Reading 43
The McDonaldization
of Societv

George Ritzer

Ray Kroc. the genius behind the franchising of McDonald's restaurants.
was a man with big ideas and grand ambitions. But even Kroc could not
have anticipated the astounding impact of his creation. McDonald’s is
one of the most influential developments in twentieth-century America.
Its reverberations extend far bevond the confines of the United States
and the fast-food business. It has influenced a wide range of undertak-
ings. indeed the way of life. of a significant portion of the world. And that
impact is likely to expand at an accelerating rate.!

However, this is not a book about McDonald’s, or even the fast-food
business, although both will be discussed frequently throughout these
pages. Rather. McDonald’s serves here as the major example, the ~para-
digm.” of a wide-ranging process I call McDonaldization. that is.

the process by which the principles of the fast-food restaurant are coming to

dominate more and more sectors of American society as well as of the rest of
the world.

As vou will see. McDonaldization affects not only the restaurant busi-
ness, but also education. work. health care. wavel. leisure. dieting, politics,
the family. and virtually every other aspect of society. McDonaldization has
shown every sign of being an inexorable process by sweeping through
seemingly impervious institutions and parts of the world.

McDonald’s success is apparent: in 1993 its total sales reached 523.6
billion with profits of almost $1.1 billion.> The average U.S. outlet has
total sales of approximately $1.6 million in a vear.? Many entrepreneurs
envy such sales and profits and seek to emulate McDonald's success. Mc-
Donald’s. which first began franchising in 1955. opened its 12.000th
outlet on March 22, 1991. By the end of 1993. McDonald’s had almost
14.000 restaurants worldwide.

The impact of McDonaldization, which McDonald’s has plaved a cen-

tral role in spawning. has been manifested in manv wavs:

* The McDonald’s model has been adopted not only by other budget-
minded hamburger franchises such as Burger King and Wendys,
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but also by a wide array of other low-priced fast-food businesses.
Subway, begun in 1965 and now with nearly 10,000 outlets, is
considered the fastest-growing of these businesses, which include
Pizza Hat, Sbarro’s, Taco Bell, Popeye’s, and Charley Chan’s.
Sales in so-called “quick service” restaurants in the United States
rose to $81 billion by the end of 1993, alinost a third of total sales
for the entire food-service industry.* In 1994, for the first time,
sales in fust-food restaurants exceeded those in traditional full-
;(If)v“ur)c restaurants, and the gap between them is projected to
o  The McDonald’s model has also been extended to “casual dining,”
that is, morc “upscale,” higher-priced restaurants with fuller
menus. For example, Outback Steakhouse and Sizzler scll steaks,
I'uddrucker’s offers “gourmet” burgers, Chi-Chi’s and Chili’s sell
Mexican food, The Olive Garden proffers ltalian food, and Red
Lobster purveys . . . you guessed it.
*  McDonald’s is making increasing inroads around the world.® In
1991, for the first time, McDonald’s opened more restaurants
abroad than in the United States.” As we move toward the next
century, McDonald’s expects to build twice as many restaurants
cach year overseas than it does in the United States. By the end of
1993, over onc-third of McDonald’s restaurants were overscas; at
the beginning of 1995, about half of McDonald’s profits came
from its overscas operations. McDonald’s has even recently opened
a restaurant in Mecea, Saudi Arabia. . . .8
Alinost 10% of America’s stores are franchises, which currently ac-
count for 40% of the nation’s retail sales. It is estimated that l);r the
turn of the century, about 25% of the stores in the United States will
be chains, by then accounting for a whopping two-thirds of retail
businesses.” About 80% of MeDonald’s restaurants are franchises. 19

McDonald’s as “Americana”

MeDonald’s and its many clones have become ubiquitous and imme-
diately recognizable symbols thronghont the United States as well as
much of the rest of the world. For cxample, when plans were afoot to raze
Ray Kroc’s first McDonald’s restaurant, hundreds of letters poured into
MeDonald’s headquarters, including the following:
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Please don’t tear it down! ... Your company’s name is a houschold word,
not only in the United States of America, but all over the world. To destroy
this major artifact of contemporary culture would, indeed, destroy part of the
faith the people of the world have in your company.!!

Inn the end, the restaurant was not ouly saved, but turned into a mu-
seum! A McDonald’s executive explained the move: “MeDonald’s . . . is
really a part of Amnericana.” Similarly, when Pizza [ lut opened in Moscow
in 1990, a Russian student said, “It’s a piece of Anterica.”12 Reflecting
on the growth of fast-food restaurants in Brazil, the president of Pepsico
(of which Pizza [Tut is part) of Brazil said that his nation “is experienc-
ing a passion for things American.” 13

McDonald’s truly has come to occupy a central place in popular cul-
ture.'* [t can be a big event when a new McDouald’s opens in a small
town. Said one Maryland high-school student at such an event, “Noth-
ing this exciting ever happens in Dale City.”!> Newspapers avidly cover
developments in the fast-food business. Fast-food restaurants also play
symbolic roles on television programs and in the movies. A skit on the
television show Saturday Night Live satirized specialty chains by detail-
ing the hardships of a franchise that sells nothing bat Scotch tape. In the
movie Coming to America, ¥.ddie Murphy plays an African prince whose
introduction to America includes a job at “McDowell’s,” a thinly dis-
guised McDonald’s. Michael Douglas, in Falling Down, vents his rage
against the modern world in a fast-food restaurant dominated by mind-
less rules designed to frustrate customers. Moscow on the Iludson has
Robin Williams, newly arrived from Russia, obtaiu a job at MeDonald’s.
11. G. Wells, a central character in the movie Time After Time, finds him-
self transported to the modern world of a McDonald’s, where he tries to
order the tea he was accustomied to drinking in Victorian Iugland. In
Sleeper, Woody Allen awakens in the future only to encouuter a McDon-
ald’s. Finally, Tin Men, ends with the heroes driving off into a future rep-
resented by a huge golden arch looming in the distance.

Many people identify strongly with McDonald’s; in fact to some it has
become a sacred institution.'® At the opening of the McDonald’s in
Moscow, one journalist described the franchise as the “ultimate icon of
Americana,” while a worker spoke of it “as if it were the Cathedral in
Chartres . . . a place to experience ‘celestial joy.” 17 Kowinski argues
that shopping malls, which almost always encompass fast-food restau-
rants, are the modern “cathedrals of consumption” to which people go




to practice their “consumer religion.”® Sirmilarly, a visit to another cew-
tral element of McDonaldized socicty, Walt Disney World, ! has beent de-
scribed as “the middle-class hajj, the com pulsory visit to the sunbaked holy
city.”20

McDonald’s has achieved its exalted position because virtually all
Americans, and any others, have passed through its golden arches on in-
numerable occasions. Furthermore, most of us have been bormbarded by
commercials extolling McDonald’s virtues, cominercials that are tailored
to different audiences. Some play to young children watching Saturday-
morning cartoons. Others solicit young adults watching prime-time pro-
grams. Still others coax grandparents to take their grandchildren (o
McDonald’s. In addition, these commereials change as the chain intro-
duces new foods (such as breakfast burritos), creates new contests, and
tics its products to things such as new maotion pictures. These ever-present
cominercials, combined with the fact that people cannot drive very far
without having a McDonald’s pop into view, have served to embed Me-
Donald’s deep in popular consciousness. A poll of school-age children
showed that 96% of them could identify Ronald McDonald, second only
to Santa Claus in name recognition. !

Over the years, McDonald’s has appealed to people in mary ways.
'The restaurants themselves are depicted as spick-and-span, the food is
said to be fresh and nutritious, the employees are shown to be young and
cager, the managers appear gentle and caring, and the dining expericence
itself scems fun-filled. People are even led to believe that they contribute,

at least indireetly, to charities such as the Ronald McDonald Houses for
sick children.

The Long Arm of McDonaldization

McDonald’s has strived to continually extend its reach within Ainerican
socicty and beyond. As the company’s chairman said, “Our goal: to totally
dominate the quick service restaurant industry worldwide. . . . [ want Me-
Donald’s to be inore than a leader. [ want McDonald's to dominate,”22

McDonald’s began as a phenomenon of suburbs and medium sized
towns, but in recent years it has moved into big citics and smaller
towns,*3 in the United States and beyond, that supposedly could not sup-
port such a restaurant. You can now find fast-food outlets in New York’s
Times Square as well as on the Champs Elysees in Paris. Soon after it
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opened in 1992, the McDonald’s in Moscow sold almost 30,000 ham-
burgers a day and employed a staff of 1,200 young people working t\\.lo
to a cash register.* McDonald’s plans to open many more restaurants in
the foriner Soviet Union and in the vast new territory in Eastern Europe
that has now been laid bare to the invasion of fast-food restaurants. In
early 1992, Beijing witnessed the opening of the world’s largest McDon-
ald’s, with 700 seats, 29 cash registers, and nearly 1,000 employees. On
its first day of business, it set a new one-day record for McDonald’s by
serving about 40,000 custorners.>>

Small satellite, express, or remnote outlets, opened in arcas that can-
not support full-scale fast-food restaurants, are expanding rapidly. They
have begun to appear in small store fronts in large cities and in nontra-
ditional settings such as departinent stores, service stations, and even
schools. These satellites typically offer only limited menus and may rely
on larger outlets for food storage and preparation.2® McDonald’s is con-
sidering opening express outlets in museums, office buildings, and cor-
porate cafeterias.

No longer content to dominate the strips that surround many college
campuses, fast-food restaurants have moved onto many of those.cafn-
puses. The first fast-food restaurant opened at the University of Cincin-
nati in 1973. Today, college caleterias often look like shopping-mall food
courts. ln conjunction with a variety of “branded partners” (for exam-
ple, Pizza Hat and Subway), Marriott now supplies food to almost 590
colleges and universities.2” The apparent approval of college adminis-
trations puts fast-food restaurants in a position to further influence the
younger generation.

More recently, another expansion has occurred: People no longer
need to leave the highway to obtain fast food quickly and easily. Fast
food is now available at convenient rest stops along the highway. After
“refueling,” we can proceed with our trip, which is likely to end in an-
other comnunity that has about the same density and mix of fast-food
restaurants as the locale we left behind. Fast food is also increasingly
available in service stations,* hotels,?? railway stations, airports, and
cven on the trays for in-flight meals. The following advertisement ap-
peared in the Washington Post and the New York Times a few years ago:
“Where else at 35,000 fect can you get a McDonald’s meal like this for
your kids? Only on United’s Orlando flights.” Now, McDonald’s so-called
“Iriendly Skies Meals” are generally available to children on Delta
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flights. Similarly, in December 1994, Delta began to offer Blimpie sand-
wiches on its North Anerican flights,° and Continental now offers Sub-
way sandwiches. How much longer before McDonaldized mneals will be
available on all flights everywhere by every carrier? In fact, on an in-
creasing number of flights, prepackaged “snacks™ have already replaced
hot main courses. . . .

As powerful as it is, McDonald’s has not been alone in pressing the
fast-food model on American society and the rest of the world. Other
fast-food giants, such as Burger King and Kentucky Fried Chicken, have
played a key role, as have innumerable other businesses built on the prin-
ciples of the fast-food restaurant.

Even the derivatives of McDonald’s and the fast-food industry in turn
excrt their own influence. For example, the success of USA TODAY has
led many newspapers across the nation to adopt, for example, shorter sto-
ries and color weather maps. As one USA TODAY editor put it, “The same
newspaper editors who call us McPaper have been stealing our Me-
Nuggets.”! The influence of USA TODAY is blatantly manifested in The
Boca Raton News, a Knight-Ridder newspaper. This newspaper is de-
scribed as “a sort of smorgasbord of snippets, a newspaper that slices and
dices the news into even smaller portions than does USA TODAY, spicing
it with color graphics and fun facts and cute features like “Today’s Hero’
and “Critter Watch’.%% As in USA TODAY, stories in The Boca Raton News
usually do not jump from one page to another; they start and finish on
the same page. To meet this need, long, complex stories often have to be
reduced to a few paragraphs. Much of a story’s context, and much of
what the principals have to say, is severely cut back or omitied entirely.
With its emphasis on light news and color graphics, the main function of
the newspaper seems to be entertainment., Even the New York Times has
undergone changes (for example, the use of color) as a result of the suc-
cess of (ISA TODAY.

The expansiou deep into the newspaper business suggests that Me-
Donaldization may be inexorable and may therefore come to insinuate it-
self into every aspect of society and people’s private lives. In the movie
Sleeper, Woody Allen not only created a futuristic world in which McDon-
ald’s was an important and highly visible clement, but he also envisioned
a society in which even sex underwent the process of MeDonaldization. The
denizens of his future world were able to enter a machine called an “or-
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gasmatron,” which allowed them to experience an orgasm without going
through the muss and fuss of sexual intercourse.

Sex actually has, like virtually every other sector of society, under-
gone a process of McDonaldization. “Dial-a-porn” allows people to have
intimate, sexually explicit, even obscene conversations with people they
have never met and probably never will meet.?? There is great special-
ization here: Dialing numbers such as 555-FOXX will lead to a very dil-
ferent phone message than dialing 555-SEXY. Those who answer the
phones mindlessly and repetitively follow “scripts” that have them say
such things as, “Sorry, tiger, but your Dream Girl has to go . . . Call right
back and ask for me.”3* Escort services advertise a wide range of avail-
able sex partners. People can see highly specialized pornographic movies
(heterosexual, homosexual, sex with children, and sex with animals) at
arban multiplexes and can rent them from local video stores for view-
ing in the comfort of their living rooms. Various technologies (vibrators,
for example) enhance the ability of people to have sex on their own with-
out the bother of having to deal with a human partner. In New York City,
an official called a three-story pornographic center “the McDonald’s of
sex” because of its “cookie-cutter cleanliness and compliance with the
law.”3% These examples suggest that no aspect of people’s lives is im-
mune to McDonaldization.

The Dimensions of McDonaldization

Why has the McDonald’s model proven so irresistible? Four alluring
dimensions lie at the heart of the success of this model and, more gener-
ally, of McDonaldization. In short, McDonald’s has succeeded because it
offers consumers, workers, and managers efficiency, calculability, pre-
dictability, and control 30

First, McDonald’s offers efficiency, or the optitnum method for getting
from one point to another. For consurners, this means that McDonald’s
offers the best available way to get from being hungry to being full. (Sim-
ilarly, Woody Allen’s orgasmatron offered an efficient method for getting
people from quiescence to sexual gratification.) Other institutions, fash-
ioned on the McDonald’s model, offer similar efficiency in losing weight,
lubricating cars, getting new glasses or contacts, or completing incotne-
tax forms. In a society where both parents are likely to work, or where
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there may be only a single parent, efficiently satis{ying the hunger and
many other needs of people is very attractive. In a socicty where people
rush, usually by car, from one spot to another, the cfficiency of a fast-food
meal, perhaps even without leaving their cars by wending their way along
the drive-through lane, often proves impossible to resist. The fast-food
nodel offers people, or at least appears to offer them, an cfficient method
for satisfying many needs.

Like their custorners, workers in McDonaldized systems function ef-
ficiently. They are trained to work this way by managers, who watch over
them closely to iake sure they do. Organizational rules and regulations
also help ensure highly efficient work.

Second, McDonald’s offers calculability, or an emphasis on the quan-
titative aspects of products sold (portion size, cost) and service offered
(the time it takes to get the product). Quantity has become equivalent to
quality; a lot of something, or the quick delivery of it, means it must be
good. As two observers of contemporary American culture put it, “As a
culture, we tend to believe deeply that in general ‘bigger is better.” "7
Thus, people order the Quarter Pounder, the Big Mac, the large fries.
More recently, there is the lure of the “double this” (for instance, Burger
King’s “Double Whopper With Cheese”) and the “triple that.” People
can quantify these things and feel that they are getting a lot of food for
what appears to be a nominal sum of money. This calculation does not
take into account an important point: the extraordinary profitability of
fast-food outlets and other chains, which indicates that the owners, not
the consumers, get the best deal.

People also tend to calculate how much time it will take to drive 1o
McDonald’s, be served the food, eat it, and return home; then, they com-
pare that interval to the time required to prepare food at home. They
often conclude, rightly or wrongly, that a trip to the fast-food restaurant
will take less time than eating at home. This sort of calculation particu-
larly supports home-delivery franchises such as Domino’s, as well as
other chains that emphasize time saving. A notable example of time sav-
ing in another sort of chain is Lens Crafters, which promises people,
“Glasses fast, glasses in one hour.”

Some McDonaldized institutions combine the emphases on time and
money. Domino’s promises pizza delivery in half an hour, or the pizza is
free. Pizza Hut will serve a personal pan pizza in five minutes, or it, too,
will be free.
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Workers at McDonaldized systems also tend to emphasize the quan-
titative rather than the qualitative aspects of their work. Since the qual-
ity of the work is allowed 10 vary little, workers focus on such things as
how quickly tasks can be accomplished. 1n a situation analogous to that
of the custonier, workers are expected to do a lot of work, very quickly,
for low pay.

Third, McDonald’s offers predictability, the assurance that their
produets and services will be the same over time and in all locales. The
Egg McMuffin in New York will be, for all intents and purposes, identi-
cal to those in Chicago and lL.os Angeles. Also. those eaten next week or
next year will be identical to those eaten today. There is great comfort in
knowing that McDonald’s offers no surprises. People know that the next
Egg McMulffin they eat will taste about the same as the others they have
eaten; it will not be awful, but it will not be exceptionally delicious, ei-
ther. The success of the McDonald’s model suggests that many people
have come to prefer a world in which there are few surprises.

The workers in McDonaldized systems also behave in predictable
ways. They follow corporate rules as well as the dictates of their man-
agers. In many cases, not only what they do, but also what they say, is
highly predictable. McDonaldized organizations often have scripts that
employees are supposed to memorize and follow whenever the occasion
arises.*® This scripted behavior helps create highly predictable interac-
tions between workers and customers. While customers do not follow
scripts, they tend to develop simple recipes for dealing with the employ-
ees of McDonaldized systems.:w As Robin Leidner argues,

McDonald’s pioneered the routinization of interactive service work and re-
mains an exemplar of extreme standardization. lunovation is not discour-
aged . . . at least among managers and [ranchisees. Ironically, though, ‘the
object is 10 look for new, innovative ways (o create an experience that is ex-
actly the same no watter what McDonald’s you walk into, no matter where it
is in the world.”#!

Fourth, control, especially through the substitution of nonhuman
Jor human technology, is exerted over the people who enter the world of
McDonald’s. A human technology (a screwdriver, for example) is con-
trolled by people; a nonhuman technology (the assembly line, for in-
stance) controls people. The people who eat in f{ast-food restaurants are
controlled, albeit (usnally) subtly. Lines, limited menus, few options, and
uncomfortable seats all lead diners to do what management wishes them
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to do—cat quickly and leave. Further, the drive-through (i some cases
walk-through) window leads diners to leave before they eat. In the
Domino’s medel, customers never come in the first place.

The people who work in McDonaldized organizations are also con-
trolled to a high degree, usually more blatantly and directly than cus-
tomers. They arc trained to do a limited number of things in precisely the
way they are told to do them. The technologies used and the way the or-
ganization is set up reinforce this control. Managers and inspectors make
sure that workers toe the line.

MecDonald’s also controls employees by threatening to use, and ulti-
mately using, nonhuman technology to replace human workers. No mat-
ter how well they are programmed and controlled, workers can {oul up
the system’s operation. A slow worker can make the preparation and de-
livery of a Big Mac inefficient. A worker who refuses to follow the rules
might leave the pickles or special sauce off a hamburger, thereby mak-
ing for unpredictability. And a distracted worker can put too few fries in
the box, making an order of large fries seem skimpy. For these and other
reasons, McDonald’s has felt compelled to steadily replace human beings
with nonhuman technologies, such as the soft-drink dispenser that shuts
itsel{ off when the glass is full, the french-fry machine that rings and lifts
itself out of the oil when the fries are crisp, the preprogrammed cash reg-
ister that eliminates the need for the cashier to calculate prices and
amounts and, perhaps at some [uture time, the robot capable of making
hamburgers.*! This technology increases the corporation’s control over
workers. Thus, McDonald’s can assure customers that their employees
and service will be consistent.

The Advantages of McDonaldization

This discussion of four of the fundamnental characteristics of Mc-
Donaldization makes it clear that there are good, solid reasons why Mc-
Donald’s has succeeded so phenomenally and why the process of
McDonaldization is moving ahead so dramatically. As a result, people
such as the cconomic columnist, Robert Sainuclson, strongly support Mc-
Donald’s. Samuelson confesses to “openly worship McDonald’s,” and he
thinks of it as “the greatest restaurant chain in history.” However, even
Sarnuelson recognizes that there are those who “can’t stand the food and
regard McDonald’s as the embodiment of all that is vulgar in American

mass culture.”*2
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MeDonaldization has undoubtedly led to positive (‘hanges.““} Here are
a few specific examples:

® There is a far greater availability of goods and services than be-
fore; their availability depends less on time or geographic location.

* This wider range of goods and services is available (o a much
larger portion of the population.

¢ People are able 1o get what they want or need almost instanta-
neously.

¢ It is far more convenient to get what they want or need.

* Goods and services are of a far more uniform quality; at least
some people get even better goods and services than before Me-
Donaldization.

® Far more economical alternatives to high-priced, customized
goods and services are widely available; therefore, people can af-
ford things they could not previously afford.

¢ Iast, efficient goods and services are available to a population
that is working longer hours and has fewer hours to spare. . . .

More specifically, McDonald’s itself offers many praiseworthy pro-
grams, such as its Ronald McDonald louses, which permit parents 1o
stay with children undergoing (reatment for serious medical problems;
job-training programs for tcenagers; programs o help keep its employ-
ces in school; efforts 1o hire and train the handicapped; the McMasters
program, aimed at hiring senior citizens; and an enviable record of hir-
ing and promoting minoritics.

A Critique of McDonaldization:
The Irrationality of Rationality

Though McDonaldization offers powerful advantages, it lias a down-
side. Efficiency, predictability, caleulability, aud control through nonhu-
man technology can be thought of as the basic components of a rational
systen.*> However, rational systems inevitably spawn irrationalitics. The
downside of MeDonaldization will be dealt with most systematically
under the heading of the ircationality of rationality; in lact, paradoxi-
cally, the irrationality of rationality can be thought of as the fifth di-
mension of McDonaldization. The basic idea here is that rational systems
inevitably spawn irrational consequences. Another way of saying this is
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that rational systems serve to deny human reason; rational systems are
often unreasonable.

For example, McDonaldization has produced a wide array of adverse
cffects on the environment. Take just one example: the need to grow uni-
form potatoes to create those predictable {rench fries that people have
come to expect from fast-food restaurants. It turns out that the need to
grow such potatoes has adversely affected the ecology of the Pacific
Northwest. The huge {arms that now produce such potatoes rely on the
extensive use of chemicals. The need to produce a perfeet fry means that
much of the potato is wasted, with the remnants either fed o catile or
used for fertilizer. However, the underground water supply is now show-
ing high levels of nitrates that may be traccable to the fertilizer and an-

imal wastes.0

There are, of course, many other ccological problems
associated with the McDonaldization of society—the forests felled 1o pro-
duce paper, the damage caused by polystyrene and other materials, the
enormous amount of food needed 1o produce feed eatile, and so on.

Another unreasonable effcet of the fast-food restaurant is that it is
often a dehumanizing setting in which to eat or work. Customers lining
up for a burger or waiting in the drive-through line and workers prepar-
ing the food often feel as though they are part of an asseinbly line. Hardly
amenable to cating, assembly lines have been shown 1o be inhuman set-
tings in which to work.

Of course, the criticisms of the irrationality of the fast-food restaurant
will be extended to all facets of the McDonaldizing world. For example,
at the opening of Euro Disney, a French politician said that it will “bom-
bard France witl uprooted creations that are to culture what fast food is

-
to gastronomy.™?

This clearly indicates an abhorrence of McDonaldiza-
tion, whatever guise it may take.

As you have seen, there are great gains to be made from Me-
Donaldization. However, this book [The MacDonaldization of Society]
will focus on the great costs and enormous risks of McDonaldization. Mc-
Donald’s and the other purveyors of the fast-food model spend billions
of dollars each year outlining the benefits of their system. However, the
critics of the system have few outlets for their idcas. There are, for ex-
ample, no commercials between Saturday-morning cartoons warning
children of the dangers associated with fast-food restaurants.

A legitimate question may be raised about this critique of Mec-
Donaldization: ls it animated by a romanticization of the past and an im-
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possible desire to return to a world that no longer exists? Some critics do
base their critiques on the idea that there was a time when life was slower
and less efflicient, and offered more surprises; when people were [reer;
and when one was more likely 10 deal with a human being than a robot
or a computer.*® Although they have a point, these critics have un-
doubtedly exaggerated the positive aspects of a world without McDon-
ald’s, and they have certainly tended to forget the liabilities associated
with such a world. As an example of the latter, 1ake the following case of
a visit 10 a pizzeria in |lavana, Cuba:

The pizza’s not much to rave about—they scrimp on tomato sauce, and the
dough is mushy.

It was about 7:30 M., and as usual the place was standing-room-only,
with people two deep jostling for a stool to come open and a waiting line
spilling out onto the sidewalk.

The menu is similarly Spartan. . .. To drink, there is tap water. That’s
it—no toppings, no soda, no beer, no coflee, no salt, no pepper. And no spe-
cial orders,

A very [ew people are cating. Most are waiting. . . . Iingers are drum-
ming, {lics are buzzing, the clock is ticking. The waiter wears a watch around
his belt loop, but he hardly needs it; time is evidently not his chiel concern.
After a while, tempers begin (o [ray.

But right now, it’s 8:45 P.M. at the pizzeria, I've been waiting an hour and

a quarter for two sinall pivs.‘w

Few would prefer such irrational systems to the rationalized elements
of society. More important, critics who revere the past do not seem to re-
alize that we are not returning to such a world. In fact, fast-food restau-
rants have begun to appear in Havana.”® The increase in the number of
people, the acceleration of technological change, the increasing pace of
life—all this aud more make it impossible 10 go back to the nonrational-
ized world, if it ever existed, of home-cooked meals, traditional restau-
rant dinners, high-quality foods, meals loaded with surprises, and

restaurants populated only by chels [ree to fully express their creativity.

While one basis (or a critique ol McDonaldization is the past, another
is the future.”! The future in this sense is defined as huinan potential, un-
fettered by the constraints of McDonaldized systems. This critique holds
that people have the potential 1o be far more thoughtlul, skillful, creative,
and well-rounded than they are now. If the world were less McDonaldized,
people would be better able to live up to their human potential. This cri-
tique is based not on what people were like in the past, but on what they
could be like in the future. if only the constraints of McDonaldized $ystems
were eliminated. or at least eused substantially., )



