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Introduction: Mc Donald a symbol company of globalization
Mac Donald's is the largest chain of rapid restoration of the world. Although McDonald's neither invented hamburger nor the rapid restoration, its name almost became synonymous about it. With more than 31.600 restaurants throughout the world, the brand became a symbol of globalisation and prevalence of the American culture.


Which strategy made Mac Donald’s one of multinational most profitable over the world? How Mac Donald’s has conquered the world in twenty years?


We are going to analyse the situation of Mac Donald’s today the risk of the anti globalisation tendency and his strategy in three parts:

· Mac Donald’s a symbol company of globalization 

· The perverse effects of Globalization on Mc Donald’s

Adaptation to the drawbacks of globalisation
1) Mc Donald a symbol company of globalization

1.1) The history of the process of globalization

After the born of the company in 1937 in United States, Mc Donald quickly grows in the United States and the fundators decided to have a plan of internationalization to develop the chain of restaurant. Mc Donald starts its process of internationalization in North America (Canada and British Colombia) after the Second World War in 1967. The first step was to develop Mc Donald in North America and to see the importance of a potential market in the other country. The Big Mac is invented in 1968, it will be the star of the burgers of mc Donald in all the countries.After that, the company open its first restaurants on others continents.
The first Asian Mc Donalds open in 1971 in Tokyo and it was the first strong symbol in the globalization in Mc Donald. And the same year a restaurant was open in Europe for the first time, in Amsterdam in the Netherlands. In 1974, the first restaurant in England opens in London, it is already the 3000ème of the company.
In 1975, the first mc drive is invented in the United States, it will quickly be developed in all the countries.
In 1979, Happy meal which is the menu for the children is adopted in all the restaurants.
In 1983, Mc Donald launches Chicken Mac Nugets to conquer some countries where the chicken is important in the food practices
Later, Mc Donald will complete his process of presence everywhere in the world with the first open restaurant in Africa in 1992.
Let us note that Mc Donald made a success of his incredible bet of expansion thanks to the success of his restaurants in each country where the company was established. This success can be explained initially by a strong marketing process (good, not expensive and rapid) but also Mc Donald had a strong image thanks to the predominance in the world of the American culture (movies, music, clothing…)
Recap of the expansion of Mc Donald in the world (the key countries)

The date of the opening of the first restaurant in the country

	Switzerland
	1976

	Bresil
	1979

	Malaysia
	1982

	Italy
	1985

	Turkey
	1986

	Hongry
	1988
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Yougoslavia
	1988

	Russia
	1990

	Morocco
	1992

	India
	1996

	Canada
	1967

	Costa Rica
	1970

	Japon
	1971

	Panama
	1971

	Australia
	1971

	Germany
	1971

	France
	1972

	Sweden
	1973

	England
	1974

	Honk Kong
	1975


Mc Donald is the world leader of fast food industry, his restaurants are present in the largest cities of the world. The leader of Mc Donald try to find strategic positions near the center of the cities but these openings are discussed, Mc Donald is moreover the emblem of American hegemony
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In several countries, Mc Donald put had a lot of difficulties to be introduced as in Russia for example because in particular the cold war and the image of United States In 2004 in russia, a law was voted to limit the number of fast food and to close the restaurants which would be on touristic places.

In response of that, mc Donald developed a policy of regionalization, the company developed in certain areas some burgers with the local specialties 

1.2) Mc Donald today in the world

Today Mc Donald is present on the 6 continents, in 119 countries.

It represents 31000 restaurants with 1,5 million workers and 46 million meals per day.

Other companies are also the property of Mac Donald' S like Aroma Café, Boston Market, Chipotle Mexican Grill, Domino Pizza and Ready To eat. These acquisitions are the proof of the leadership of the company in the fast food industry.

Moreover, Mc Donald still continues his internationalization, we can evoke this statistic: every 5 hours a restaurant opens its doors in the world! That shows a behalf of Mc Donald to develop quickly its chain of restaurant all around the word in order to precede its concurrent.
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Mc Donald Word localization map
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You can find Mc Donald restaurant in China, in Bolivia or in the pacific island. Sometimes the companies are compared with the British Empire with its apogee so much it is present in the world.
In 1995, we could see appearing the term of “Mc Donaldisation” employed by George Rizer in his book 'Mc Donaldisation of society» .
This term is about the omnipresence of the company in the society. The switch of traditional restaurants by Mc Donald restaurants and the behavior of the consumers who tend to eat more fast-food in all the countries where Mc Donald is present
1.3)The policy of standardization 

In its strategy of globalization Mc Donald adopted a policy of standardization, the company set up the same mix marketing all around the world.

Firstly, Mc Donald invests much money in publicity and has the same advertising strategy in all the countries. After, all the employees work in the same way with unique methods and uniforms in each country.
About the products, the same burgers is cooked with the same ingredients and is proposed with same names (except in Canada) and with same quality. Lastly, Mc Donald set up similar restaurants with the same configurations, the same decorations (except in the restaurants with themes) and the same services
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Under the effect of the globalization, the tastes and the needs for the mass of the consumers have a tendency to converge for all the countries of comparable standard of living.
Moreover attitudes as regards the needs in food of the consumers are largely inspired by the United States and Mc Donald use this “Americanization”
This policy of standardization combined to the force of the globalization and Americanization proved to be a important key factor of success in the development of the company all around the world

However there is a risk; the important success of a strategy of standardization can become delicate to manage because the consumer can have the feel of effect “too considering” for turning again to a more original offer
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1.4) The BigMac index

 Definition of the BigMac index


The Big Mac index is an indicator of purchasing power parity (PPP), invented by the magazine The Economist in 1986. Initially proposed as a joke basis, this index became a subject of serious study for several economists.
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Each year, the weekly magazine The Economist draws up the list of the various prices of Big Mac in the principal geographical areas. The index celebrated its twenty years of existence in May 2006.

 Why use the BigMac index


One of the main difficulties of the establishment of the Purchasing Power Parity is the choice of the batch of products allowing international comparisons. Measurements of Purchasing Power Parity, carried out by the international organizations often include thousands of products and their composition is dependent on each studied geographical area.

The Big Mac index has several advantages: its measurement is easy; The composition and the sale of Big Mac require like inputs at the same time raw materials (bought on the local markets), of the services (cooks, salesmen) and of the buildings. The production costs are calculated with just by the managers of McDonald's and the selling prices are fixed nationally by the firm. However, it’s very dependent on the marketing policy and marketing position of McDonald's.
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The “Big Mac” is sold every year in more than 900 million example burgers all over the world: 
· 550 million in the United States,
· 170 million in Japan, 
· 60 million in Canada…
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 The BigMac index on July, 2007 by “The economist”
 The Hamburger Standard (based on July, 2007 BigMac Prices)
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	Country
	BigMac Price
	Actual
Exchange Rate
1 USD =
	Over(+) / Under(-) Valuation against the dollar, %
	Purchasing Power Price

	
	in Local Currency
	in US dollars
	
	
	

	United States
	$ 3.41
	3.41
	1
	---
	---

	Argentina
	Peso 8.25
	2.586
	3.1902
	-19.7542
	2.56

	Australia
	A$ 3.45
	3.095
	1.1147
	-4.01
	1.07

	Brazil
	Real 6.9
	3.8128
	1.8097
	9.963
	1.99

	Britain
	£ 1.99
	4.0629
	2.0416
	26.031
	0.6173

	Canada
	C$ 3.88
	3.9547
	0.9811
	15.1768
	1.13

	Chile
	Peso 1565
	3.0972
	505.3
	2.7113
	519

	China
	Tuan 11
	1.4635
	7.516
	-54.4971
	3.42

	Colombia
	Peso 6900
	3.3698
	2047.58
	4.6601
	2143

	Costa Rica
	Colon 1130
	2.1443
	526.977
	-33.3937
	351

	Czech Republic
	Koruna 52.9
	2.71
	19.52
	-17.0082
	16.2

	Denmark
	Dkr 27.75
	5.2642
	5.2715
	63.5208
	8.62

	Estonia
	Kroon 30
	2.7087
	11.0755
	-15.8503
	9.32

	Eygpt
	Pound 9.54
	1.6965
	5.6234
	-49.8524
	2.82

	Euro area
	€ 3.06
	4.3239
	0.7077
	28.4584
	0.9091

	Hong Kong
	HK$ 12
	1.5469
	7.7575
	-51.9175
	3.73

	Hungary
	Forint 600
	3.37
	178.039
	2.7865
	183

	Iceland
	Kronur 469
	7.6429
	61.3644
	157.4783
	158

	Indonesia
	Rupiah 15900
	1.7551
	9059.3
	-45.4925
	4938

	Japan
	¥ 280
	2.3926
	117.029
	-25.6595
	87

	Latvia
	Lats 1.39
	2.7536
	0.5048
	-16.7987
	0.42

	Lithuania
	Litas 6.6
	2.701
	2.4435
	-17.3317
	2.02

	Malaysia
	Ringgit 5.5
	1.6007
	3.436
	-50.2328
	1.71
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Mexico
	Peso 29
	2.6681
	10.869
	-17.1037
	9.01

	New Zealand
	NZ$ 4.6
	3.4994
	1.3145
	8.7866
	1.43

	Norway
	Kroner 40
	7.3851
	5.4163
	138.17
	12.9

	Pakistan
	Rupee 140
	2.3083
	60.65
	-28.277
	43.5

	Paraguay
	Guarani 10500
	2.0806
	5046.64
	-38.4541
	3106

	Peru
	New Sol 9.5
	3.0937
	3.0708
	-3.9338
	2.95

	Philippines
	Peso 85
	1.9034
	44.6564
	-40.8819
	26.4

	Poland
	Zloty 6.9
	2.5915
	2.6625
	-19.6244
	2.14

	Russia
	Rouble 52
	2.0825
	24.9698
	-39.1265
	15.2

	Saudi Arabia
	Riyal 9
	2.3996
	3.7507
	-25.3473
	2.80

	Singapore
	S$ 3.95
	2.682
	1.4728
	-23.9544
	1.12

	Slovakia
	Koruna 61.3
	2.5589
	23.956
	-24.8622
	18.0

	South Africa
	Rand 15.5
	2.2609
	6.8557
	-29.8394
	4.81

	South Korea
	Won 2900
	3.1584
	918.19
	-1.8722
	901

	Sri Lanka
	Rupee 210
	1.8404
	114.107
	-48.2941
	59.0

	Sweden
	Skr 33
	5.0969
	6.4745
	53.5254
	9.94

	Switzerland
	SFr 6.3
	5.3435
	1.179
	66.2426
	1.96

	Taiwan
	NT$ 75
	2.2999
	32.61
	-28.5495
	23.3

	Thailand
	Baht 62
	1.9558
	31.7
	-39.1167
	19.3

	Turkey
	Lire 4.75
	3.9786
	1.1939
	18.1003
	1.41

	UAE
	Dirhams 10
	2.7223
	3.6733
	-15.335
	3.11

	Ukraine
	Hryvnia 9.25
	1.798
	5.1445
	-45.5729
	2.80

	Uruguay
	Peso 62
	2.7041
	22.9279
	-25.4184
	17.1

	Venezuela
	Bolivar 7400
	3.4438
	2148.8
	-1.7126
	2112


How to read this table:


 In this case, the goods is one Big Mac. 
For example, if a BigMac costs €3.06 in the countries that use Euro and costs $3.41 in US, then the PPP exchange rate would be 3.06/3.41 = 0.8973.
If the actual exchange rate is lower, then the BigMac theory says that you should expect the value of the Euro to go up until it reaches the PPP exchange rate. If the actual exchange rate is higher, then the BigMac theory says that you should expect the value of the Euro to go down until it reaches the PPP exchange rate.

The Over/Under valuation against the dollar is calculated as:
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(PPP - Exchange Rate)         
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1.5) McDonald, symbol of “junk food”?



1.5.1) Junk food definition      


The term was created by Stella and Joel de Rosnay in their book: “The Junk Food”. It is question of naming a type of food which does not cover the physiological needs because too fatty, too sweetened or low in nutrients. This definition is always used but the meaning of the word was extended to a more total criticism also denouncing the model capitalist and the consumer society.

The “junk food” is often symbolized in France by McDonald's, but this criticism extends to the food industry from agriculture to the distributors. 
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By Mike Smith, Las Vegas Sun, for USA TODAY



1.5.2) José Bové, alter-globalization against “junk food”?

[image: image23.png]2%

CCI NICE COTE D'AZUR
e ———————




A representative of the camp of the opponents is Jose Bové, he is a farmer from Larzac. His legitimacy is questioned by farmers’ suppliers of the chains of Mac Donnald’s.

The fact which made him famous is on August 12, 1999, the destruction of McDonald's site in Millau.

It was about a protest against the punitive taxation on behalf of the United States of certain imports of European origin of which the cheese of Roquefort, following the refusal of the European Union to import ox with the hormones of the United States. McDonald's, company symbolized all claims of manifestantes at the same time the “junk food” and capitalism. 

Jose Bové has been judged for this action and condemned to a prison sentence but that made him famous. 
1.5.3) Mac Donald's answers

Mac Donald's answers by saying that it is provided near local farmers and that its products are of less quality. Moreover, a moderate consumption of this food is not harmful for health. It is the repetition and the lack of variety which can prove to be disconcerting for the health.

Whereas what the opponents reproach, it is the too energy value (calories) of this food (fat and sugar).


[image: image7.png]U.S. - Big Mac®





One Big Mac is 1/3 of calories of your daily needs (560 calories), almost half of your requirements in fat and almost as many your requirements out of sodium…

2) The perverse effects of Globalization on Mc Donald’s
2)1Mc Donald’s is under pressure

2)1.1 Political pressure

As a consequence of its worldwide presence, Mc Donald’s is submitted to the policies applied in the countries where it owns its outlets. Moreover, Mc Donald’s is well known for proposing products with high quantity of salt, sugar and salt which is going against some policies against obesity. That’s why Mc Donald’s is under pressure of politicals, like it was the case with the UK public health minister Melanie Johnson in January 2005.


Indeed, the minister has accused Mc Donald’s of sending “contrary messages” in the battle obesity and has succeed in forcing the fast food to make a big reduction of salt in food. Furthermore, she also made remarks on the two-for-one burger promotion but a spokeswoman for Mc Donald’s UK has highlighted that she had not specifically mentioned the company and that she had added that the Mc Donald’s Christmas campaign had been adult-oriented and responsible.


The EU has also informed Mc Donald’s that the companies must stop to make advertising junk food to children within a year and the EU health and consumer affairs commissioner has threatened to take legal measures if the enterprises like Mc Donald’s don’t manage to solve the problem by themselves. Indeed, according to him, the problems of obesity in Europe, and especially children obesity, need to be tackled urgently.

2)1.2Workers pressure

The Oxford English Dictionary defined the word Mc Job, used to design the workers of Mc Donald’s as a “low-paid, low-prestige, low-dignity, low-benefit, no-future job in the service sector”. These bad working conditions encourage more and more workers to join trade unions and to fight against their situation by the intermediary, for example, of the Mc Donald’s Workers Resistance and the Workers Resistance against Mc Donald’s. These associations of workers defence fight for increase the number of unionised employees and also at the aim that any Mc Donald’s workers benefit from the same rights as every other worker.

To react against this perception of the Mc Job, the company made a website, www.MakeUpYourOwnMind.com, to correct this negative image to explain that working for Mc Donald’s is a good opportunity for unskilled workers to find a job in a good company in which they can be rapidly promoted. This obviously had improved the image of the Mc Jobs and moreover, according to the Financial Times, Mc Donald’s belongs to the top 50 UK best workplaces in 2007 which is a good argument for the firm to tighten the pressure of its workers.


2)1.3 Association pressure

Over the last 50 years, Mc Donald’s has caused the deaths of tens of billions of cows, chickens and pigs in cruel and ruthless conditions for the profits of the Corporation. As a consequence, the “Golden Arches” Company is the target of associations fighting for animal rights, like PETA (People for the Ethical Treatment of Animals) which lead an Anti-Mc Donald’s campaign in September 1999. Other associations are also attacking the company for animal cruelty, like Greenpeace by its participation in the Mc Libel trial.

With globalization, this kind of protests are present all over the world, even in Korea where a civic group Citizens’ Movement for Environmental Justice (CMEJ) held a campaign to highlight the damages caused by Mc Donald’s since 50 years to people and to environment. The message delivered during the campaign was that the company “had standardized people’s taste all over the world and made children and the earth ill” and the group showed its involvement by promoting the Korean version of “Super Size Me”.

2)1.4 Medias pressure

Globalization leads the world in a place where information spreads very rapidly and hits a maximum of persons on the whole world. As a result, Medias are a very efficient tool of globalization to deliver a message and that’s why, since the years 2000, Mc Donald’s is living under this pressure.

Indeed, this started with the book industry and especially with the publication in 2000 of the Eric Schlosser’s book named Fast Food Nation criticizing the fast food industry and especially Mc Donald’s for the working conditions of employees and the relationships between burger and obesity. For example, he describes his visit of a laboratory where scientists are recreating the smell and taste of cooked meat or strawberries for the count of fast food companies. He puts also into the light the high level of additives on French fries and milkshakes. This best-selling book gave ideas to Hollywood and last year an adaptation with Patricia Arquette, Ethan Hawke and Avril Lavigne was made on cinema, named The Dark Side of the All-American Meal and dealing with the story of young fast-food workers.

Moreover, two years before, in 2004, an other movie had undermined the Mc Donald’s reputation, this was more precisely a documentary realised by Morgan Spurlock, Super Size Me in relation with the name of the king size of meals available in Mc Donald’s outlets. In the movie, Morgan Spurlock is eating nothing but Mc Donald’s during one month and is monitored all the long by doctors who had strongly recommended him to stop the experience after the 30 first days because of his 25-pound increased in weight and the serious effects on his liver and his health in general. It can be noticed that these Super Size meals were no more proposed by Mc Donald’s.


Although Globalization is part of the Mc Donald’s success, it had also reinforced the pressure under the company which is now stronger and global.

2)2 Mc Donald’s is under attacks
2)2.1 The Mc Libel Trial

In 1990, Mc Donald’s was involved in the trial the longer of the British history, the Mc Libel Trial,  in which it was attacked by a former postman, Helen Steel, and a gardener of London, Dave Morris, members of the Greenpeace association. They accused the company of being responsible of cruelty towards animals, of exploiting children through its marketing methods and of offering bad working conditions. At that time, Mc Donald’s still had a strong influence and in 1997, it won the case and was even awarded £40,000 on appeal. Nevertheless, the judge recognised after the trial that Mc Donald’s unables its employees’ unionisation, is responsible of cruelty on animals and uses children weakness in its marketing campaigns.

But this was only the first part of the Mc Libel Trial, because the 15th February of 2005, Mc Donald’s lost the second part of the case in front of the European Court of Human Rights which is less tolerant for FMNs than the British laws and which ruled that the case had been unfair. Totally, the trial cost 15 millions euros during these 15 years and was qualified of the biggest disaster of History for a company in terms of public relations and even more when we learned a bit later that Mc Donald’s had contracted four private detectives to infiltrate the London Greenpeace campaign group.

2)2.2 Anti-Mc Donald’s movements

The fame of Mc Donald’s and the negative image of the brand becoming worldwide, the company is logically the target of numerous critics which are increasingly engaged and violent. For instance, it has been established that the 16th October is the Worldwide Anti-Mc Donald’s Day and that every year in the 2nd or 3rd week of October, a Global Week of Action Against Mc Donald’s is held. Indeed, the perception of the company is worse year after year and it is illustrated by an Observer’s survey about the least ethical corporations in UK. Last year, for UK consumers, Mc Donald’s ranked first of these unethical corporations, “better” than Nike, ranking second. That is also proving that, 15 years ago, Mc Donald’s was a trendy and modern brand and now is more a tired brand.


These activities are organised to force Mc Donald’s to change and to demonstrate against 5 major points which are environment and animals, nutrition, employment, advertising and monoculture. People involved in these strikes wants to show to the world that Mc Donald’s is responsible of the death of hundreds of thousands of cows per year and of destructing tropical forest for ranching. It is also accused of being responsible of serious diseases, of exploiting children by marketing methods, of exploiting their employees and of destructing food cultures by proposing a too small range of products.

2)2.3 The target of anti-American reactions

Unfortunately, Mc Donald’s is not only the victim of anti-Mc Donald’s reactions but also anti-American ones; at the same level that Coca-Cola or Nike, Mc Donald’s is  representing the United States and its values of capitalism and globalized economy. That’s why the company is more and more suffering from attacks which messages are usually aimed at the American administration and not specifically at itself.

We had a good example of it in France in 1999, the EU forbade the importation of American meat which was supposed to contain hormonal products and as a response, the US decided to increase duty taxes on French cheese. Nevertheless, as everyone knows, French people, for the majority, have a negative conception of Globalisation and they didn’t wait a long before reacting against this American decision. Lead by the now-well-known José Bové, a group of anti-globalists demolished a Mc Donald’s restaurant of a franchise in Millau.

Moreover, in 2004, Russia launched a new law to protect its territory and, unofficially to tighten the presence of Mc Donald’s in the country, which forbids the installation of fast food in some key-places of the architectural inheritance. This phenomenon shows the scare of some countries of the American imperialism which pollutes cities with their outlets and answers to this scare by laws of protectionism.
Nowadays, Mc Donald’s is suffering more and more attacks and obviously it has more difficulties to react to all of them. However, 15 years ago, the company was also a symbol of capitalism, wealth, so a target of this growing anti-globalist movement but now, it can’t anymore rely on the strength of its brand to defend itself, like it was the case in the Mc Libel Trial.


2)3. Mc Donald’s reaction and adaptation face to attacks


2)3.1 Mc Donald’s reactions

After being many time the target of many kind of attacks since 1990, Mc Donald tries to react and to change its declining brand image into a dynamic and fair one. But how could they do?
First at all, following the last attacks, Mc Donald decided to call an extraordinary assembly in order to fight back. This assembly had as a goal to focus on the major points on which the “alter-globalization” attacked. During these “council of war” (That’s the name The Mc Donald Corp. Calls gave to these assembly) many points were approached:

· Food & Heath care
· Products & Responsible purchasing

· People & Human resources

· Environment

· Ethical marketing

We are going to briefly and clearly explain the main points of each category:

1. Food & Health care

During many years Mc Donald has was held responsible for world weight problems. As we saw before, Mc Donald and its fatty products were the favorite targets of the detractors of the “evil puffs out”. The company reacts by proposing to its customers a broader choice in the menus. We thus note the appearance of salads declined in several forms. But we also note the apparition of many different “Happy Meal” menus in order to allow a broader choice and to give alternatives to the hamburger. Moreover, these menus are created to fit with the daily energy needs for the children. In addition, we note also an effort of legibility on all the sandwiches by the use of pictograms to inform on the caloric intakes of the sandwich.

However, Mc Donald does not focus its policy only on the improvement of its menus.
 Indeed, the firm being also synonymous with lack of sport, laziness, it decided to invests itself in a sporting campaign by creating temporary surfaces for sport in the downtown area to allow children to discover the fencing, the tennis as well as the basketball Thus, the children can with leisure initiate themselves with the sports and, the restaurant is not only anymore a place of meal but one where they can practice a new sport.
2. Products & Responsible purchasing

As we know, Mc Donald is a huge purchaser of food. By being in such position, Mc Donald has a unique opportunity to leverage its influence on its providers. By this way, they can influence to held shape and impact social but over all they can also influence its providers on environmental problems, animal welfare, food safety and quality issues. In example we can quote the will of Mc C to have a traceability of the products of origin GMO

3. People & Human resources
As we saw before, Mc Donald’s job used to have bad reputation through the Oxford’s definition. By the way they now want to transform the definition which gives a bad image to a new better image. But how can they move to a fair and clean image?

By using the internet and forums, the firm pushes its collaborators to testify on the working conditions to change the public’s perception. They also launched television campaign to change the Mc Job’s image in the public’s mind.
4. Environment
More and more, we assist to an effort from Mc Donald to improve the environmental impact of its restaurants.

We can divide this fact in two points:

· The visual impact of restaurants in the downtown area or in touristic areas.

· By the use of wood in restaurants, Mc Donald uses natural products which do not denature site (i.e: In ski resorts, restaurants have to be in wood and have a chalet style).

· The use of recyclable products for food boxes, furnishings and restaurant interiors.
5. Ethical marketing

After many plaints against Mc Donald for unethical marketing, the firm decided to have another approach of their targets: Children. As we saw before, Mc Donald used to be judged for it during the Mc Libel trial. 

Then Mc Donald changed its approach into not aiming the children more directly but into incentive the parents to come with the children. Thus advertising campaigns showing of the grand-parents with the little children at Mc Donald appeared. So in a word Mc Donald Mc C does not wish any more attract children thanks to the toys of the ”Happy-meal” but thanks to the parents who want to spend a pleasant moment with their children.

In another hand in order to make teenagers and students more faithful they develop free Wi-Fi connections in all the restaurants which allow some of the customers who don’t have internet at home to profit of a meal to check their e-mails or navigate on the web. By the way they also attract businessmen who want a quick lunch and an internet connection.

They are turning into a new market which is located between the fast food and the cyber coffee 
i.e: Mc Donald wants to change its image about laziness and leak of sport by inducing to do sport. Above a Happy meal box with a sport gift instead of a toy.
3) Adaptation to the drawbacks of globalisation

3)1 Evolution of the image of Mc Donald


Mac Donald suffered, in the last ten years, from a negative image because of the changes in the population, and in the consumer’s behaviours. As a matter of fact, this firm is an emblem of harmful food all over the world, because of the negative effects of the hamburgers. The mix of salt and sugar is quite more harmful for the health of the consumer because the lubricate is not eliminate but stored by the human body. 


In consequences, Mac Donald has to found new policies to change these bad feelings of consumers all over the world. But what are the reactions and the projects of this global firm to change that?

Mc Donald’s, a member of the family's consumer


First, Mac Donald’s is trying to appear really closed to consumers. This company invests in his socials and humans projects. For instance, the Ronald Mac Donald’s foundation was created in 1994 to provide housing to the parents of ill children, by the creator of Mc Donald, Ray Kroc. Mac Donald’s built 250 buildings in many countries. These houses could accept 5000 parents. For example, in France, this association is present in seven cities (Paris, Villejuif, Marseille, Lille, Bordeaux, Strasbourg, Toulouse). 
In addition to that, Mac Donald’s is delivering, since 1999 the price for the most emotional family. Mac Donald’s is also providing subsidies to humanitarian associations (For Healthcare or social problems). One more time, Mac Donald’s is trying to give itself a sensitive image of a real «family» company. Moreover, Mac Donald’s created in these restaurants area for children in order to play. In this point, we can also see that Mac Donald’s is trying to be a place for family meal, a calm place where it is possible to talk easily. They want to give the impression that it is a close friend area, and the marketing policy of this company is made for the parents and also for the children, because they are the futur consumers of the Mac Donald’s products!

Mac Donald’s attentive to the environment


Other important point: Mac Donald’s try do some effort also for the environment. In fact Mac Donald’s adopt since a few years a new policy of sustainable development. To explain this new ecological policy, Mac Donald’s has created a newspaper in France, for Example: the « Ecojournal ». This document emphasize principal points of the Mac Donald’s action: the energy consumption, the treatment of packaging, of the waste, and it explain the integration of the company in the global process of sustainable development. So this firm is collecting and recycling all these detritus. For instance, the oil used to do French fries could serve to produce bio fuels. The cardboards boxes of hamburgers, or the batteries used by Mac Donald’s toys. 
Following point, Mac Donald’s wants to facilitate the reduction of waste in these restaurants and save the natural resources. 
For example, this company build all the new restaurant with ecological materials (Wood). Plus, in his proper production, the firm used a majority of recyclable materials (recyclable paper), and materials which could be re-used in the production process of the company. 

Mac Donald’s make also an effort to protect the environment of each restaurant about the whole pollution these one could do. For example, sound pollution, olfactive pollution or visual pollution. 

Mac Donald’s: a new kind of « restaurant »


Also, in order to change his image, Mac Donald’s launch in 2003 a new campaign, « I'm loving it », in 100 countries all over the world. This campaign aims at showing that Mac Donald’s is attentive to the effects of these products on the health of consumers, and to the quality of the products. As a matter of fact, Mac Donald’s has got standards for the quality of the ingredients. For example, Mc Key, the main supplier of beef and veal is selecting the meat for Mac Donald’s. Moreover, Mac Donald’s offer now a diversified ranges of products. For example, this firm sells salads or varied food (for children). With this kind of menu, the firm is making some effort to escape from the traditional sandwich, the hamburger, and more exactly, the « Big Mac ». 
Mac Donald’s wants to show a more dietetic image nowadays. That's why, the company want partly to modified his image with the design of these restaurant. This firm engaged designer like Franco Costa in Italy, or Philippe Avanzi in France to imagine new concepts for the restaurants. This new style contributes to modify the image of the firm. The installations are closer to a real restaurant than a fast food.
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Mac Donald’s a sport partner


The firm tries to do some effort to sponsor sport events. We have seen before that Mac Donald’s was an Olympic partner of the Olympic Games in Athens. In fact, the firm was the only provider of sandwiches and soda in the Olympic stadium during the competition. This contract has been firmed   for four games, to the London Olympic Games. 
In addition to that, Mac Donald’s is a partner of the soccer world cup, and the company want to associate the image of this sport to Mac Donald’s, especially in these advertising. For example, Fabien Barthez, the goal keeper of the French world champion team, participate to the French advertising campaign after the 1998 world cup.
 Also, Mac Donald’s realize the « McDo Sports Tour » in France. This events aims at organize competitions between children in many sports (For example: Tennis, Basketball or Fencing). With this kind of events, the company
A national  economic partner


Finally, the last argument of the firm in front of the complaints is concerning the negative global effect: Mac Donald’s is sustaining national economies with these activities. For example, this firm is purchasing all its principal products in the country where it is sale. That's why, in Europe, Mac Donald’s is sustaining the agricultural sector, and more exactly the beef production. This firm is also the first toys purchaser with the Happy Meal in France! Furthermore, the company is fighting against macro-economics problems in our country: unemployment. It is quite easy to work for Mac Donald’s in France, especially for students. Mac Donald’s launch a program in the previous decades to provide a job in a Mac Donald’s to student in order to permit them to pay their studies. Even if these « Mac Job » are low paid jobs, and really uninteresting jobs, they could help some student to pay their studies without contracting a loan at he bank. So the company is creating wealth in the settled countries: employment, Building construction, purchasing.

3)2. Diversification: Mac Donald’s changes of strategy

Mac Donald’s is diversifing these activities


In this part, we will talk about the diversification of Mc Donald in front of globalization, and several changes of strategy in the previous ten years. As we said previously, Mac Donald’s try to change his image of traditional « fast food ». As a matter of fact, Mac Donald’s would diversified these activities and compete with other societies like café, for example. So, Mac Donald’s will open some café in Europe, and more exactly in France (At present, in Paris and Lyon). The firm will sold some good quality coffee, like Starbucks or Second cup. However, to diversify his offer, Mac Donald’s will make different café (design...) and the firm will offer to his customers a free wireless internet access while all the competitors demand to their customers to pay. Mac Donald’s has firmed a contract with Meteor Network to expand his wireless network. We can see through this example that Mac Donald’s is now looking for some quality in his offer. Further more, Mac Donald’s launch a new kind of activity in some regions: the Delivery. In Asia, for instance, Mac Donald’s deliver these products to the housing of the consumer. These evolutions made a real contrast with the original activities of the firm: a traditional American fast food, with standard restaurant, and an exclusive distribution behind the counter. This new method of « Mac Delivery » is used in Asia (For example: in Singapore).

Products adapted to the consumer



There is also an evolution of the Mac Donald’s products during the last ten years. Sandwiches are more and more adapted to the consumer and these proper characteristics. For instance we could see in our country an adaptation to the French gastronomy ( « Mac tartiflette », « Mac raclette »), or to the french events. During the rugby world cup, Mac Donald’s created proper products (« le drop Italien », « l'essai Français »...). 
This strategy is adapted to the demand of diversification of the consumer, and this demand will more and more change in the future. Moreover, this method permit to the firm to test products and launch new sandwiches on the market adapted to the new tastes of the consumer.


Mac Donald’s has always some difficulties


However, Mac Donald’s has always some difficulties, really hard to resolve. Has we could say previously, the human resource policy of Mac Donald’s is really atypical and has some positive effects, especially for students. But it is one of the most important problems of the company. That's right, there is a turn over very important in the company. 
It is current to meet employees who are in the company since less than one week! This fact induces a problem of productivity, even if the labour cost is really cheap. Furthermore, Mac Donald’s has to adapt the production method to each country because of local policies. 
The working legislation is quite different in Europe, than in Asia, or in North America! 
For example, It is easy in North America to open the restaurant whenever the firm want, and to employ and lay off workers because of a good or an unfavourable economic situation. Moreover, the legislation for food components or conservation of ingredients is different, sometimes because of protectionism between countries... 
So Mac Donald’s is not always purchasing cheaper product, but national product, to be in rule. Other point, the competition is always important to this company, and Mac Donald’s has to be reactive in front of new challengers.
4) Conclusion
As a conclusion, we can focus on some main points. Whereas, Mac Donald still face some difficulties really hard to resolve we can say that Mc Donald is trying to change its brand image.

 As we saw above they try to widen its offers and to target families instead of children (problem with targeting children via toys). By being present in sport and not only Olympic Games, Mc Donald tries to induce its customers to practise sport.

However one main problem still resists in public minds about the Mc Job. Even if they launched an open website to allow its workers to testify on the carrier opportunity and openness, Mc Job image is still perceived as an ingrate job.

In fact the main problem is about the US representation all over the world. In a way that’s why Mc Donald is took so often as a target.
So, we can legitimacy ask ourselves if Mc Donald Corporation will be able to solve its problem.
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