivery very strong in the USA and very poor in India. This strategy is common in both the US and India. The positive results of this strategy are evident from its turnover (Lock,2021)

Market development:
The introduction of new markets with existing products is the basis of McDonald's strategies with which it has achieved its global expansion, currently operating in 118 countries, and has become one of the best-known fast food restaurants in the world (McDonald's, 2021).
These international markets contributed $11.4 billion to the company's revenues in 2019(Lock, 2021).
Despite its success in global expansion, in some cases, there have been failures, or it has had to adapt its products to the country's culture, traditions and religion. India is an example, with the abolition of meat and the introduction of halaal and vegetarian products, but above all, with still difficulties in expanding in conservative and anti-American regions. Iceland, instead, which opened in 1993, had to close down in 2009 due to a significant drop in sales. Furthermore, there are countries where it is even banned, such as Bermuda, Iran, Macedonia, Yemen, Montenegro, North Korea, Zimbabwe and Bolivia (Jones, 2018).

Product development:
McDonald's frequently uses the development strategy of introducing new products into the existing market, which also varies from country to country by introducing typical products of the country itself.
Some of the new products, such as vegan menus or crispy homestyle chicken, introduced at the beginning of 2021 were very successful in the market, but some, such as Mclobster, Mcpizza have not met with success due to high competition (McDonald's, 2021).
Diversification is the strategy with the highest risk, especially for a fast food company like Mcdonald's. Notwithstanding the risk, McDonald tried first for many years with Mccafé, which was not such a failure. In 2021, however, it attempted to open two hotels in Switzerland, naming them Golden Arches after its symbol, with a significant loss.

