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           This study delves into examining the marketing strategy used by Mc Donald's in two different countries. Any successful business conforms with the target consumer group; McDonald's must enhance this to maintain its long global dominance. Many organizations have crumbled because they lack proper research of their target audience.
           To further promote and sustain their global dominance Mc Donald's has been able to set up branches all over the world; in this case, we take a look at one of these countries; China. McDonald's has brought its services across the world's top china but to ensure that they succeed, we must look at the target audience. By this, we must understand the Chinese people's culture so as not to end up offending the people targeted by McDonald's. The Chinese are known to have some of the strongest attachments to their cultural beliefs; they have maintained this over the years despite invasions and centuries of invasions and battles.
           In China, organizations are known to operate mainly based on personal relationships between the consumer and the organization rather than obligations. According to extensive research carried out, the important point to note when coming up with the Chinese branch menu is there already exist large options in which the people can spend their money. Therefore, the best and most suitable approach is to be used. The franchise's location is also another key aspect that needs to be paid attention to; by this, not only the physical location but also the general handling of delivery from the franchise to the consumer's reach.
          Anyone who has visited a McDonald's store knows that the main menu is the famous McDonald's burger, offering various flavors. Other inclusive involves French fries, soft drinks, and other forms of desserts. Operating on a self-service basis, a customer is served from a counter and offered a receipt of payment of desired meal and proceeds on to the serving bay where they present the receipt, and in return, they get the desired meal. This is also the case for the franchise in China. The cultural belief is incorporated in the packing and the whole process at large.
           Further on in our research, the McDonald's menu's Chinese preferences are the famous Adopt beef, chicken, and pork. Due to the cultural preferences, it is noted that the Chinese prefer this highly over other choices preferred in other countries. This also involves various specifications according to the Provinces; it was noted that the preference is based on the differences in culture between the provinces. Further on, the target audience prefers their orders less fried, according to culture, is their way of sticking to dietary restrictions for health benefits. Amongst other preferences preferred, include less salty and also less spicy.
           A cultural target audience is quite delicate when trying to deliver a product; some slight differences make huge impacts if not looked into. In fact, we have had cases where franchises have ended up closing just because they didn't pay much attention to them. Some other culturally-based preferences noticed in the Chinese target audience are noted that most prefer fish. China is greatly known for fishing, which can have a huge psychological impact on people's menu preferences. It noted that Fish is a widely accepted flavor in the Chinese McDonald's market. Based on these culturally impacted preferences, the Chinese McDonald's target audience's desired menu must include the above-stated preferences.	


    McDonald's has incorporated study and extensive research in their marketing strategy as earlier seen in china. Another country that has been affected by cultural-based preference is India; with the vast expanding McDonald's global influence, it's only right that these studies are put into place in order to capture the target consumer audience. Based on these researches and study it's evident that Indian food franchise organizations are growing at a high rate per year. India is also known to possess deep cultural roots; they have managed to hold on to their cultural beliefs for centuries. This meant that the target audience needs scrutiny and study the cultural-based preferences.
           With the world's vast changing times, India has not been left behind; it has started opening its arms to the vast growing food franchise allowing many newcomers in the sector. Reports state that a huge population in India is below 40 years of age; to be more precise, a vast 70% of the Indian population is under 35. This is a positive aspect as it means that the economy has tremendous potential for growth. Further on explaining the vast growth of the food franchise business, the youths have shown a huge liking to the American brand of fast food, which is very beneficial for Mc Donald's. To be able to tap into the youth, the food franchise will bloom vastly. Furthermore, the organization has shown vast and skyrocketed growth in the sector, and it's up to McDonald's to tap into this and use it to their advantage. However, they have to incorporate extensive study and research into the target audience culture to ensure they deliver according to this huge potential target audience. McDonald's opened its doors for the first time in 2012 in India's capital, New Delhi.
           Research shows that this has not been as easy as it may sound; McDonald's has been forced to adapt to the target local audience regarding cultural beliefs and religion.
It is crucial to appease the target customer the franchise is compelled to develop the appropriate approach in terms of how they portray their product. This includes the process of delivery and the interpretation of the American-based commodity; the name, location, price, and product have to be in line with the preferences of the Indian market. The marketing strategy being used here is the standardization of their product to suit the market's needs.
           In India, the key aspect to focus on when delivering the most suitable menu is the customer's persuasion by meeting their best interests to get them to spend their money on McDonald's product. This is prone to change as time passes; therefore, it's crucial to have frequent upgrades on the products based on the changing adaptations with time. With that said, it's important to remember that in India, pork and beef are culturally and religiously preferable. Therefore, pork and beef are not the population's favorite, and any attempt to offer this in their menu would have a huge impact on the marketing strategy of McDonald's.
           The cultural-based preference is a crucial aspect to focus on while delivering the menu; research and study show that spices such as McCurry have a huge fan base. A menu that delivers on spicy delicacy is therefore to the advantage of McDonald’s. Chicken is also preferable by the target consumers; these are crucial points to note while developing the Mc Donald's Indian Brunch Menu.
           In conclusion, culture is a key aspect to focus on when implementing the McDonald's menu, amongst other key aspects that ensure a food franchise's success. In India, the target audience should be considered in terms of religious beliefs on dietary constrictions to develop the appropriate marketing strategy. The target audience in India is mainly young, and sales promotions should also consider; with all these factors, McDonald's will be able to maintain its global dominance and survive the rapidly growing competition.
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