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Abstract 

 

The majority of people need to have initially criticized the idea of a nationwide restaurant chain store the 

same goods, but little did they realize that this brilliant idea would later revolutionize the business 

landscape. Since opening its ground-breaking first restaurant McDonald's has led the globe since its 

founding in San Bernardino, California, in 1948 market for fast food.one among the most famous 

renownedretailer services for food, McDonald's has greater than 30,000 places serving 47 million people 

daily across 121 different countries. In almost every country where it conducts business, it holds a 

dominant share of the market for internationally recognized quick service restaurants.  

 

Our group has taken up the case of McDonald's in order to study the various ways that a company 

strategizes as well as differentiates its approaches in various nations, as well as attempt to comprehend 

the complex factors engaged with the differentiating and positioning approaches of the same business in 

different, different markets extend throughout the globe. 

 

They begin by looking at the current state of the global fast food market before examining how 

McDonald's compares to its rivals. We have used Michael Porter's Five Forces Model for this. They, 

using the SLEPT Approach, we examined how McDonald's chooses which markets to enter as well as 

Those marketplaces are impacted by a variety of SPELT (Social, Political, Economic, Legal, and 

Technological) elements. With this in-depth examination of the macro environment, we seek to ascertain 

precisely how McDonald's both the markets to enter, as well as the entrance method were chosen.As 

soon as it enters, we attempt to comprehend its division, position, and market targeting tactics in relation 

to its rivals in that specific market. After that, we turn to the micro environment and extensively 

examinethe 7-P framework to determine their advertising mix. This undertaking demonstrates how the 

corporation blends international isationor globalization components to serve a variety of food chains 

businesses. The example demonstrates how McDonald's restaurants affect the world as a whole and the 

way they adjust to community needs using the findings of strategic and tactical models. 

Additionally, primary research was conducted for this project to understand how international visitors 

see McDonald's in both India and their home countries. This distinction allowed us to see the rationale 

behind the diverse marketing tactics the corporation employed in various areas. We conducted a 

survey at the Connaught Place McDonald's with 50 international visitors who were in Delhi especially 

for this. We attempted to summarise the numerous results of our survey and the results of the complete 

study reporting, towards the conclusion, and to then provide a few recommendations with the goal to 

create a complete and comprehensive knowledge in worldwide Advertising techniques employed of 

McDonald's. 

 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 

 
E-ISSN: 2582-2160   ●   Website: www.ijfmr.com   ●   Email: editor@ijfmr.com 

 

IJFMR23033094 Volume 5, Issue 3, May-June 2023 2 

 

INTRODUCTION 

 

Our narrative begins with a man. 

 

Ray Kroc opened the first chapter of our history when he opened a little hamburger stand in California in 

1954. With more than 36,000 outlets spread over more than 100 countries, we're proud to have 

developed from humble beginnings as a restaurant to become one of the top food service corporations in 

the world. 

 

Origins 

 

By lying about his age, Ray Kroc joined driving an ambulance for the Red Cross in 1917 when he was 

only 14 or 15 years old,but before he could finish his training, the conflict ended.. Then he worked as a 

pianist, a paper cup salesperson, and a multi-mixer sales representative. He visited a restaurant in San 

Bernardino, California, where a number of Multimixers had been purchased in 1954. When he saw the 

little but booming business of the McDonald brothers, he was impressed by its efficiency. The 

McDonald brothers' menu is mostly composed of hamburgers, fries, and drinks, allowing them to keep 

their attention on delivering better, more efficient service.  

 

A Different Philosophy 

Ray Kroc planned to establish a group of restaurants known for providing consistently excellent meals 

prepared the same way. According to the proprietor, burgers, fries, and beverage should taste the same in 

Alaska as they do in Alabama. 

He employed an innovative strategy to do this, persuading franchisees and suppliers to embrace his goals 

and work not only for McDonald's but also for themselves, alongside McDonald's. His strategy was 

founded on the straightforward idea of a three-legged stool, where workers at McDonald's were the third 

leg and suppliers at McDonald's made up the first. The three legs that made up the stool were only as 

sturdy as they were.  

Basis of Excellence 

Because of McDonald's devotion for quality, ingredients were tried, tested, and refined to work with the 

system. In order to convince his early suppliers of future quantities, Kroc outlined his vision for the future 

of McDonald's. They supported him, and business soared at the eatery. 

Ray Kroc was once more seeking for a collaboration, and he was able to develop the most creative, 

integrated, and efficient supply chain in the food service sector. 

 

Hamburger College 

 

Kroc established a training program known as Hamburg University in 1961, at a brand-new McDonald's 

in Elk Grove Village, Illinois. Franchisees were given instruction on how to run a McDonald's preserve 

successfully. Hamburger utilized a research and development center in the surrounding city of Addison, 

Illinois, to explore innovative methods of cooking, freezing, storing, and serving. The training program 
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has graduated over 275,000 franchisees, managers, and staff people. 

 

The Legend Continues 

 

Ray Kroc continued to work for McDonald's right up until his passing on January 14, 1984. His legacy 

lives Today, McDonald's customers receive excellent, fairly priced meals, employees and franchisees 

have job possibilities, and suppliers have an identical objective to supply the best raw materials and 

finished items. 

Ray Kroc's legacy continues to be an inspiration and a crucial component of McDonald's - now and in 

the years to come. This is true of his drive for efficiency and innovation, his unwavering pursuit of 

quality, and his numerous charity donations. 

 

One Progressing Milestone 

 

We've experienced several significant milestones, from the first drive-through to the debut of Chicken 

McNuggets. View our interactive History Timeline to get a quick overview of our accomplishments. 

 

McDonald’s Background 

 

In his honour, the Ronald McDonald House Charities was established in order to raise funds for child's 

welfare. In 1989, McDonald's went public on the stock exchanges in Hamburg, Munich, Paris, and 

Tokyo. Throughout the 1990s, express stores—smaller enterprises to appear Hospitals, zoos, airports, 

and even ferries are all places where you may find them. 

 

There frenchieses offered just small variety of foods and lacking some of the conveniences seen in larger 

markets. In 1996, McDonald's and The Walt Disney Corporate entity reached a 10-year agreement. This 

collaboration resulted in the establishment of restaurants in the parks owned by Disney and McDonald's 

endorsement of Disney films. Packages, as well asthe introduction of special version products to the list, 

are the primary methods of promoting. 

 

In 1967, McDonald's launched its first overseas operation in Canada. The franchise was purchased by 

George Cohon for McDonald's in eastern Canada soon after, launching 1st eatery in 1969. McDonald's 

in Canada is now the most profitable McDonald's outside the United States because to Cohon's network 

of 640 outlets. 

 

The use of franchising has been crucial to McDonald's success on a global scale. Through franchising to 

locals, what may be considered American brand culture is automatically delivered and interpreted by the 

locals in terms of both the product and the service. Currently, the fast food chain has more than twenty 

thousand locations. throughout more than 100 nations, with around 80% of them being franchisees. 

 

McDonalds Business Model 
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McDonald's expanded outside of the United States largely for the following reasons: to expand its 

clientele. 

The lessen reliance on American market (the business has received considerable criticism for the lack of 

nutritional content of its goods). 

Foreign markets provide more potential for profit than the home market. 

To establish a worldwide footprint in order to take on their domestic rivals. 

 

"High consistent and high-quality requirements, continual innovation and development, a centralised 

advertising strategy, and adaptability to local conditions " may be used to sum up McDonald's 

worldwide approach. 

 

Between 1965 and 1991, the McDonald's business generated astonishing yearly average revenue growth 

of 24%. During the 1990s, the firm opened 2,000 locations worldwide, which was the year of its greatest 

expansion. 

Objectives and Scope 

 

Objective:-- 

 

An examination of McDonald's global marketing strategies 

 

A Mcdonald's case involving Indians 

 

Analyzing how satisfied international visitors in Delhi are overall compared to how they feel at home. 

 

The findings of the study's conclusions goals are as follows: 

 

Reputation of McDonald's. 

Factors affecting the decision to eat at a place that serves fast-Food. 

Which fast food restaurant in the globe is recognisedto be "The Greatest"? context (in accordance with 

impression and level of satisfaction)? 

Conclusion 

Effects of McDonald's 

 

Among McDonald's greatest accomplishments were overcoming  barrier ofeating customs. The majority 

of nations are keen to protect their unique culinary traditions, yet because to effective international 

promotion, McDonald's now has 30,000 locations across 120 nations. The largest restaurant in the 

world, with over 700 seats and 1200 personnel, is located in Beijing and has locations in Egypt, Kuwait, 

Russia, and China. McDonalds has put a lot of effort into creating franchisees on a global basis. In order 

to provide the uniform level of restaurants seen across the world, the firm had to establish the 

infrastructure in cooperation with the governments of both Moscow and Yugoslavia. 

 

McDonald's has a strong commitment to leading the world and has invested in the processing facilities 

required to service these stores. In order to enable franchisees to tailor their locations to meet particular 
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cultural demands, McDonald's has collaborated extensively with franchisees all around the world. A 

crucial aspect of cultural variation is menu variety. Beer is supplied in Europe, whereas yoghurt, salads, 

and pizza are offered in America. Restaurants come in a variety of sizes, from tiny quick shops From 

larger locationssuch as the seven hundred-seat facility in the Russian capital, which had more than 1,000 

individuals waiting on the first day it was open, to smaller ones like the location in Tokyo, where high 

retail expenditures placed strain on available space. 

 

Influence of a McDonald's on Community 

 

Numerous companies both and services developed nicknames in the McDonald's way. For instance, 

drive-in dentists that handle minor issues referred to as Dentists in the USA. The demonstrates.It also 

demonstrates that McDonald's has a reputation for quickness and that it is seen to offer a 

straightforward, easy service, both of which are certainly not entirely untrue.This is a perfect illustration 

of how society has becomeMcDonaldized. 

 

Efficiency, calculability, predictability, and control are key factors in McDonald's success. McDonald's 

uses the best production practises and has a strong set of standards and regulations that guarantee 

extremely effective operations. As a result, there is less waste and resources are used to their full 

potential. 

Customers are led to believe that they are receiving a deal, which enables them to justifiably spend 

their money on a certain good. The success of McDonald's is fundamentally dependent on 

predictability. It assures the general public that goods and services will remain constant throughout 

time and in all surrounding areas. McDonald's has learned that individuals. 
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