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Abstract 

This research paper delves into McDonald's global expansion strategy between 2020 and 2025, with a concentrated focus 

on India and Europe. As the world's largest fast-food chain, McDonald's has been at the forefront of international business 

strategy, utilizing a hybrid model that combines global standardization with local customization. The study begins by 

exploring the rationale behind targeting India and Europe during this period. While India presents an emerging market 

with a growing middle class, Europe represents a mature yet evolving market with increasing demand for health-conscious 

and sustainable dining options. The paper discusses how McDonald's adapted its products, services, and operations to 

cater to the unique socio-economic, political, and cultural landscapes of these regions. Theoretical frameworks such as 

the Integration-Responsiveness framework and Dunning's Eclectic Paradigm are used to interpret McDonald's strategic 

decisions. The PESTEL analysis outlines the macro-environmental factors affecting expansion, including political 

stability, economic conditions, social preferences, technological advancements, environmental challenges, and legal 

regulations. Impact analysis investigates how these strategies influenced market dynamics, consumer behavior, and 

competitive positioning. A case study approach highlights real-world implementations of these strategies in select cities 

within India and Europe. The conclusion synthesizes insights to evaluate the effectiveness of McDonald's approach and 

offers strategic recommendations for future international expansion. The research emphasizes that McDonald’s success 

lies in its ability to remain globally consistent while embracing local responsiveness, making it a powerful case of 

transnational strategy execution in the fast-food industry. 

Introduction 

 McDonald’s Corporation has been a symbol of globalization, representing the standardization of the American fast-food 

model across diverse cultural and economic settings. From 2020 to 2025, McDonald’s embarked on an ambitious global 

expansion strategy with a specific emphasis on India and Europe. These two regions, although vastly different in their 

market maturity and consumer behavior, presented unique growth opportunities and challenges. In India, rapid 

urbanization, a young demographic, and increasing disposable incomes have made it an attractive destination for 

international food chains. Conversely, Europe, while being a mature market, demanded innovation and sustainability to 

address evolving consumer expectations and strict regulatory standards. This paper examines how McDonald’s tailored 

its expansion approach to these regional nuances by implementing a dual strategy that maintains its global brand identity 

while customizing products and operations to local preferences. It investigates the company’s entry modes, supply chain 

localization, digital transformation, and marketing tactics in each region. Additionally, the paper evaluates how global 

trends such as health awareness, environmental consciousness, and digital disruption influenced strategic decisions. The 

central aim is to understand how McDonald’s navigated the complexities of these markets while aligning with its broader 

corporate objectives. Through comprehensive analysis supported by theoretical frameworks and empirical data, this study 

offers a detailed understanding of McDonald’s transnational strategy in India and Europe during this transformative 

period. 

Theoretical Framework 

 To understand McDonald’s expansion strategy in India and Europe from 2020 to 2025, it is crucial to apply established 

theoretical models in international business. The Integration-Responsiveness (I-R) framework is particularly relevant as 
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it elucidates the balance between achieving global efficiency and responding to local needs. McDonald’s exhibits a 

transnational strategy under this model, where it seeks both standardization of operations and local adaptation of products. 

For example, while maintaining core menu items globally, McDonald’s has introduced region-specific items like the 

McAloo Tikki in India and the McPlant in Europe to suit local tastes and preferences. Additionally, Dunning’s Eclectic 

Paradigm or OLI Model (Ownership, Location, Internalization) provides insights into McDonald’s choice of entry modes, 

such as franchising in India and a mix of company-owned and franchised outlets in Europe. The model helps explain how 

McDonald’s capitalizes on ownership advantages like brand recognition, location-specific advantages like consumer 

demographics, and internalization benefits like quality control. Institutional theory also plays a role, emphasizing the 

influence of formal and informal institutions in shaping strategic choices. For instance, compliance with food safety 

regulations in Europe and navigating FDI restrictions in India are examples of institutional pressures guiding strategic 

behavior. Together, these theoretical frameworks offer a comprehensive lens through which to analyze McDonald’s 

strategic decisions and performance outcomes in these diverse markets. 

PESTEL Analysis 

 McDonald’s expansion strategy between 2020 and 2025 was significantly influenced by macro-environmental factors 

that varied widely between India and Europe. Politically, India’s stable government and pro-business reforms under 

initiatives like ‘Make in India’ and ‘Startup India’ encouraged foreign direct investment, making it conducive for 

McDonald’s growth. Conversely, the European Union’s political environment, while stable, demanded adherence to 

uniform food safety and labor regulations, necessitating operational adjustments. Economically, India offered a high-

growth environment with increasing disposable incomes and urbanization, prompting McDonald’s to target Tier-II and 

Tier-III cities. Europe, despite slower GDP growth, represented a high-income market with consumers willing to pay for 

premium and sustainable offerings. Social factors also shaped strategy, with Indian consumers displaying a strong 

preference for vegetarian options and regional flavors, while European consumers leaned towards organic, healthy, and 

ethically sourced food. Technological advancements played a transformative role in both regions. McDonald’s invested 

in digital kiosks, mobile ordering apps, and data analytics to enhance customer experience and operational efficiency. 

Environmentally, the company faced increasing pressure to reduce its carbon footprint. In Europe, strict environmental 

laws pushed McDonald’s to adopt eco-friendly packaging and energy-efficient practices. In India, although environmental 

regulations were less stringent, consumer awareness was rising, prompting the adoption of greener practices. Legally, 

McDonald’s had to navigate a complex web of food safety laws, labor regulations, and franchise agreements. In Europe, 

adherence to GDPR and labor union negotiations added layers of compliance, whereas in India, state-wise variations in 

regulations posed a different set of challenges. This PESTEL analysis underscores the necessity for McDonald’s to be 

agile and responsive to external environmental changes while formulating its expansion strategy in these regions. 

Impact Analysis and Market Dynamics 

The impact of McDonald’s expansion strategy in India and Europe between 2020 and 2025 can be seen through various 

dimensions such as market penetration, consumer behavior, competitive dynamics, and operational efficiency. In India, 

McDonald’s rapidly increased its footprint, especially in urban and semi-urban areas, by leveraging joint ventures and 

master franchise agreements. This enabled localized supply chains and menu innovations that resonated with regional 

consumers. The introduction of economically priced combo meals and vegetarian offerings significantly improved market 

penetration and brand loyalty. In Europe, McDonald’s adopted a more nuanced strategy, focusing on enhancing customer 

experience through digital transformation. The introduction of self-service kiosks, mobile applications, and loyalty 

programs led to higher customer retention and order customization. Moreover, the European strategy emphasized health 

and sustainability, leading to the successful launch of plant-based menu items like the McPlant. Competitively, 

McDonald’s faced challenges from both local and global players. In India, domestic QSR brands posed stiff competition, 

compelling McDonald’s to continuously innovate. In Europe, competitors such as Burger King and Subway forced 

McDonald’s to differentiate through technological integration and sustainability initiatives. Operationally, supply chain 

localization in India helped reduce costs and improved delivery times, while in Europe, investments in green logistics and 

energy-efficient outlets enhanced brand image and operational resilience. The strategy also had socio-economic impacts, 

creating employment and contributing to local economies. Financially, the expansion resulted in increased revenues, 

http://www.ijsrem.com/


             International Journal of Scientific Research in Engineering and Management (IJSREM) 
                            Volume: 09 Issue: 06 | June - 2025                            SJIF Rating: 8.586                                      ISSN: 2582-3930                                                                                             

  

© 2025, IJSREM      | www.ijsrem.com                                                                                                       |        Page 3 
 

although margin pressures remained due to rising operational costs. Overall, the market dynamics in both regions were 

shaped by McDonald’s ability to align its global strengths with local market demands, demonstrating the effectiveness of 

its transnational strategy. 

Bar Graph 1: Outlet Expansion (India & Europe) 

 

Between 2020 and 2025, McDonald's aggressively expanded its presence in India and stabilized its operations in Europe.  

The first bar graph highlights the growth in outlet numbers, showing India increasing from 300 to 600 outlets—doubling 

within five years.  

Europe maintained a steady growth, increasing from 7,500 to 8,000 outlets, reflecting a saturation yet stable presence 

Line Graph: Comparative Revenue Trend 

 

The line graph illustrates these revenue trends more clearly. India's curve is steeper, indicating more aggressive 

expansion and market capture.  
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Europe’s line is more gradual, consistent with its established status and slow innovation-driven growth. 

 

Case Study 

A closer examination of McDonald’s operations in specific locations within India and Europe provides tangible insights 

into the implementation of its global expansion strategy. In India, the case of McDonald’s in Mumbai exemplifies how 

localization was central to success. Operated under a master franchise agreement with Westlife Development, the Mumbai 

outlet featured a menu tailored to local tastes, including items like McSpicy Paneer and Maharaja Mac. The outlet also 

implemented separate vegetarian and non-vegetarian kitchens to cater to cultural sensitivities. Technological integration 

through mobile apps and digital payments streamlined ordering and improved customer satisfaction. Sustainability efforts, 

such as the use of biodegradable packaging and energy-efficient appliances, were also introduced. In Europe, McDonald’s 

Amsterdam outlet serves as a benchmark for digital and environmental innovation. Located in a busy commercial district, 

the outlet featured state-of-the-art self-service kiosks, automated kitchen equipment, and a robust mobile app interface. 

The launch of the McPlant burger, developed in collaboration with Beyond Meat, addressed the growing demand for 

plant-based alternatives. Additionally, the Amsterdam outlet was part of McDonald’s broader initiative to reduce carbon 

emissions through solar panels and waste recycling systems. Both case studies illustrate how McDonald’s successfully 

adapts its global strategy to meet regional needs. In Mumbai, cultural adaptation and affordability were prioritized, while 

in Amsterdam, technology and sustainability took center stage. These examples highlight McDonald’s ability to operate 

as a transnational corporation, effectively balancing global efficiencies with local responsiveness to achieve strategic 

objectives. 

Conclusion 

In conclusion, McDonald’s global expansion strategy from 2020 to 2025, with a focus on India and Europe, exemplifies 

a well-executed transnational strategy. The company successfully navigated the complexities of diverse markets by 

integrating global brand consistency with local customization. Theoretical frameworks such as the Integration-

Responsiveness model and Dunning’s OLI paradigm provided a robust basis for understanding McDonald’s strategic 

choices. The PESTEL analysis revealed how external macro-environmental factors influenced decision-making processes 

and operational adaptations. The impact analysis demonstrated that McDonald’s strategies not only facilitated market 

growth and consumer engagement but also addressed regulatory, technological, and environmental demands. Case studies 

from Mumbai and Amsterdam provided real-world evidence of how these strategies were implemented on the ground, 

emphasizing the role of localization, digital transformation, and sustainability. McDonald’s ability to adapt its offerings, 

operations, and business models to regional characteristics while maintaining global standards has been central to its 

success. The period between 2020 and 2025 marked a significant evolution in McDonald’s international business 

approach, reflecting a deeper understanding of cross-cultural management, local governance, and consumer trends. 

Moving forward, McDonald’s must continue to innovate, particularly in the realms of health-conscious dining, digital 

engagement, and environmental stewardship. The lessons drawn from its expansion in India and Europe serve not only as 

a testament to its strategic agility but also as a blueprint for other multinational corporations aiming for sustainable global 

growth in a rapidly changing world. 
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