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chocolate cookie sandwich with a 100-year 
tradition that sells well in the United States. 
Kraft learned that Chinese don’t like treats 
as big or as sweet as is typical in the United 
States. Kraft first adjusted to that. It then 
added green tea ice cream flavor and later 
other flavors popular in Asian desserts—rasp-
berry and blueberry and mango and orange. 
Oreos are now the top-selling cookie in China, 
surpassing a local product. Kraft is no longer 
so much selling a U.S. icon as a product that is 
desired by local tastes and customs.

The counterargument to cultural impe-
rialism is that no surveys show that people 
are becoming more alike. While media flows 
globally, people receive and use the messages 
differently. Global marketing may symbolize 
the lifestyles that people aspire to, but evi-
dence grows that local cultures have taken on 
a renewed significance as political movements 
promote local cultures and local identities. 
Finally, there is evidence that cultures do not flow in only one direction. Salsa music originated in the 
Caribbean but is now known worldwide, as are Ethiopian and Thai cuisines. German game shows and 
a Brazilian soap opera are popular on Cameroon television. And international students from Kenya 
are relieved to discover that KFC is available in the United States, too.
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McDonald’s now provides more and more local foods. 
This placemat is from Italy, summer 2013. As you have 
read, McDonald’s no longer serves the same menu 
worldwide. It now caters to local tastes, but under the 
same golden arches. This placemat pictures what is sold 
in Italy—a pasta salad. Pasta salads are popular in Italy.

Table 13.3  How McDonald’s Adapts to Local Tastes

Country Adaptation

Brazil Quiche de Queijo (cheese quiche)

France M Burger (beef, cheese, lettuce, tomato & natural Emmenthal cheese on a stone oven baked 
Ciabatta-style roll)

Germany Big Rösti (quarter-pound beef patty topped with Ementaler cheese, bacon, a crispy hash brown, 
and Big Rösti sauce)

Hong Kong Red Bean Pie (red beans are commonly used in desserts)

India potato-patty McAloo Tikki burger and the Chicken Maharaja Mac (much of the population does 
not eat meat)

Italy Parmigiano Reggiano burger

Portugal Caldo Verde soup (made with cabbage, kale, onion, potato, and chorizo)

Source: McDonald’s, “Catering to Local Tastes,” http://www.aboutmcdonalds.com/mcd/our_company/amazing_stories/
food/catering_to_local_tastes.html.


