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[bookmark: _Toc213774569]Introduction 
McDonald's Corporation is one of the largest global multinational corporations (MNCs) in the world, with an organized presence in over 100 countries, with about 40,000 restaurant branches. This was founded in 1955 by Ray Kroc and has developed into a transnational company with an annual revenue of about 25 billion, with a single outlet in America (McDonald’s, 2025). McDonald's is considered to be an MNC in terms of high foreign direct investment, a high level of business activities in different countries, and strategic control on subsidiaries, franchises, and joint ventures existing in various geographical markets. 
Since the beginning of international expansion in 1967 with Canada and Puerto Rico, McDonald's has methodically entered developed economies, emerging markets such as China, India, and Brazil, and developing countries in the African and Southeast Asian regions (Airsea Containers, 2025). The report reviews the internationalization of McDonald's, how the franchise-based business model, the variety of entry modes, and the flexible organizational structure have made it the world leader in the quick service restaurant industry despite the challenges of dealing with multinational operations in culturally, economically, and politically diverse markets. The case of McDonald's can shed light on the basics of global business strategy, such as selection of market, localization of operations, and risk reduction in foreign market expansion.
[bookmark: _Toc213774570]Benefits and challenges of international operation 
[bookmark: _Toc213774571]Rationale of the selected company as an MNC
The case of McDonald's is an illustration of a multinational corporation (MNC) as it is thriving in numerous countries and has a network of businesses around the world. In the view of Teodorescu et al. (2022), an MNC is described as an organisation that undertakes primary commercial operations across two or more countries, which has a central headquarters making the most important decisions, and also has assets or investments in foreign countries. 
McDonald's is able to meet these requirements. The global presence of the company is large, as it operates in more than 100 countries and serves millions of people daily. Most of its revenue is generated in the international markets, e.g., Canada, the United Kingdom, France, Japan, and the fast-developing markets like China and India (Perody and Sudhakara, 2024). This shows that McDonald's depends not merely on its domestic market (the United States), but it also puts growth and stability in strategic dependence on global expansion. 
McDonald's business organization also reflects typical MNC characteristics. Its global strategy, brand standards, and quality are set by its headquarters in Chicago. Meanwhile, local branches and franchisees can make certain decisions, particularly in localizing the products to the local preferences and traditions. This flexibility balance between central control and local flexibility can be applied to enable McDonald's to run smoothly on an international level without losing its relevance to local consumers (Hamza and Karabulut, 2021). Besides that, the company has also undertaken large foreign direct investments in restaurants, distribution centres, supply chain networks, training institutes, and innovation centres in different regions. 
Lastly, McDonald's has taken a combination of ownership systems, such as wholly owned subsidiaries, joint ventures, and franchised restaurants, which is a general practice among multinationals in various regulatory and cultural contexts (Kolhe, 2023). Lastly, McDonald's has employed the best technology systems across countries, has low global quality standards, and operates one of the most efficient global supply chain systems in the food service industry. All these are confirmations that McDonald's is a well-established and fully functional multinational corporation. 
[bookmark: _Toc213774572]Nature of the company’s operation
The global business activities of McDonald's involve all the facets of the value chain, including sourcing and production, distribution, marketing, and sales. The company has a worldwide supply chain network through which it sources its food products, such as meat, potatoes, and vegetables, among others, through certified suppliers that meet its food safety and quality requirements. McDonalds has established long-term partnerships with the major suppliers which enables them to have uniform quality of products worldwide. 
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Figure 1: Supply chain of McDonalds 
(Source: Verma, 2025)
McDonalds often invests in local food processing plants and distribution centres, particularly in the emerging markets like India and China, in order to help it expand internationally (Perody and Sudhakara, 2024). This guarantees product sanitation, dependability and freshness. Simultaneously, the company relies on centralised research and development (R&D) to develop new menu items and restaurant technologies such as digital ordering kiosk, mobile ordering applications, and efficient kitchen systems. Such innovations are developed in specific markets and implemented in the rest of the world, depending on their cultural acceptance and business success. 
The McDonald's system does its production primarily at individual restaurant kitchens, but approved partners deliver its ingredients and semi-processed products. The company uses a just-in-time logistics model, which has regional distribution centres in warehouses and distribution partners such as Martin-Brower, to ensure that the products are of good quality and minimal waste is produced (Blue Yonder, 2025). One of McDonald's strongest capabilities is marketing. The brand maintains a steady image across the globe with the iconic golden arches, store design and menu favourites staying the same but local preferences and local festivals being adjusted by modifying certain products and marketing campaigns. 
[bookmark: _Toc213774573]Different entry modes
McDonald's is a company that employs various entry strategies based on the market, government policies, cultural sophistication, and investment risks. As cited by Seva-Larrosa et al., (2021), the most prevalent mode is franchising, which constitutes more than 70 percent of the world's restaurants. In this model, McDonald's enables the local business people to operate restaurants under its brand, menu, and systems at a fee and royalties. This not only lowers financial risk for McDonald's but it also has the advantage of local business knowledge. Franchising has been successful in the United States, Europe, and other developed economies. 
Contrary to this, as mentioned by An, (2024), Joint ventures are also applied in countries where a local alliance can be helpful to address the cultural, political, or legal barriers. A good example is China, where McDonald's first gained entry into the country as a local joint venture and subsequently developed a partnership with big investment companies. Joint ventures can help McDonald to distribute risks and gain local knowledge and ensure the support of the government, though they can be hard to manage partners. 
The Greenfield investments refer to the brand-new restaurants, production plants, and offices that are being constructed. McDonald's applies this method in markets where supply networks are not well developed or where control is required. As in the case of India and Saudi Arabia, the investment in facilities has been substantial in countries where McDonalds would demand to have quality of products and efficient logistics. In some markets where McDonalds would like to have complete control of operations, as well as complete ownership of profits, wholly-owned subsidiaries are employed (Roberts, 2023). An example of this is Brazil, where the company changed the joint venture to the full ownership. This strategy provides full control of the strategy and brand integrity, but the investment is significant, and the risk of doing business is also great. Overall, McDonalds selects flexible and adaptive entry modes to fit conditions in the localities.
[bookmark: _Toc213774574]Benefits from its international operation 
Global operations have numerous significant benefits to McDonald:

Figure 2: Benefits from its international operation
(Source: author)
Diversification of revenue: The international markets assist in the reduction of financial risk. In case one country experiences slowing down, other markets can sustain the revenue and stability (Daugirdas and Linos, 2022). As an example, as the U.S. is an extensive market, emerging markets, such as China and India, offer new sources of revenue. 
Economies of scale: Having tens of thousands of restaurants all over the world, McDonalds is able to buy the supplies and ingredients in large quantities, which makes them cheaper, and more efficient. Common marketing campaigns and international technological platforms are also minimizing total expenditure. 
Availability of growth markets: The growth prospects are good in emerging economies where population grows and growth in the middle classes is experienced (Mavroudi et al., 2023). The fast restaurant growth in China and India shows how international markets contribute to the increase in companies during the mature period in domestic markets. 
Innovation, and learning: Working in other cultures puts McDonalds into the way of new ideas and new customer expectations. Innovations that have succeeded in one country can be transferred to other countries. Indicatively, certain menu innovations that were designed to suit the Asian and Middle East markets became popular all over the world. 
Global image of brand: Global presence enhances recognition and confidence of the brand. McDonalds is a household and trusted brand to consumers in different parts of the world, which has enhanced loyalty and market strength (Fredrich et al., 2022). 
Development of talents and workforce: The presence of international talent and workforce opens millions of employment opportunities, as well as training. McDonalds invests in training of staff worldwide which creates good service culture and leadership pipeline. 
Financial benefits: The company will enjoy international profit flows and tax planning. Good international performance will help in increasing the shareholder returns, valuation of the brand, and corporate stability. 
[bookmark: _Toc213774575]OLI Analysis
John Dunning formulated a strategic base for international expansion known as the OLI (Ownership Location Internalisation) framework (Batschauer et al., 2022). It determines the effect of a particular country, the appeal of the target market, and the advantage of internationalizing operations on the determination of foreign direct investment (FDI). 
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Figure 3: OLI Analysis
(Source: Business-to-you.com, 2016)
[bookmark: _Toc213774576]Ownership Advantages
Ownership benefits are assets, resources, and capabilities of the firm that give an organization a competitive advantage in the global markets (Adarkwah and Malonæs, 2022). McDonald's has various kinds of benefits, which establish an excellent position to thrive in its entry into Ethiopia, which is an emerging economy with increasing urbanisation levels and a growing consumer middle-class population. The globally recognized brand reputation is one of the highest ownership advantages of McDonald's. International recognition and reputability of the company are due to its consistency, quality, and affordability, which have created an enormous brand equity and customer trust (Wang et al., 2021). The familiarity of the brand would ensure that the promotional expenses are minimized and consumer confidence is boosted, which will give the brand a psychological and financial edge in the market entry stage. 
A further strength would be the technological and operational excellence of McDonald's. The developed digital ordering systems, mobile delivery applications, and automated supply chain networks of the firm make the firm efficient and consistent in its operations in the global markets. 
These developments would bring a point of difference in the emerging fast-food industry in Ethiopia, which is still characterized by traditional services. Introducing the digital process of processing orders and controlling the inventory, McDonald's will be able to increase the speed of the services, minimize mistakes, and guarantee quality control even in the presence of limited infrastructure. Moreover, the managerial and franchising skills of McDonald's are a key asset in ownership. This is due to the hybrid approach adopted by the company involving global standardisation and local adaptation, whereby franchisees are able to keep the brand consistent but localise the offerings to suit the local culture (Muchuu, 2024). This flexibility, which has been successful in other markets like India and Egypt, would assist the Ethiopian franchise partners in providing experiences that are culturally sensitive but globally standard. 
[bookmark: _Toc213774577]Location Advantages
Location advantages are the country-specific terms that measure a destination's appeal to foreign direct investment (Loncan, 2021). Ethiopia has a number of these benefits that can match the strategic goals and long-term growth plans of McDonald's. The country has been benefiting in terms of market potential and a high rate of economic growth, which is one of the major benefits. According to the image below, in recent years, Ethiopia has been one of the fastest-expanding economies of Africa, and the increase can be explained by a high level of urbanisation, the presence of a young population, and the growth of disposable incomes. 
[image: ]
Figure 4: Ethiopia is Africa's fastest-growing economy.
(Source: World Economic Forum, 2025)
Additionally, the country has more than 120 million individuals, and it forms a vast and not well-tapped consumer market for affordable and convenient meals (World Health Organization, 2025). This is a reasonable basis by which McDonald's can build brand recognition and consumer loyalty. Besides, the geographic location of Ethiopia is also a strong point in terms of its strategic value. The country is a gateway to East African regional markets, being the Horn of Africa region. Trade connectivity and logistical efficiency are facilitated by infrastructure projects like the modern railways, roads, and airport expansions. 
Additionally, the country has become more open to international investors because of liberalisation measures, industrial park developments, and pro-business reforms (Gebrehiwot, 2022). The entry of McDonald's would also be in line with the national goals like job creation and skills development, which would enable the company to establish well-established links with policymakers and communities. 
[image: ]
Figure 5: East & Africa Fast Food Market
(Source: Market Data Forecast, 2025)
[bookmark: _Toc213774578]Internalisation Advantages
The internalisation benefits are the reasons on the basis of which companies choose to run foreign business by themselves instead of a foreign partner, licensing, or export (Asmussen et al., 2022). In the case of McDonald's, internalisation in Ethiopia would be required to ensure the consistency of brands, operational effectiveness, and control over the market in the long term. Among the main internalisation advantages of McDonald's, there is the brand reputation and product quality protection. The success of the company in the global market relies on the homogeneity of the service delivery, hygiene levels, and the customer experience. 
This is best when the market where fast-food franchising is developing in the country, such as Ethiopia. Besides, there is a need to establish a strong reputation at that level, and only through direct control can McDonald's set its high standards. Through master franchise or wholly owned subsidiary operations, the company has been able to control the operation to follow its rigid operational procedures (Petersen and Benito, 2024). This method eliminates the dangers of demising repetition, substandard services, or inconsistency in food quality that could come about as a result of poorly controlled local licensing deals. 
Internalisation also increases the integration of the supply chains, which is vital to the success of McDonald's. The global model of the company is based on efficient procurement, cold-chain logistics, and quality assurance systems. These operations should be handled in-house, as it would allow McDonald's to build a stable and transparent supply chain in Ethiopia with a poorly developed infrastructure and logistics. 
To transfer knowledge and develop the workforce is another significant benefit of internalisation. McDonald's can establish a regional training facility in Addis Ababa to prepare the local workers and franchisees on the skills required to work in line with the international standards (Lemma, 2023). 
[bookmark: _Toc213774579]Recommended Entry Strategy for Ethiopia
According to the analysis of the OLI, the proper entry mode McDonald should employ in Ethiopia is the phased master franchise entry method. During the first stage, McDonald's needs to partner with a well-established Ethiopian business that has market insights and political contacts in the local market. Such a collaboration would facilitate the merger of regulatory intricacies and facilitate an easy setup of operations (Alon et al., 2021). The second step must be capacity building, that is, by setting up a regional training and supply centre in Addis Ababa to train and develop local talent and build a supply chain. In the long run, with the improvement of the infrastructure and market maturity in Ethiopia, McDonald's might shift towards higher internalisation by establishing wholly owned subsidiaries or centralised food production plants. Through the successful utilisation of its ownership benefits, capitalisation of its locational opportunities, and internal control, McDonald's can enjoy a sustainable competitive advantage and a long-term presence in one of the most promising emerging markets on the African continent.
[bookmark: _Toc213774580]Cultural Differences and Their Impact on McDonald’s Market Entry and Success in Ethiopia
[bookmark: _Toc213774581]Cultural Influence on Market Entry Strategy identification through the Hofstede model
The Hofstede model has identified six dimensions of culture (Escandon-Barbosa et al., 2022). The cultural differences between McDonald's home country (the United States) and Ethiopia need to be evaluated for the development of an effective market entry and operation strategy. Using the Hofstede cultural dimensions framework, it is observed that there exist notable differences that will significantly affect the market entry strategy and the probability of success of McDonald's.
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Figure 6: Country Comparison Tool
(Source: The Culture Factor, 2025)
As it is depicted by the chart, Ethiopia has a high level of Power Distance (70) and a low level of Individualism (7), and the United States has 40 and 60, correspondingly. This shows that Ethiopian culture is hierarchical, power-based, and collectivist, unlike the American culture of equality, autonomy, and personal success (The Culture Factor, 2025). In the case of McDonald's, a hierarchical organisational model would be effective compared to the participative style that is usually applied in the Western markets. Authority should be given to the local managers, and decisions should not disregard the hierarchy. Also, the teamwork, group reward, and community participation must be introduced instead of individual performance indicators, and the activities of the company should be adjusted to the Ethiopian values of collectivism (GETACHEW, 2024). The motivation of both countries towards success and achievement is similar (Both countries 65 and 62), meaning that Ethiopians appreciate progress and recognition, but in a collective manner rather than in an individual manner. 
McDonald can capitalize on it by giving opportunities for employment and training as facilitating channels to community elevation rather than individual development. Promotional efforts that focus on the success stories of Ethiopian employees or entrepreneurs can appeal to the local desires. The Uncertainty Avoidance score of Ethiopia (55) is a little more than the U.S. score (46), which indicates the preference for predictability and clarity of the rules (The Culture Factor, 2025). The McDonald's standardized global systems, such as the hygiene, safety, and service SOPs, are compatible with this cultural tendency. Additionally, the gradual implementation of technological innovations like self-service kiosks should be supported by face-to-face instructions to minimize the level of uncertainty of first-time users (Gurley, 2021). Long-Term Orientation gap is also significant: the score of Ethiopia is 14, which indicates short-term oriented and tradition oriented thinking, whereas the U.S. score is 50, which is a moderate long-term orientation. Ethiopians are also more interested in the short-term viability and welfare of the community rather than the future economic aim. 
Therefore, visible short-term community activities (e.g., youth training, job creation, local sourcing) should be implemented by McDonald's to win the trust and achieve the goal of offering real benefits at the very beginning of the entry phase into the market. Lastly, the low Indulgence score (46) of Ethiopia in comparison to the U.S. (68) suggests a suppressed culture that cherishes restraint and discipline. The marketing messages that are created on the basis of extravagance or personal pleasure can prove unproductive. Rather, the advertising campaigns done by McDonald's should emphasize concepts like family togetherness, sharing, and respecting the culture (Masci, 2023). 
[bookmark: _Toc213774582]Cultural Influence on Consumer Behaviour
The differences in culture are not restricted to the organisation management, but also penetrate the consumer expectation and the preferences of food products. Food in Ethiopia is not just a commodity but rather a social occasion, which is associated with communal food practices like injera sharing, where families and friends share their meals around a single dish. The McDonald's model of fast, individual McDonald's food needs to be localized. 
Menu Adaptation and Dietary Practices
The Ethiopian food culture revolves around religious and dietary factors. About 43 percent of the population adheres to the Ethiopian Orthodox Church, which practices fasting that limits consumption of meat and dairy items to almost 200 days annually (Bekele et al., 2023). Also, there are a large number of Muslims who follow the halal diet. Therefore, McDonald's needs to make some changes in its menu, including the introduction of vegetarian, vegan, and halal-certified meals, and promoting them on a high level during fasting periods. 
Communication and Branding
In Ethiopia, cultural communication styles are more of a high-context, i.e., people use indirect communication, tone, and relationship as opposed to direct verbal communication. The advertising campaigns used by McDonald's, which tend to be rather oriented on direct slogans and bold messages in Western cultures, are to be localised to accommodate Ethiopian linguistic and cultural peculiarities (Suriyachcharige, 2025). Advertisements should be done in Amharic and other local languages with local faces and family-oriented narratives that would create a better brand resonance. Moreover, it is possible to consider digital influencers, who can cover the generational distance and increase the brand recognition of young consumers. 
Customer Service Expectations
The hospitality, warmth, and personal contact of service experience are important to Ethiopian customers, which is contrary to the standardised service delivery offered by McDonald's, as it is fast-paced. In order to succeed, McDonald's will have to incorporate the aspects of the local hospitality culture, such as offering table service, warm welcomes, and interacting with the local community through local employees. It will contribute to customer satisfaction as well as allow distinguishing McDonald's among the local rivals, such as Kaldi Coffee and local fast-food franchises, which do not focus on speed but rather on personal interaction. 
[bookmark: _Toc213774583]Impact on Market Entry Strategy and Success Probability
All these cultural disparities imply that McDonald's conventional American model of operation will need significant adjustments in order to succeed in Ethiopia. Even a strictly standardised strategy of imitating the operations of the USA would probably face a lot of resistance and poor performance (Veers et al., 2023). Rather, McDonald's needs to pursue a strategy of globalisation (also known as glocal) in which the brand retains its core identity but essentially changes its operational practices, menu items, marketing strategies, and organisational culture to fit the Ethiopian cultural values. 
.[image: McDonald's Marketing Strategies & Target Market: Reaching the Right  Audience with Global Success]
Figure 7: McDonald’s Marketing Strategies 
(Source: StartupTalky, 2025)
The cultural distance between the United States and Ethiopia is quite significant, making it more difficult to enter the market and harder to implement. Therefore, the strategies in the image above need to be localized. However, this distance is not too wide; McDonald's has already been able to overcome such a vast cultural difference in India or China (StartupTalky, 2025). To be successful, senior management will have to commit to authentic cultural adjustment, make significant investments in market research and capacity building in the country.
[bookmark: _Toc213774584]Recommended Adjustments
[bookmark: _Toc213774585]Adjustment 1: Supply Chain Localisation and Food Safety Protocol Enhancement
The globally-centralised supply chain model used by McDonald's requires significant localisation of the operations in Ethiopia. Today, McDonald's has a rigorous global sourcing policy where the priority is made on consistency and efficiency with centralised procurement systems. But the lack of development of logistics infrastructure in Ethiopia, unstable power supply, and lack of cold chain storage and capacity require basic supply chain reforms (Feyisa et al., 2021). Firstly McDonald's should initiate local sourcing arrangements with the Ethiopian farmlands suppliers of staple products, including potatoes, grains, and domestically-produced proteins, as opposed to using imported sources. The strategy satisfies several imperatives: cutting outbound foreign exchange that limits Ethiopia's import laws, promoting supply chain resiliency in a market with inadequate infrastructure, establishing relationships in Ethiopian business societies that are in line with the country's high-power distance and particularist culture, and cost competitiveness within Ethiopian income levels. Second, McDonald's should introduce more rigorous food safety procedures, which are to be precisely adjusted to the Ethiopian regulatory standards and the infrastructure specifics. 
Although Ethiopia already has food safety structures, which are under the Ethiopian Food and Drug Authority and the Ministry of Trade and Regional Integration, there is a disparity in enforcement that is divided among various structures (Ayelign et al., 2023). McDonald's ought to develop a specific food safety compliance unit that aligns with the Ethiopian regulatory agencies, keeps records of all food safety certifications and checks, and conducts even stricter tests than those recommended by the Ethiopian minimum standards. This food safety outstanding shows a respect for the Ethiopian regulatory authority (consistent with high power distance cultural values) as well as conserving the McDonald's brand name. Third, McDonald's needs to create other cold chain logistics systems that would suit Ethiopian infrastructure realities. Instead of relying on long-distance refrigeration by central distribution centres (the American model), McDonald's ought to have regional distribution centres in Ethiopia, which have strict cold chain management to take into consideration intermittent electricity power outages. Cooperation with local logistics companies that are conversant with Ethiopian infrastructure issues is necessary. This strategy portrays the awareness of the unstable environment and the requirement of functional flexibility (considering the issue of uncertainty avoidance). 

Figure 8: Supply Chain Localisation and Food Safety Protocol Enhancement
(Source: author)
[bookmark: _Toc213774586]Adjustment 2: Employment Relations and Organisational Culture Restructuring
The employment practices of American McDonald's focus on individual performance measures, high employee turnover, minimal employee training, and the lack of manager-employee interaction (Bombina, 2022). High power distance, collectivism, and particularism are the features of the Ethiopian cultural environment that require radically different strategies in employment. To begin with, McDonald's must put in place formal organisational structures featuring a well-defined status differentiation and authority lines that are more clearly defined than the normal operation of American organisations. Cultural values of high-power distance are likely to make employees in Ethiopia react more to apparent hierarchies with prominent status symbols. Besides, there is a need for established protocols rather than the approach that is relatively egalitarian in nature and typified by numerous American service industries. 
The authority of the managers is expected to be defined in a definite way, with the help of formal titles, allocated office spaces, and definite procedures indicating the difference in power (Lee, 2024). Although this approach may not be like the American managers who have been trained under a participatory management style, it is in line with the Ethiopian culture. Second, McDonald's is to adopt collectivist-based systems of employment with a focus on group achievement and team-based pay in addition to individual ones. Instead of individual performance bonuses, McDonald's ought to come up with team-based ones that reward shift performance, achievement of cleanliness and food safety standards by the restaurant, and customer satisfaction indices. Rewards for employees should focus on input to the team and organisational objectives and not individual performance. Peer consultation should be a part of career advancement systems that consider collectivist values of decision-making. 
Third, McDonald's needs to dedicate significant resources to the training and development of employees. Instead of the low levels of training, as is the case in some of the American McDonald's outlets, Ethiopian operations ought to institute formal training programmes that encompass classroom training, guided hands-on training, and continuous professional training (Assefa, 2025). Training must be done in Amharic or local languages to make sure that they understand, but should not do the training using English since some employees may not be well educated and may consequently be left out. Fourth, the Ethiopian particularist values should be adjusted to the workplace culture that takes into account the personal relationship and situational aspects in the decision-making process. 
Managers are encouraged to be familiar with the personal lives of employees, such as family life, responsibility to their communities, and other personal duties, instead of keeping a strictly impersonal professional stance between them. Religious holidays, cultural festivities, and family commitments that Ethiopian employees hold should be accommodated flexibly in the scheduling. This flexibility upholds the overall level of operational standards, but it also shows respect to the employees as whole persons and not as units that perform tasks only.
	

Figure 9: Employment Relations and Organisational Culture Restructuring
(Source: author)
[bookmark: _Toc213774587]Adjustment 3: Menu Adaptation and Marketing Localisation
It is in the McDonald's international menu strategy, where similarity is experienced with minimum regional differentiation, especially as far as core products (hamburgers, chicken, fries) are concerned. The market realities and cultural inclinations of Ethiopia require a greater degree of menu modification as compared to a normal McDonald's operation globally. Firstly, McDonald's ought to greatly increase vegetarian and plant-based food items in addition to the conventional American foods (Yildirim, 2024). 
Traditionally, Ethiopian food revolves around pulses (lentils, chickpeas, split peas) and seasonal vegetables, which can be explained by the cultural food preferences as well as the religious practices (Ethiopian Orthodox Christianity has many fasting days, and the followers of this religion do not eat meat). McDonald's will need to come up with adapted versions of the burger in Ethiopia, which have lentil or chickpea-based patties made using Ethiopian spices and sauces. These adaptations are a show of cultural respect and response to religious needs and predetermined food preferences (Jones, 2022). Second, McDonald's ought to roll out new African dishes in its staple products in addition to the global menu. Instead of making fries a universal side dish, McDonald's could create injera-based alternatives or conventional grain-based ones that would be more recognizable to the Ethiopian audience. With these kinds of adaptations, uncertainty avoidance is filled by providing familiar foods inside a modernized restaurant to create a perceived low-risk situation among the first-time clientele. 
Third, there should be a significant redesign of the pricing of McDonald's. The prices of American McDonald's, which are affordable in the American income settings, might be higher than the Ethiopian consumer prices. McDonald's must create a small, low-cost menu with a specific focus on the Ethiopian income level- maybe value meals that are priced at a level that working-class Ethiopians can afford. This strategy involves embracing reduced profit margins on single sales and establishing market volume and brand loyalty among customer groups that are price sensitive (Gonen et al., 2024). Fourth, the marketing and promotion policies should be completely transformed by the American patterns. Instead of focusing on personal convenience and personal indulgence (as the American McDonald's had been marketing), the marketing of Ethiopian McDonald's should be focused on family dining, communal experiences, and affordability. Advertising is to include the use of multi-generational families as they eat together as part of the Ethiopian culture of collectivism. Advertisements ought to be aimed at family meal deals and not single items. There should be marketing communications that are done in Amharic and the local language, showing that they are committed to the accessibility of consumers in Ethiopia.

Figure 10: Menu Adaptation and Marketing Localisation
(Source: author)
[bookmark: _Toc213774588]Conclusion 
Entering Ethiopia through McDonald's is a strategic opportunity based on strong location factors such as a rapidly increasing population, an urban middle-income population that is increasing, and economic regional significance. The company is well placed to penetrate the market and be successful against the local restaurant operators due to its high ownership benefits, including recognition as a global brand, operational capabilities, and technological innovation. Nonetheless, effective Ethiopian business demands basic adjustments to the standardised measures defining the conventional expansion of McDonald's internationally. The OLI model proves that location advantages justify high levels of investment. 
The cultural analysis shows that there are major variations between the American and Ethiopian values in terms of power distance, individualism, uncertainty avoidance, and time orientation. These variations require a restructuring of the operations that includes supply chain localisation, employment relations that are redefined to a collectivist and hierarchical culture, and a menu that is reshaped significantly to meet the Ethiopian food preferences and economic realities. Three essential changes to the Standard Operating Procedures of successful Ethiopian operations are the first one is to localise supply chains and implement strict food safety according to Ethiopian regulatory standards. The second is to reorganise employment relations in Ethiopian cultural values of hierarchy, collectivism, and particularism. Besides, the last is significant adaptations to Ethiopian consumer tastes and finances with menus and pricing. These changes will enable McDonald's to achieve a sustainable presence in Ethiopia, which will not only help in the economic development of the country but also create long-term shareholder value. 
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Establish a Dedicated Food Safety Compliance Unit


Develop Regional Cold Chain and Logistics Infrastructure
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Adopt Collectivist-Based Employment Systems
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Redesign Pricing Strategy for Affordability


Localise Marketing and Promotion Strategies
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