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1. Introduction

The worldwide fast-food chain McDonald's began in 1940 in San Bernardino, California. Richard and
Maurice McDonald opened a drive-in restaurant during this period. McDonald's humble beginnings led to
a global phenomenon that serves over 100 countries. The company has expanded from hamburgers to
french fries, chicken, breakfast, soft drinks, and desserts. McDonald's is a cultural icon that has shaped the
whole gastronomic world (Britannica, 2022).

This report critiques McDonald's marketing in the US and India, two culturally distinct markets. Due to
their cultural differences, these two nations are interesting to study. Product and promotion will be
examined in McDonald's marketing plan. To complete our study, we will use consumer behaviour
theories and ideas, focusing on Culture and Perceptions.

1.1 Scope of the Report:

1.1.1 Two Cultures:
e The United States: The United States is recognised as a Western culture that is characterised by
individualism and a fast-paced way of life. Additionally, it is renowned for its wide food tastes.
e India: India is a nation that exhibits a profound connection to its cultural traditions, characterised
by a largely Hindu populace, a prevalent adherence to vegetarianism, and a significant emphasis
on familial values.

1.1.2. Marketing Activities:
e Product: The evaluation will focus on McDonald's strategies in adapting its menu to conform to
the local norms and preferences of different countries.
e Promotion: This study aims to examine the promotional strategies employed by McDonald's and
their alignment with cultural attitudes pertaining to convenience, cost, and family-friendliness.

1.1.3. Consumer Behaviour Aspects:

e Culture: In this section, we will utilise cultural theories and ideas to examine how McDonald's
marketing strategies align with and embody the cultural norms, traditions, beliefs, values,
customs, laws, rituals, and practises in both the United States and India.

e Perceptions: In order to assess the brand perception and positioning of McDonald's, we will
employ consumer perception concepts, specifically examining how customers view the
company's ease, cost, and cultural significance within two unique markets.



2. Culture

2.1 McDonald's Marketing Activities - Product and Promotion

2.1.1 Product Strategy
To fully understand McDonald's marketing efforts in India and the US, one must understand the
company's strategy for customising its products to these areas' cultures.

India: McDonald's India's menu is designed to accommodate the country's many ethnicities and diets.
Their extensive vegetarian selection in India is a key part of their product strategy. McDonald's offered
the McAloo Tikki burger and McVeggie to honour Indian vegetarianism. These products appeal to a large
portion of the population that avoids meat for religious or personal reasons. This product's diversification
follows Indian vegetarianism (McDonald India, n.d.).

United States: In contrast, Americans enjoy meat-based diets. McDonald's prioritises beef, chicken, and
other meats. The Big Mac and Quarter Pounder are iconic American foods. American culture favours
meat-based diets and convenience, hence there is an emphasis on giving a variety of meat-based fast food
alternatives (McDonald's, 2019).

2.1.2 Promotion Strategy
McDonald's promotional methods in India and the US differ due to cultural norms.

India: McDonald's India marketing uses local themes, rituals, and festivities. They understand the
importance of following local customs to connect with clients. McDonald's celebrates Diwali with
promotions featuring lighting, festivals, and community gatherings (Sharma, 2021). The corporation also
supports cricket tournaments and uses cricket-related imagery in its advertising efforts, showing its
support for the sport, which is widely regarded in India. Bollywood celebs are used in ads to capitalise on
Indian films' popularity (Phdessay, 2018).

United States: McDonald's US promotions emphasise convenience, value, and familiarity. American
civilization values efficiency and fast-paced living. McDonald's capitalises on this cultural preference by
offering fast, uncomplicated service. Ronald McDonald and Happy Meal toys have become icons of the
brand and nostalgic desire for a large segment of American culture (Shastri, 2022).



2.2 Cultural Comparison: India vs. the United States
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After understanding McDonald's marketing in India and the US, we'll examine the cultural juxtaposition
to see how it reflects each market's peculiarities.

2.2.1 Norms and Traditions

India:
[ )

India is famous for its rich culture and traditions, which have been passed down through centuries
(Antani and Mahapatra, 2022).

More than a food preference, vegetarianism is a religious and cultural belief that leads a large
portion of the population to avoid meat (Green et al., 2016).

Families and communities often dine together, emphasising sharing and solidarity (Jacob, n.d.).

United States:

Due to its long history of immigration, the US has a diverse culture.

Meat consumption is rising, and fast food is a convenient evening option for busy families.
When convenience and practicality trump meal rituals, human agency and individualism
dominate.

2.2.2 Values and Beliefs

India:
[ )

Indian culture emphasises family, elder respect, and "atithi devo bhava" (guests are heavenly).
Karma and the cyclical cycle of life are generally accepted, hence this belief system may
influence eating choices.

Foreign items may be received differently due to the cultural emphasis on authenticity and
customs.

United States:

American culture values individualism, independence, and consumer choice.
Due to the fast pace of modern life, convenience and time efficiency are valued.
American "fast food" represents instant gratification and efficiency.

2.2.3 Customs and Rituals

India:
[ )

Festivals and celebrations in India are known for their unique food traditions.

Dietary rituals sometimes involve religious activities, linking dietary preferences to cultural and
spiritual beliefs.

Festivals like Diwali and Holi include sharing sweets and unique dishes, which affects
consumption.

United States:

The US has fewer ethnic culinary rituals than India.

Fast food restaurants often offer fast meals for busy people. Fast food eating standards are also
simpler.

Thanksgiving and the Fourth of July may feature traditional cuisine, but fast food prioritises
convenience above tradition.



2.3 Theoretical Framework and Analysis

We'll use culture-related consumer behaviour theories to evaluate McDonald's marketing in India and the
US:

2.3.1 Hofstede's Cultural Dimensions
(A) Appropriateness in India:

Powered Distance: McDonald's respectfulness of Indian norms reflects its regard for authority and
hierarchy. For instance, their encouragement of family dining matches cultural expectations of elder
deference and group meals (BBC News, 2022).

Individualism-Collectivism: McDonald's family values ads show their acknowledgement of
collectivism in India. The culture values family and unity (Tripathi, 2020).
e McDonald's supports cricket matches that reflect India's team sports culture (Foxtel Media,
2020).

Masculinity-Femininity: McDonald's numerous menu selections emphasise quality of life, which
matches India's feminine culture of relationships and well-being (BBC News, 2022).

Uncertainty Avoidance: In India's high uncertainty avoidance culture, which emphasises order and
predictability, McDonald's marketing matches with traditional holidays (Kulkarni, 2009).

e McDonald's special menu items boost sales during Diwali and other festivals.

e Nielsen indicates excellent brand recognition and trust in India for McDonald's.

Long-Term Orientation: McDonald's lengthy history in India and assimilation of local traditions
reflect the culture's emphasis on endurance and tradition (DNA India, n.d.).
e McDonald's has operated in India for 25 years, reflecting the culture's persistence
(MacDonald India, n.d.).
e McDonald's has almost 300 locations, up from 1 in 1996 (MacDonald India, n.d.).

(B) Non-Appropriateness in India:

Health Concerns: McDonald's in India has faced health concerns, largely because fast food is
considered unhealthy despite its cultural acceptance. Certain menu items' high salt, sugar, and fat
content have been criticised for contradicting the culture's emphasis on holistic health and wellbeing
(Goyal and Singh, 2007).
e Obesity, diabetes, and heart disease are rising in India, according to WHO data.
Approximately 13% of adults in the nation are obese (Luhar et al., 2020).

(C) Appropriateness in the United States:

Power Distance: McDonald's customised selections and fast service match the US's reduced power
distance society, which values personal freedom and choice (McDonald and Ruiters, 2012).
e The 2015 McDonald's "Create Your Taste" custom burger option matches customisation
preferences (Digiday, 2016).
e Customer satisfaction is 30% greater with self-order kiosks than cashiers (TSernov, 2021).



Individualism-Collectivism: McDonald's emphasis on personalisation and convenience matches
American culture's emphasis on choice and efficiency (Mcdonald, n.d.).
e  With over 20 million subscribers, McDonald's "My McDonald's Rewards" app shows the
attractiveness of personalised rewards.
e 75 per cent of Americans find McDonald's handy(National tech center, 2021).

Masculinity-Femininity: McDonald's attention to speed and efficiency appeals to American
masculinity, which values achievement and competitiveness (Macdonald, 2018).
e McDonald's drive-thru wait time is under 1 minute, reflecting the culture's emphasis on speed
(Tuttle, 2014).

e Since adopting efficiency-boosting innovations, McDonald's US sales have outperformed
competitors.

Uncertainty Avoidance: McDonald's regular menu revisions and flexibility reflect the US's reduced
uncertainty avoidance culture, which celebrates change (Kelso, 2022).
e For St. Patrick's Day, McDonald's offers the Shamrock Shake, symbolising change (Pai,
2018).

e Despite menu changes, McDonald's brand recognition is high in the US.

Long-Term Orientation: McDonald's focus on prompt results and efficiency matches the US's short-
term focus on tangible results (Lin, n.d.).

e McDonald's opened 186 US outlets in 2020 despite the epidemic (Bloomberg, n.d.).

e Investor confidence is shown by McDonald's stock price outperformance.

(D) Non-Appropriateness in the United States:

Health Concerns: McDonald's in the US has health issues like India. Fast food's association with
obesity and related health concerns is a major issue. McDonald's has introduced healthier menu
selections and nutritional information to address these concerns (World Health Organization, 2021).
e CDC statistics say 42.4% of US people are fat, with McDonald's being blamed (Schutt and
Monnat, 2021)

3. Perceptions

3.1 McDonald's Marketing Activities - Product and Promotion

This section will examine the strategies employed by McDonald's to design its marketing operations and
exert impact on consumer views in both India and the United States. The afore mentioned perceptions
play a pivotal role in influencing client preferences and fostering loyalty within each respective sector.

3.1.1 Product Strategy

India: The product strategy used by McDonald's in India is strategically crafted to cultivate the
impression of a brand that demonstrates reverence for and adjusts to indigenous culinary customs. A
notable element of this strategy involves the integration of Indian spices and local flavours into their
selection of menu items. The McAloo Tikki burger and McVeggie incorporate a variety of spices and
flavours that are well-suited to the preferences of Indian consumers. The objective of this technique is to
cultivate a reputation of McDonald's as a brand that provides a blend of international and regional
flavours, effectively resonating with the Indian cultural inclination towards diversity and customization to
suit local palates (Nandini, 2014).



The United States: McDonald's in the United States places significant emphasis on upholding the
perception of convenience and familiarity. The Big Mac and the Quarter Pounder, both of which are well-
recognised goods, serve as enduring fixtures on McDonald's menu. These items contribute to the overall
impression of McDonald's as a brand that consistently delivers a recognisable, dependable, and
convenient fast-food experience at all of its stores around the country (Watson, 2006).

3.1.2 Promotion Strategy

India: McDonald's uses ethnic traits, rituals, and festivals to connect with Indian customers. McDonald's
uses lighting, celebrations, and community gatherings to sell during Diwali, the Festival of Lights. This
strategy aims to establish McDonald's as a brand that values Indian culture and customs. McDonald's also
promotes cricket, a sport valued in Indian society, and uses Bollywood stars in its advertising to
emphasise its cultural connection to India (Zehra and Minton, 2019).

United States: McDonald's US promotions emphasise convenience and nostalgia. Ronald McDonald as
the brand's icon and Happy Meal toys in advertising efforts evoke nostalgia among Americans. This
method boosts McDonald's cultural and historical value in American society. McDonald's marketing
strategies accentuate their goods' easiness, which matches the American cultural value of efficiency and
rapid service (Smith, 2006).

3.2 Perceptions in McDonald's Marketing Activities across two different
cultures

3.2.1 India

Perception as a Fusion of Flavors:

McDonald's in India is known for its global-local flavours. The use of Indian spices and regional flavours
in the menu creates a sense of familiarity and flexibility to local tastes. McDonald's is seen as respectful
of Indian cuisine by customers (Visconti et al., 2020).

Affordability and Family Friendliness:

McDonald's is connected with affordability, family excursions, and stylish urban eating in India.
McDonald's is a popular and affordable family lunch option in India, where togetherness and shared
meals are valued (Kishore Dashi, 2005).

3.2.2 United States

Perception as a Convenient Choice:

In the US, McDonald's is seen as a quick meal. This is due to the brand's focus on speed and efficiency.
McDonald's is a popular fast-food chain in America because of its emphasis on efficiency and time-
saving (Counihan and Penny Van Esterik, 2019).

Cultural and Nostalgic Significance: McDonald's is a symbol of nostalgia and familiarity in American
society. Seeing Ronald McDonald and Happy Meal toys in ads makes Americans feel nostalgic and
comfortable. This cultural importance makes McDonald's seem firmly ingrained in American culture
(BERGER, 2022).

3.3 Theoretical Framework and Analysis

Consumer behaviour theories and perception ideas are being used to evaluate McDonald's marketing in
India and the US.



3.3.1 Schema Theory

(A) Appropriateness in India:

McDonald's in India effectively blends Western fast food with Indian spices, catering to cultural
preferences for diversity and fusion cuisine. The brand's economical, family-friendly image matches
modern, urban eating (Visconti et al., 2020).

Supporting Evidence: Indian families seeking affordable eating choose McDonald's, according to
customer surveys and sales statistics.
e For local tastes, McDonald's India offers the McAloo Tikki burger and Masala Chai. Sales
reveal these are popular dishes.

(B) Inappropriateness in India:

Schema Discrepancy: A conceptual gap exists between health and fast food's harmful image. The
company's efforts to fit with Indian culture may not entirely address these issues, creating a perceived
gap between the brand and well-being (Tilwani et al., 2020).

Supporting Evidence:
e Social media users say, "Worried about how unhealthy McDonald's is for my family."

3.3.2 Brand Personality

(A) Appropriateness in the United States:

In the US, McDonald's represents convenience, quickness, and familiarity. This reflects American
principles of efficiency and speed, making it acceptable. Famous icons like Ronald McDonald give
the brand a nice, familiar feel that Americans adore.

Supporting Evidence: Market research shows Americans choose McDonald's for quick-service
meals.
e McDonald's was most known and convenient to 1500 Americans, according to Simmons
Research.
e Gallup found that 96% of Americans recognise Ronald McDonald, indicating a pleasant
brand personality.

(B) Inappropriateness in the United States:

Brand Image Challenges: Health concerns and critiques of bad eating habits have hampered
McDonald's US brand image. The idea that fast food causes obesity and other health problems
promotes a poor brand image. Healthy menu selections and nutritional information seek to address
these issues, yet the brand still faces unhealthy views (Counihan and Penny Van Esterik, 2019).

Supporting Evidence: Fast food nutritional problems in public perception polls.
e McDonald's brand personality conflicts with 67% of Americans' belief that fast food causes
obesity, according to Pew Research (Taylor and Funk, 2006).

3.3.3 Self-Concept Theory

(A) Appropriateness in Both India and the United States:

McDonald's fits both nations' consumers' ideal of fast, easy meals. Consumers in India and the US
choose fast food for its quickness and convenience, which matches their busy lifestyles (Srivastava et
al., 2022).




Supporting Evidence: McDonald's is preferred for speed and convenience, according to consumer
interviews.
e Consumers in India and the US chose McDonald's for its fast food and time savings, fitting
their busy lifestyles.

(B) Inappropriateness in Both India and the United States:
Health risks affect McDonald's image among consumers. Fast food is seen as unhealthy in both
nations, which conflicts with people's good diet and lifestyle goals (Tilwani et al., 2020)..

Supporting Evidence: Health surveys show customer demand for healthier fast

4. Recommendations

Below are some fresh and innovative ideas for McDonald's in India and the USA:

India

1. Collaborate with renowned Indian culinary experts to conceive novel fusion gastronomic offerings
that harmoniously amalgamate global tastes with conventional Indian seasonings and constituents.

2. Implement a range of nutritious meal alternatives for children, with a particular focus on including
organic and locally procured products. This measure has the potential to counteract the prevailing
notion that McDonald's is actively contributing to the prevalence of bad lifestyles and juvenile
obesity.

3. To further enhance the family-friendly image, it is recommended to expand the number of restaurants
equipped with play spaces and family seats in order to correspond with the cultural focus on
communal unity.

4. It is recommended to incorporate classic Indian sweets such as gulab jamun and rasmalai into the

menu for various festive and celebratory occasions.

United States of America (USA)

1.

It is recommended to incorporate a wider range of salad, grain bowl, and vegetarian food selections.
This has the potential to alter the perception of a brand, emphasising qualities related to vitality and
well-being.

Collaborate with fitness-oriented enterprises such as Peloton to engage in promotional initiatives.
Provide incentives for those who engage in regular physical activity and emphasise the importance of
nutritious content. Reconfigure the brand's image to align with health-conscious principles.

Utilise nostalgic Americana motifs and visuals in contemporary advertising campaigns, such as
including old automobiles and diner environments, in order to evoke and resonate with collective
cultural reminiscences.

Emphasise sustainability initiatives such as the utilisation of environmentally friendly packaging in
order to attract the attention of eco-conscious younger consumer segments. This has the potential to
enhance perceptions.



5. Conclusion

This article concluded by examining McDonald's marketing in India and the US through culture and
customer attitudes. This analysis shows how McDonald's adapts their product and promotion to each
market's beliefs, rituals, and customs.

McDonald's India promoted vegetarian options, Indian flavours, and culture. This relationship with
vegetarianism, communal dinners, cricket, and festivals has made McDonald's culturally important in
India. Fast food is critiqued for its health impacts, suggesting the company should improve.

McDonald's pitches convenience, value, and familiarity to American efficiency, individualism, and speed.
Commercial icons like Ronald McDonald evoke nostalgia. In the US, McDonald's is blamed for obesity
and unhealthy eating, like in India.

McDonald's requires a regional approach including healthier menu alternatives, nutritional transparency,
health organisation collaborations, sustainability, and customer education to address concerns.
McDonald's should localise while keeping its brand.

McDonald's may adjust to US and Indian consumer expectations through market research, innovation,
and community engagement.

This study showed McDonald's brand and cultural alignment marketing. The proposals can help
McDonald's sustain market leadership across cultures.
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