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International Business Module 2 Case 
McDonald's is a multinational company that incorporates various product development strategies to achieve a competitive advantage over other players in the food and beverage industry. Local product development and local adaptation technique are some of the crucial strategies that McDonald's utilize in certain countries to adjust to the consumption patterns of people in these regions (Panwar & Patra, 2017). Therefore, this company always customizes its menu to suit the needs of the respective individuals. 
International Food and Beverage Research: India
Target Markets
One of the target markets for McDonald's in India consists of children. Children are considered as a group of individuals who are easily enticed with certain goods and services. Over the years, children have remained to be the prime focus of McDonald's in India. This company usually provides children with small toys when they come to take their orders (Ceil, 2017). Most of the families are likely to take their children for leisure activities during holidays or weekends. Through a series of advertisements, McDonald's has managed to attract many children with its products, thus increasing its volume of sales among this target audience.
McDonald's also targets the youth as its part of the major market. Youths are deemed as a group of people who are gullible to the current lifestyle. These individuals are always enticed by fashionable or modern aspects of life. McDonald's attracts this category of people through its menu, interior designs, and advertisements. This company tries as much as possible to make its menu more sensible and relevant to the youth (Pradhan, 2018). McDonald's has also made its foods much affordable to attract the youth in India.
Generally, McDonald's perceive the family system as a vital market for its products. The company continues to expand its wings to rural areas and urban centers across India with the aim of targeting new customers (Ceil, 2017). It is crucial to note that McDonald's does not only target wealthier people but also emphasizes lower-income earners in India since they contribute to its revenue. 
Culturally Prescribed Dietary Restrictions
Hinduism is a religion that dominates India. This religion imposed dietary restrictions on its members, thus defining or guiding their consumption pattern of certain products. Indians are mainly observing a vegetarian diet to evade consumption of certain animal products. The most common non-vegetarian diet consists of fish, goat-meat, dairy products, poultry, and poultry products. Beef is a product that is highly prohibited by Hinduism (Natrajan & Jacob, 2018). It means that majority of Indians have great respect for cows, thus making them sacred animals. This culture identifies cows as a family member that should be treated with dignity. Some of the Hindu leaders argue that people who consume beef deserves to be hanged. It is believed that the Hinduism culture of rejecting beef is a way of conserving or protecting the rights to life of these animals, thus terming them as animal rights activists. In present India, beef-eating is a controversial issue that has attracted the attention of many groups of people. For instance, some of the Hindus utilize this aspect of the holiness of the cow to attack Muslims and other religious groups in the country. Lower-caste Hindus who consume beef are also criticized and, to some extent, lynched.  Therefore, beef consumption is restricted among Hindus across India since it encourages the killings of a sacred animal. 


Traditional Menu Choices in India
Indian cuisine is mainly influenced by the traditions across the Asian continent.  It means that Indian traditional food entails the same flavor foundations (Srinivas, 2011). It is essential to note that South Indian cuisine is quite different from North Indian ones.  Some of the common menu choices in India include Alco Gobi, Butter Chicken, Chana Masala, Palak Paneer, Chicken tikka masala, crisp papadum, fish curry, kebab, korma, and kofta, among others. 
Rationale for Regional Menu Items in the Country
One of the McDonald's regional menu items in India is Maharaja Mac. McDonald's came up with this product through a local adaptation approach. For instance, the company modified the Big Mac, which is its primary item, and came up with Maharaja Mac to suit the needs of Indians (Change, 2020). The rationale for this regional menu is that it aims at keeping with the local consumption or diet because it does not have a beef product. Therefore, the vast Hindus culture of protecting the cow is upheld by this menu.
McAloo Tikki Burger is another McDonald's menu item in India. The rationale for this item is that it is easy to make. For instance, its production only requires simple materials like potato, pea burger, tomatoes, onions, and mayo sauce (Change, 2020). Therefore, McDonald's is able to sell this product to many consumers since it is available at a lower price. 
McSpicy Paneer is another menu item in India. The rationale for this product is that it incorporates the wider vegetarian culture of people in North India. Also, McDonald's introduced this product to the menu because its production is not associated with beef. 
Similarly, McDonald's puts Masala Scramble Eggs on its menu. One of the relevance of this item in the menu is that it continues with Indian breakfast culture. This product is a replication of Indian's bhurji pav that is normally served buttered bread (Lakshminarasimhan, 2017). Therefore, McDonald's was relevant to put this product on its menu because many Indians love it. 
International Food and Beverage Research: Pakistan
Target Markets
McDonald's target market in Pakistan revolves around the rising middle class. Most Pakistanis have managed to secure employment opportunities in local or multinational corporations, thus acquiring income for sustenance. McDonald's understands that this is a perfect market since these individuals have disposable income. Most of these middle-class income earners are also attracted by this company's products regardless of the prevailing prices. McDonald's started an initiative of targeting people living in regions such as Karachi, Gulberg, and Nazimabad since they are working class and middle-income earners (Memon, 2016). These residents have the potentialities to buy McDonald's products hence increasing the company's volume of sale. 
Another target market for McDonald's in Pakistan is the rich or wealthier population. Most people perceive McDonald's as a company that is only constructed for the rich (Memon, 2016). Generally, wealthy Pakistanis are the target group because they can afford various items on McDonald's menu regardless of their prices.  
Culturally Prescribed Dietary Restrictions
In Pakistan, the consumption of pork and its products is deemed illegal. The genesis of this dietary restriction is based on the Islamic religion. Since the majority of Pakistanis are Muslims, almost the entire population only consumes what is halal (Majeed & Zainab, 2018). Non-Muslim people may consume pork because they are not bound to these restrictions. Such restrictions eliminate pork eating habits in Pakistan. 

Traditional Menu Choices in Pakistan 
The presence of various herbs and spices in Pakistan contributes to diverse and flavorful menu choices. Every traditional dish in this country is connected to a specific history. Some of the traditional menu choices include biryani, chicken tikka, seekh kabab, channa chaat, haleem, and Aloo keema, among others (Memon, 2016).  
Rationale for Regional Menu Items in the Country
One of the McDonald's regional menu items in Pakistan is Sausage. This company ensures that this product is not made from pork. It uses chicken as an alternative to pork when making sausages. Also, McArabia is another product on the McDonald's menu (Lakshminarasimhan, 2017). The rationale for this item in the menu is that it favors the consumption habit of the majority of Pakistanis, thus boosting the sales. Beef Big Mac Burger is another item on the menu. The rationale for this item is that McDonald's is able to buy meat products from suppliers that are trusted and accredited internationally. Therefore, consumers cannot reject these halal items.
Conclusion
Based on the above analysis, it is apparent that food and beverage companies should always evaluate consumption habits and dietary restrictions in various countries before starting their operations. This means that business activities should align with consumers' needs and expectations.   
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