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McDonald’s

Restaurant chains have become cultural icons. 
Table 13.2 lists those most identified with the 
United States.

Most influential, by far, is McDonald’s. 
The McDonald brothers operated a hamburger 
stand in San Bernardino, California, that offered 
a limited menu and used “assembly-line” proce-
dures for cooking and serving food. Ray Kroc 
first visited it in 1954 and, the following year, 
in partnership with the McDonald brothers, 
opened the first restaurant (Ritzer, 1993). By 
1998, McDonald’s had about 25,000 restau-
rants in more than 110 countries. In a 1986 
survey, 96% of the schoolchildren surveyed 
could identify Ronald McDonald—second only 
to Santa Claus in name recognition. 

When McDonald’s opened its first res-
taurant in Singapore in 1982, it quickly 
became the largest-selling McDonald’s in the 
world. In early 1990, McDonald’s opened its 
first restaurant in Moscow. One journalist 
described it as the “ultimate icon of Ameri-
cana.” Russians were unaccustomed to eating 
finger food, and Russian workers were unac-
customed to smiling and looking customers 

directly in the eye. McDonald’s knew it was selling U.S. popular culture and kept much of the 
product the same. In 1992, McDonald’s opened its largest restaurant at that time in Beijing, with 
700 seats, 29 cash registers, and nearly 1,000 employees. On its first day of business, it served 
about 40,000 customers (Ritzer, 1993). Today, McDonald’s has some 1,700 restaurants in China 
and plans for more.

What “message” representing the United States does McDonald’s communicate to the world? 
Ritzer (1993) identified the principles of the fast-food restaurant that are coming to dominate more 
and more sectors worldwide. He calls this the “McDonaldization of society.”

•• Efficiency. The McDonald’s fast-food model offers an efficient method of satisfying many 
needs.

•• Quantification. Time is quantified in terms of how quickly one is served, and quantity (“bigger 
is better”) becomes more important than quality.

•• Predictability. The food McDonald’s serves in Baltimore is essentially identical to the food it 
serves in Houston. It offers no surprises.

•• Control. Employees are trained to do a very limited number of things, and customers as well 
are controlled through limited options.

Table 13.2 � Top U.S.-Based International Franchise 
Restaurant Chains, Ranked by 2011 
International Sales

International 
Chain

Units Outside 
the U.S.

International  (Non-
U.S.) Sales (in million $)

McDonald’s 18,710 44,985

KFC (Kentucky 
Fried Chicken)

11,798 14,700

Burger King   4,998   6,200

Pizza Hut   5,890   4,800

Subway 10,109   4,600

Domino’s Pizza   4,422   2,900

Starbucks   5,727   2,289

Wendy’s       693       983

Dunkin’ Donuts   3,005       584

Dairy Queen       802       433

Source: The Global 30 (2012).


