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[bookmark: _Toc92476406]Executive Summary
The purpose of this report is to look at the macro and micro factors that affect McDonald’s international trading ability. Evidence suggests they are one of the largest fast-food brands in the world by operating out of 118 countries. 
This report looks at a PESTLE analysis, SWOT analysis and Porter’s Five forces to identify the economic conditions for McDonald’s.
While there are a lot of factors which need to be looked at, McDonalds is able to overcome barriers such as culture and political to be the success that they are.
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[bookmark: _Toc92476408] Critically evaluate the main features which contribute to the international business environment with the focus on macro-economic conditions
Any actions involving trade and investment activities across national borders are referred to as International Business. A person’s quality of life and economic wellbeing is hugely affected by international business as it enables them to connect to the global economy and in doing so allows people to complete daily activities like browsing the internet, shopping, and watching a movie (Cavusgil et al., 2014).
The growth of the international business has been significantly larger than that of domestic economies. The digital economy continues to grow and through technology, businesses can reach further and can trade internationally with further growth in the future (Czinkota, Ronkainen and Gupta, 2021).
Social media is one of the platforms that has enabled the international business to increase rapidly. It gives businesses an insight by keeping an eye on global trends for various products (Nixon, 2021). It also allows businesses to market their plans through these platforms where they gain likes and comments on a worldwide level. 
[bookmark: _Toc92476409]Macro-Economic Analysis
An organisation looks at the economy in general when looking at the Macro environment. These factors will affect all businesses and how they operate.
A PESTLE and SWOT analysis have been used to evaluate McDonald’s macroenvironment.
[bookmark: _Toc92476410]PESTLE Analysis
Political
As McDonald’s have locations in 118 countries around the world (FAQS | McDonald's UK, 2021), they must be aware of the political views and changes that can affect them in all the countries in which they operate from. In some countries the way they operate is controlled by the government which would make it difficult for some businesses to operate, countries like Bermuda have banned McDonald’s as they are against fast food. 
When McDonald’s entered India in 1996 they were faced with the challenge that eating beef was not permitted. They encountered protesting and attacks on their branches. Initially, McDonald’s offered a vegetarian menu but due to the cultural difference and different communities, they realised they needed to change their approach. They adapted their burgers to suit the Indian taste and market ensuring that their products did not contain beef or pork. The aggressive expansion strategy used by McDonald’s allowed them to be successful in their attempt at establishing themselves in India. McDonald’s kiosks can be found in many schools and colleges and almost every food court (Tilwani et al., 2020).
There is a lot of pressure on fast food companies due to the amounts of salt and sugar found within their food which is linked to diseases such as heart disease and type 2 diabetes.
Children’s meals from McDonald’s, KFC, and Burger King were compared by experts at Chewgum.com to check the calorie content. McDonald’s were found to have had the highest average calories with 381.71 KCALS and four spoonsful of sugar in a meal, they were also found to have the highest fat content per serving (Hodge, 2020). 
The most recent attempt by the UK government to tackle obesity is to ban junk food adverts appearing on TV before 9 pm (Parkinson, 2021). Businesses can still advertise using their websites, blogs, and social media pages. McDonald’s has a large social media presence with 4.1 million followers on Instagram and 81m likes on Facebook. While the ban will have some impact on McDonald’s ability to advertise, due to their social media presence it is unlikely to have an impact on the revenue. In August 2020, McDonald’s cut their media budget by 97% on TV, radio, outdoor, and cinema advertising due to coronavirus restrictions.
Economic
All countries have their own economy, and these will affect their companies and their success within that country. 
A county’s economy is measured using the gross domestic product (GDP). This figure shows the value of the total economic activity within a country each year. Appendix 1 shows the current GDP growth according to the Organisation for Economic Co-operation and Development (OECD) and the expected growth over the next two years.
The global economy struggled because of the pandemic with many people having lost their jobs or had their wages cut. Appendix 2 shows the changes in unemployment from 2019 to 2020. The US was hit the hardest by unemployment (Jones, Palumbo, and Brown, 2021). The author is surprised to see the levels of unemployment as she works for the Local Authority and they have been experiencing difficulties in filling empty posts due to the lack of applications received for the posts, even those posts which don’t require any experience.
The recovery following the COVID-19 pandemic is continuing but some countries are recovering quicker than others. The countries recovering the slowest are those where vaccinations rates are lower. Food and energy prices have risen which means households have less disposable income to spend on things like fast food.
Bulgaria is one of the countries that are recovering slowly from the pandemic. Inflation continues to rise due to the increase in energy prices. Their inflation rate is expected to reach 2.25% in 2023 which is the highest rate since 2010 (Boone et al., 2021).
In 2020 McDonald’s had 41 (see Appendix 3) restaurants operating in Bulgaria out of a total of 9056 restaurants in Europe. Although McDonald’s is well established in Europe almost 37% of their restaurants worldwide are in the United States, which contributed almost $7.66 billion of McDonald’s global revenue of over $19 billion (Lock, 2021). With GDP growth set to strengthen further in 2022 and the improvement to public health in the US, an increase in the labour market should be seen. This should allow businesses to increase stock to allow for higher consumption by households (Boone et al., 2021). These improvements are set to strengthen McDonald’s position within the US.
Supply issues in the UK have been an issue due to the shortage of HGV drivers. McDonald’s had to remove bottled drinks and milkshakes temporarily from their menu due to supply chain issues
Fluctuation in currency and the constant changes in prices for raw materials means that McDonald’s would need to constantly look at different ways for procuring materials. Where possible the company purchases their goods in local currencies to avoid the exchange rates.
Social
[bookmark: _Toc456901523]In 2021 the World Health Organisation (WHO) reported that obesity figures had tripled since 1975. They state that the food industry can promote healthy diets by reducing fat, sugar, and salt content in their foods, affordable healthy choices are available (Obesity and overweight, 2021).
McDonald’s has been working with a 3rd party to change their Happy Meals to promote a balanced choice for children. They are continuing their focus on Happy Meals globally intending to deliver choices from recommended food groups with simpler, better-quality ingredients to encourage parents to feel good about giving their children a Happy Meal which they aim to achieve by the end of 2022. An interim report was published (see Appendix 4) showing the outcomes at that time (Nutrition & Marketing Practices, 2021).
The figures published by WHO reports that 39% of adults in 2016 were obese, meaning they are at risk of cardiovascular diseases, diabetes, and some cancers. With a higher percentage of adults being in this category, should McDonald’s be looking at the adult’s menu first? McDonald’s serve on average 3.8 million customers a day in the UK. Children are unable to go by themselves therefore there will likely be at least one adult with every child buying food. The cost of an adult’s meals is much higher than that of a Happy Meal. The author thinks it’s a clever strategy by McDonald’s as parents will be happy to see their children being looked after.
McDonald’s has seven core values (see Appendix 5), the first two are structured around their customers and staff. 
McDonald’s is said to affect local cultures but as previously mentioned, McDonald’s showed their awareness of cultural diversity with how they established themselves in India. They did not force the people of India to change their views on their culture and religion instead they changed their menu to suit those in India. The same concerns were received by Israel when McDonald’s opened their first restaurant in 1993. However, McDonald’s arrival meant the revival of falafel and not its demise as was feared. Another issue McDonald’s endured was the increase consumption of meat by the Israelis. The hamburger supplied was smaller than that from Burger King. In 1998 McDonald’s increased their potion size by 25 percent to encourage consumers to eat their burgers (Ram, 2004).
The way McDonald’s adopted the cultures in India and Israel are just two examples of how they have succeeded in developing local products for local people. They work hard to create headquarters in varied locations for visibility.
Technology
There are many ground-breaking innovations that have taken the food industry by storm, some of which are:
Pay with your face 
Customers will no longer have to deal with physical cash as facial recognition will be used to pay the bill. Facial recognition is the answer to minimise wait time and improve customer service. 
Self-service through and through  
Already adopted by most big players, 2019 was the year that saw self-service taking over. It was no longer be the norm to be greeted in person but instead a machine. The only efficiency needed is from the customer, to make sure they get their order right. 
DIY online ordering 
No longer a want but more a necessity, especially during the global pandemic, online ordering is a vital tool and using third party platforms like Grubhub or Uber Eats, are an easy solution for finding new customers and the system is already in place. 
Line waiting optimisation 
With point-of-sale technology, staff can get orders in and take payments from customers waiting in line. With people being so busy and sometimes impatient, this is a great way to turn something that is negatively perceived into a positive experience. (The Restaurant & Takeaway Innovation Expo, 2020)
In 2016, McDonald's introduced their 'Experience of the Future' strategy, and a vast array of different technologies were trialled in hundreds of establishments throughout the US. The technologies that increased customer satisfaction and the bottom line were then made into a permanent fixture. 
By June 2017, Wall Street analysts recorded that McDonald's' stock was up by 26% YTD. McDonald's’ 'Experience of the Future' strategy looked into how their customers behaved and provided them with the key experience factors that altered customers’ satisfaction levels. 
By McDonald's tapping into the use of mobile phones in modern society, they have managed to align their brand promise to people’s mobiles and as we know, phones can also integrate with other technologies. 
The success of this strategy has been analysed, and when results were finalised, it revealed that technologies that affected certain areas the most were: lower waiting time, average order value, lower staff costs and increased order accuracy.
What can be taken from this, is that McDonald's are making life easier for customers by providing them with technologies that they know how to use. 
An example of McDonald’s’ new technologies include their self-service or self-ordering kiosks, McDonald's started rolling out kiosks at its US locations in 2015, and the chain hasn't looked back since: by 2020, most of its 14,000 locations have kiosks installed (Business Insider, 2018). 
It plans to add the kiosks to 1,000 stores every quarter for the next two years, according to CNBC.
Legal
2020 has been a rough year for McDonald's, and not just because of the pandemic. The fast-food giant has been plagued with lawsuits brought by employees, franchisees, and investors over alleged improprieties, including racial discrimination and sexual misconduct. The company has also drawn its fair share of bad press relating to its menu items and related marketing strategies, as well as its supply chain.
One of the most recent high-profile cases was back in late 2019 when McDonald's fired its then-CEO, Steve Easterbrook, for cavorting with a female employee (BBC.CO.UK, 2019). Easterbrook at the time, admitted his relationship with that employee reflected poor judgment. The company terminated Easterbrook "without cause," enabling Easterbrook to receive a generous severance package. The day after Easterbrook's ouster, the head of human resources resigned amid rumours that he and Easterbrook had cultivated a corporate "party culture" involving booze-fuelled outings at which high-level executives would drink heavily and sometimes ended up in compromising positions with staffers. (Elsesser, 2020)
By August of 2020, McDonald's had learned of at least three more employees with whom Easterbrook had affairs, and that there were photos and emails backing up the claims. Furthermore, one of those employees had leveraged her sexual relationship with Easterbrook into a stock option award worth hundreds of thousands of dollars, which, from a legal standpoint, would mean that McDonald's was showing preferential treatment to employees who capitulated to the "macho guy" culture.
Easterbrook's severance package was worth more than $40 million, McDonald's has since sued Easterbrook for the return of the severance package, which the company claims it would never have agreed to had it known all the facts (Enrich and Abrams, 2020). In December 2020, a group of investors called for the resignation of two members of the Board of Directors for "bungling" the initial investigation that led to the decision to pay Easterbrook severance, according to Bloomberg News (Cahn, 2020)

Environmental
McDonald’s is using innovative ways to help and protect the planet. They are working with suppliers and farmers around the world to target the reduction in emissions to help with climate change as they are the first global fast-food company to set a target. In 2021 they opened their first ever net zero emissions restaurant which is in Shropshire (Ng, 2021).
New packaging and recycling options are being tested around the world to help reduce packaging and to encourage customers to recycle.
Saving water in irrigation, public and staff services, cleaning and beverage services has been identified and prioritised by McDonald’s. They have partnered with World Wildlife Fund (WWF) the World Resources Institute, partners, and suppliers to develop a better way to protect the resource.
[bookmark: _Toc92476411]SWOT Analysis
Strengths
McDonald’s is one of the leading brands throughout the world of fast food with 34,000 restaurants worldwide. As shown in Appendix 6 their global brand value is almost $155 billion US dollars. There was a 20% increase from 2020 to 2021. They were reported as the most valuable food brand in the world in 2021 (Lock, 2021).
They are diverse with their menu options. They adapt their menu to appeal to the taste of the country which they are in. They also offer meat, vegetarian and vegan options in all stores while respecting cultural differences. Each country has their own policy for creating menu items.
McDonald’s offers items at a cheaper price known as their saver menu. It offers items to customers at a more affordable price which appeals to those with less disposable income like students. Within the UK they offer seven burgers, fries, salad as meal options and ice cream as a desert option in their saver menu. 
According to McDonald’s website they have competitive rates of pay with all salaried employees earning above the national minimum wage. They have training and leadership development programs to help their employees to grow within the company. McDonald’s have more than seven Hamburger Universities around the world which are used to train employees. Students are taught leadership skills, operational procedures, and business growth I preparation for a job in management (Parker, 2015).
Weakness
While the saver menu is considered a strength, unfortunately for vegetarians and vegans the only meal options available to them are fries and salad which is a weakness for the saver menu in the UK.
In 2015, employees filed 28 health and safety complaints against McDonald’s due to suffering from serious burns in the US. It was alleged that the burns were caused because of understaffing and pressures to perform their tasks quicker. It was also alleged that managers lacked the first aid supplies to treat the burns and told workers to use condiments instead. In a survey carried out by Heart Research, four out of five workers had suffered from burns while working. 58% of the workers surveyed claimed to have been burnt on multiple occasions due to work pressures and understaffing (Kasperkevic, 2015).
Opportunities 
McDonald’s can expand their current menu to encourage more customers to use them. The introduction of healthier menu options for adults to promote healthy eating, expand the side choices in the UK as currently there is only an option of fries or salad which isn’t a good range. If they want to cater to more diverse groups, they need to expand their Vegan and Vegetarian options, especially in the saver menu to encourage others to eat at McDonald’s. They have recently announced the rollout of the McPlant burger which took the company three years to develop, the new menu item was well received since the trial began in September 2021 which prompted the decision to roll it out to all branches. (Eklund, 2022).
In some areas, delivery is only available from providers such as JUSTEAT and UBEREATS. McDonald’s can improve the delivery service by possibly bringing the function in house.
Threats
Rival fast food companies are a threat to McDonald’s and how they operate needs to be looked at closely. 
McDonald’s must deal with cultural threats as they operate globally, and different countries have different beliefs. In 2019 they faced boycott in India after announcing that all their restaurants within the country served Halal meat. As India is made up of 80% Hindu and 14% Muslim some believed they were putting the needs of the few ahead of the needs of many (Kuchay, 2019).
[bookmark: _Toc92476412]Assess micro-economic structures with respect to decision making in global organisations
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The Microenvironment of an organisation are things that have a direct impact on how they operate and their performance.
Porter’s Five Forces is a model used to evaluate a company’s competition which is part of the microenvironment. An organisation can change their strategy by using the model in a bid to stay ahead of their competitors. 
[bookmark: _Toc92476414]Porters 5 Forces
Competitive Rivalry
Due to the number of fast-food providers, McDonald’s face tough competition within the market and therefore competitive rivalry is a strong force to contend with.
Their competitors range from Burger King, Pizza Hut, Subway as well as small independent restaurants found within the countries where they trade.
As of November 2019, Subway was reported as being the largest restaurant chain in the world with 41,500 locations worldwide, McDonald’s was reported as the second largest with 37,900 locations worldwide (Top 10 Largest Fast-Food Chains in the World, 2021). In terms of revenue Starbucks is reported as the number one restaurant with a turnover of £29,542M turnover in 2021 with McDonald’s reports as the second with £26,006M. While both Starbucks and Subway have claimed the number one spots for largest and highest revenue, the author does not think the products they supply compete with McDonald’s. Subway is known for their foot long bread rolls while Starbucks is known for their coffee. The closest competition in terms of revenue concerning the types of products sold, the author would say is Burger King (Restaurants 25 2021 | Brand Value Ranking League Table | Brandirectory, n.d.).
McDonald’s can compete with their rivals by keeping their prices down. They can do this by buying in bulk. In 2015 CBC reported that McDonald’s were the largest purchaser in the world of beef, port, potatoes lettuce and tomatoes and the second largest buyer of chicken behind KFC (Nowak, 2015). As a result, suppliers can offer them discount on products which in turn means they can keep their prices down. McDonald’s have also established partnerships with companies such as Coca-Cola who have been their soft drink provider for decades.
The threat of entry
Some industries will have issues that those wanting to enter the industry will need to overcome before they can compete. With the size of the fast-food industry and the large scale which McDonald’s operate, it would be difficult to enter and expensive for them to reach the same level of supply. With McDonald’s being the largest purchaser of most of their products in the world it would be difficult for a new entry to access the same or similar suppliers at the same rates to be able to compete on prices.
The governments opinions in different countries about the dangers of fast food and the health risks associated would mean that anyone wishing to enter the market would have difficulty, finding ways to overcome these risks would likely be costly. Lots of research would be needed to find ways to reduce things like sugar and fat content in their food. With McDonald’s also committed to introducing healthier options and the research they have already done a new business would likely find it difficult to compete.
New entrant could face opposition from McDonald’s and other current fast-food suppliers. They could change their prices to make their products more appealing or introduce other items to keep their existing customers.
The threat of substitutes
There are lots of substitutes for McDonald’s from suppliers like KFC and Dominos who are fast food restaurants but offer different menu options. Local restaurants and bakeries are also a threat to McDonald’s. It doesn’t cost the customer anything more than the cost of the food to buy from an alternative. Not only is it a threat that customers will buy from elsewhere, but they could also choose to make for themselves at home. The threat of substitutes is a strong force.
The threat of substitutes will force an organisation to look further than their nearest rivals.
The power of buyers
As previously mentioned, McDonald’s customers would find it easy to switch to a different fast food restaurant for their meal. The number of different options available to customers makes the buyer power a strong force. 
Not only is the option to go elsewhere a threat but a customer can buy food from a shop and make it themselves making the force more powerful. 
The health risks often associated with fast food is another reason that customers may choose to stop buying from McDonald’s and to find alternative healthier options.
The Power of Suppliers
If there were only a few suppliers for McDonald’s to purchase their materials from the supplier power would be high but with a large volume of suppliers available and the amount which are purchased the supplier power is low with McDonald’s. 
The Partnership’s that McDonald’s have built up over the years with their suppliers gives the suppliers security and confidence and they can assure that there will be an ongoing supply of goods to McDonald’s.
With the effects of COVID and Brexit in the UK the supplier power has increased due to the shortage of HGV drivers and some materials which are needed outside of the UK.
[bookmark: _Toc92476415]Critically evaluate issues in trade theory relevant for the conduct of international business and the internationalisation of organisations.
International trade theories are different theories to describe international trade. The exchange of goods between people from two different countries is known as international trade. It allows countries to have access to goods and services which would not be available in their own countries. The differences in countries around the world is due to the availability of different resources within the different countries.
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McDonald’s operates effectively around the world and makes the necessary changes needed to continue their success. They are innovative when needed to encourage their customers to continue to use them.
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Table 1.1.  A significant but uneven global recovery
OECD area, unless noted otherwise


Average 2021 2022 2023
2013-2019 2020   2021   2022   2023   Q4 Q4 Q4


Real GDP growth¹
     World² 3.3     -3.4     5.6     4.5     3.2     3.8     3.9     3.2     
     G20² 3.5     -3.1     5.9     4.7     3.3     4.1     3.8     3.3     
     OECD² 2.2     -4.7     5.3     3.9     2.5     4.4     3.3     2.2     
          United States 2.4     -3.4     5.6     3.7     2.4     5.1     3.0     2.3     
          Euro area 1.9     -6.5     5.2     4.3     2.5     4.9     3.3     2.1     
          Japan 0.8     -4.6     1.8     3.4     1.1     0.0     3.1     0.9     
     Non-OECD² 4.3     -2.2     5.8     4.9     3.8     3.2     4.3     4.0     
          China 6.8     2.3     8.1     5.1     5.1     3.9     5.5     5.0     
          India3 6.8     -7.3     9.4     8.1     5.5     
          Brazil -0.3     -4.4     5.0     1.4     2.1     
Unemployment rate⁴ 6.5     7.1     6.2     5.5     5.2     5.7     5.4     5.1     
Inflation¹,⁵ 1.7     1.5     3.5     4.2     3.0     4.9     3.4     3.1     
Fiscal balance⁶ -3.2     ###### -8.4     -5.2     -3.7     
World real trade growth¹ 3.4     -8.4     9.3     4.9     4.5     6.1     5.2     4.2     


1.  Percentage changes; last three columns show the change over a year earlier.                
2.  Moving nominal GDP weights, using purchasing power parities.                 
3.  Fiscal year.          
4.  Per cent of labour force.   
5.  Private consumption deflator. 
6.  Per cent of GDP.          
Source: OECD Economic Outlook 110 database.        
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Number of McDonald's restaurants in Europe from 2016 to 2020, by country 


Country 2016 2017 2018 2019 2020
France (Including Monaco) 1,419 1,442 1,463 1,485 1,495
Germany 1,470 1,480 1,489 1,484 1,448
United Kingdom 1,274 1,285 1,292 1,323 1,334
Russia 608 645 682 732 785
Italy (Including San Marino) 554 566 578 597 608
Spain (Including Gibraltar) 501 509 515 527 535
Poland 382 402 421 442 461
Netherlands 249 246 249 252 255
Israel* - - - - 203
Sweden 220 214 205 205 201
Austria 195 193 194 196 197
Portugal 152 161 168 174 180
Switzerland (Including Liechtenstein) 165 166 169 170 169
Czech Republic 95 96 99 101 105
Ukraine 80 83 87 92 97
Belgium 76 80 84 87 95
Ireland 91 91 92 95 95
Hungary 89 88 89 89 93
Denmark 88 88 88 88 90
Romania 68 72 78 84 87
Norway 73 72 71 73 75
Finland 65 65 64 63 66
Morocco 37 42 44 52 53
Bulgaria 42 41 41 41 41
Croatia 28 29 30 33 36
Slovakia 40 30 30 33 35
Serbia 26 26 27 28 30
Greece 23 24 23 25 24
Belarus 10 13 15 18 21
Slovenia 18 20 20 20 20
Kazakhstan 5 11 14 16 19
Georgia 11 13 14 16 18
Azerbaijan 11 12 16 16 17
Lithuania 11 13 14 15 16
Latvia 12 12 12 13 13
Luxembourg 10 10 10 10 10
Estonia 10 10 10 10 10
Malta 9 9 9 9 9
Moldova 4 4 5 5 5
Bosnia 3 3 3 4 5


*Restaurant count for Israel was only reported in 2020.
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An average of 43% of Happy
Meal Bundle Offerings met the 
Nutrition Criteria across the 20 
major markets in 2019.


The top 20 major markets provided complete 
nutrition information for an average of 88% of
Happy Meal menu items on their websites and 
87% on qualifying mobile ordering apps in
mid-2020. 


93% of Happy Meal menu items
had no artificial flavors, added 
colors from artificial sources, or 
artificial preservatives that could 
be feasibly reduced in early 2020. 


83% of all Happy
Meal Bundles shown in 
children’s ads met the 
Nutrition Criteria in 2019, on 
average. 


2.5+ billion Happy Meal items sold in 2018
and 2019 in the 20 major markets contained 
recommended food groups (fruit, vegetable, low-
fat dairy, water, lean protein, and/or whole grain). 


Goal 1: Offer 
Balanced Meals


Goal 3: Be Transparent with Happy 
Meal Nutrition Information


Goal 5: Increase Purchase of 
Items Containing Recommended 
Food Groups


Goal 2: Simplify 
Ingredients


Global Happy Meal Goal Highlights


Goal 4: Market 
Responsibly
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McDonald’s Core Values
At McDonald’s, our Core Values (“values”) are the basis for 
how we do business, and they are what set us apart from the 
competition. We believe that creating an atmosphere where 
workers, suppliers, and franchisees understand and embrace 
our values is essential to our continued success. Our Code is 
an extension of our values and the foundation of the Supplier 
Workplace Accountability (SWA) Program that is outlined in 
this document.


We place the customer experience at 
the core of all we do.


We are committed to our people.


We believe in the McDonald’s System.


We operate our business ethically.


We give back to our communities.


We grow our business profitably.


We strive continually to improve.


“Together with our suppliers, we share the same Core Values, 
setting standards for the good of our community, our customers 
and ultimately our businesses.”


   – Dave Hoffmann - President, McDonald’s Asia Pacific,  
      Middle East, Africa


“Our Core Values underpin our business and set the framework 
for how we are judged. Meeting both the letter and spirit of the 
Principles of the Code of Conduct is important so that we live 
these values in all our actions.” 


  – Doug Goare – President, McDonald’s Europe


“The Code of Conduct enhancements are reflective of identified 
risk and emerging issues and describes the behaviors 
McDonald’s expects of our partners.” 


  – Jan Fields – President, McDonald’s USA


Introduction Code of ConductValues Next Steps
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Technology

There have been significant advancements in technology since McDonald’s was founded in 1940 and by
implementing this technology, they have been able to improve their performance.

112 SWOT Analysis
Strengths

McDonald’s is one of the leading brands throughout the world of fast food with 34,000 restaurants
worldwide. Since

2 Assess micro-economic structures with respect to decision making in global organisations
2.1 Micro-Economic Analysis

The Microenvironment of an organisation are things that have a direct impact on how they operate and
their performance.

Porter’s Five Forces (see Appendix ?) is a model used to evaluate a company’s competition which is part
of the microenvironment. An organisation can change their strategy by using the model in a bid to stay
ahead of their competitors.

2.1.1  Porters5 Forces
Competitive Rivalry

Due to the number of fast-food providers, McDonald's face tough competition within the market and
therefore competitive rivalry is a strong force to contend with.

Their competitors range from Burger King, Pizza Hut, Subway as well as small independent restaurants
found within the countries where they trade.

As of November 2019, Subway was reported as being the largest restaurant chain in the world with
41,500 locations worldwide, McDonald’s was reported as the second largest with 37,900 locations
worldwide (Top 10 Largest Fast-Food Chains in the World, 2021). In terms of revenue Starbucks is
reported as the number one restaurant with a turnover of £29,542M turnover in 2021 with McDonald’s
reports as the second with £26,006M. While both Starbucks and Subway have claimed the number one
spots for largest and highest revenue, the author does not think the products they supply really
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E Create a list

1. Select the text you want to make into a list.

2. On the Home tab, select Bullets or Numbering.

Tips:

* To design a custom list, explore the Word and Excel
list templates = and download one that you like.

* Check out Microsoft Lists  for ways to make and
share lists or the To-do app  for ways to organize
your to-do items.

Was this helpful?  Yes No

Results for “list library”
B Create custom bullets with pictures or symbols
B Define new bullets, numbers, and multilevel lists

B Change the color, size, or format of bullets or numbers in
alist

B Number your headings
B Make a checklist in Word
Show more
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McDonald's global brand value from 2006 to 2020
(in billion U.S. dollars)
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McDonald's: brand value 2006-2020
Published by Statista Research Department, Jul 13, 2021
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Release date
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Supplementary notes

Figures for periods prior to 2021 come from earlier
reports.

Figures have been rounded.

In a 2021 ranking of brands by they value, McDonald's placed ninth, at nearly 155 billion U.S. dollars, with an increase in value by twenty percent
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