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Introduction
[bookmark: _Toc1266804697]Research Background
McDonald's is one of the world's largest restaurant conglomerates and a leader in the global quick service restaurant sector. Since its inaugural outlet commenced operations in 1955 in Des Plaines, Illinois, the organization has evolved into a global marquee titan. McDonald's operates in over 120 countries with several tens of thousands of locations globally. With the accelerated growth of the global economy and the escalation of market competition, the organization is confronting an increasingly intricate and severe market landscape.

In this context, marketing management is imperative to the progress of enterprises. The ability to execute market positioning, product innovation, brand advocacy, and channel management has become a substantial challenge for McDonald's corporate executives. Scholars consider marketing management as a pivotal research subject, capturing the attention of scholars across a multitude of disciplines, from market positioning to brand promotion, from consumer behavior to digital marketing, a variety of marketing management theories and models are emerging (Cherington, 2019). Specifically, Craverns (1998) have concentrated on the marketing management strategies of multinational corporations such as McDonald's, with the goal of elucidating successful marketing practices and strategies that can offer guidance and inspiration to the industry.

At present, issues such as environmental conservation and sustainable development have progressively been ascended as significant factors for business progression. Hospitality is not exclusively a commercial sector, but is intimately linked to society and culture (Frank, 1971). The evolution in consumer lifestyles, personalised expectations and values will exert a profound influence on marketing governance. Especially within contemporary society, matters such as healthful nutrition and sustainable consumption are at the forefront, introducing new challenges and prospects for fast food corporations like McDonald's.

McDonald's corporate marketing management strategy is also undergoing constant alteration and refinement. In this epoch of information technology, the rapid advancement of digital technology has transformed people's habits and consumption behaviour. Technological tools such as the mobile Internet, social media and big data analysis are redefining the marketing management panorama, and corporations must continuously advance and adapt to new marketing frameworks (Kotler&Armstrong, 2018). In this backdrop, McDonald's marketing management strategy is ceaselessly adjusting and advancing.

Through meticulous analysis of the above background factors, this study can more precisely comprehend the challenges and opportunities faced by McDonald's companies in marketing management, and furnish valuable references and perspectives for future research and practice.
[bookmark: _Toc1033666121]Research Rationale
By meticulously scrutinizing the multifaceted facets of McDonald's corporate marketing strategy, its significance and repercussions within the realm of commerce can be unveiled from both scholarly and pragmatic viewpoints. Initially, through a thorough investigation of McDonald's corporate marketing strategic approaches, the research can attain a deeper understanding of McDonald's triumphs in the domains of market positioning, product innovation, brand augmentation and channel management. This helps to reveal McDonald's essential competitive advantages as a globally recognized brand, which subsequently provides other corporations with experiences and strategies that can be utilised to help them better navigate market challenges and augmenting their competitiveness.

Secondarily, the implementation of McDonald's corporate marketing strategy is explored comprehensively. The fundamental principles and ethos it has cultivated in its operations and management significantly influence the sustainability of the company according to Lackman (1978). Within McDonald's corporate structure, the significance of collaboration, innovation and customer service is emphasized, which not only bolsters employees' job satisfaction and loyalty, but also enhances the enterprise's brand reputation and market prominence. By contrasting McDonald's marketing tactics across different nations and territories, Menon (2022) found it can offer a profound understanding of its strategic differences and resilience in cross-cultural markets and provide empirical substantiation for the evolution of international marketing theory.

Ultimately, the future trajectory of McDonald's corporate marketing management is scrutinized from both academic and pragmatic viewpoints. As digitalization and smart technology continue to advance, McDonald's businesses need constant innovation and transformation to accommodate market fluctuations and consumer requirements (Farah, 2012). At the same time, according to Rowley (2004), McDonald's corporations must also bolster collaboration and interaction with other companies to achieve resource pooling and complementary strengths, and collectively stimulate the advancement and advancement of the sector. Most notably, the findings of this research will contribute to the theoretical exploration of the field of business management in academia, furnish practical guidance and policy recommendations for business operators and policy makers, and foster sustainable socio-economic development and prosperity.





[bookmark: _Toc1831275064]Literature Review
Marketing management is a crucial discipline within the realm of business, encompassing a broad spectrum of theories and practices, with its scope of inquiry encompassing marketing strategy, consumer behavior, brand management, and associated marketing theories (Tybout, 1974). In today's dynamic business landscape, corporations are compelled to continuously refine and enhance their marketing strategies to accommodate market fluctuations and escalating competition. Consequently, research in the domain of marketing management is of great importance.

Based on primary journal literature and previous research conclusions, the literature by David W. Cravens (1998) and Dik Warren Twedt (1977) elucidates the significance of market orientation and marketing proficiency. Göran Svensson (2005) introduces novel marketing notions that present fresh avenues for organizations to devise innovative marketing plans. Philip R Cateora (2022), Philip Kotler and Gary Armstrong (2018) encompass crucial facets of international marketing and fundamental marketing theory in their International Marketing and Principles of Marketing. Conway L. Lackman (1978) offers a comprehensive examination of product marketing frameworks. Adel I. El-Ansary and Philip Kotler (1971) propose a novel marketing decision-making model, which offers a novel perspective on business decision-making.

Among them, Göran Svensson (2017) proposed the 4Ps model oriented to consumer behavior, and based on this, he proposed the 4Cs and 4Rs model. Conway L. Lackman (1978), on the other hand, through a comprehensive analysis of product marketing models, proposed a new marketing model which takes product, price, channel, promotion and other factors into consideration, and it provides a new idea for enterprises to formulate marketing strategies provides a new idea.

The significance of market orientation and marketing acumen is explored intensively in literature by David W. Cravens and Dik Warren Twedt (1998). They assert that market orientation is the cornerstone of successful business operations, while marketing knowledge is the cornerstone of business prosperity. Their findings offer crucial theoretical backing for companies to formulate marketing strategies.

Philip R Cateora's International Marketing and Philip Kotler and Gary Armstrong's Principles of Marketing encompass significant aspects of international marketing and fundamental marketing doctrines. Their research findings offer crucial theoretical support for companies to formulate international marketing strategies. 

Concerning the research on marketing decision-making model, Adel I. El-Ansary and Philip Kotler (1971) propose a novel marketing decision-making model, which offers innovative perspectives for enterprise decision-making. They assert that companies should establish a scientific marketing decision model in accordance with the market environment and consumer demand to enhance marketing efficacy.

In terms of relevant theoretical literature, Ajay Menon (2022) underscores the significance of how companies can integrate environmentalism into their marketing strategies, offering novel perspectives for companies to attain a competitive edge in the marketplace. Marcus Alexis (2021) investigates the laws and strategies within marketing, offering recommendations on how to craft an effective marketing strategy.John Pallister, conversely, emphasizes the relationship management between corporations and customers, underlining the significance of establishing enduring and stable customer relationships for corporations. Nashwan Mohammed Abdullah Saif (2018) expounds upon the mechanism of marketing strategy's impact on the performance of corporations, providing a theoretical foundation for corporations to formulate marketing strategies. Hong-zhou HE and Ming- tian ZHOU (2010), conversely, concentrate on customization of marketing strategies from the viewpoint of personalised marketing, and offer innovative ideas. Hong-zhou HE and Ming-zhou ZHOU discussed the establishment and implementation of customer behavior models from the perspective of personalised marketing as well.

Taken as a whole, the above literature has comprehensively sorted out and summarized the important theories, practices and research results in the field of marketing management, providing an important theoretical foundation and reference basis for in-depth discussion of issues related to enterprise marketing management.
[bookmark: _Toc504371844]Research Objectives
Explore the effectiveness of McDonald's market positioning strategies.
· Examine McDonald's strategic positioning in the market, encompassing target market delineation, target customer identification, and implementation of distinct positioning.
· Assess the influence of McDonald's market positioning strategy on brand recognition, market dominance, and consumer satisfaction.
· Critique the strengths and pitfalls of McDonald's market positioning strategy and propose enhancement strategies and suggestions to augment McDonald's competitive edge and allure in the market.
Evaluate the effectiveness and innovation of McDonald's product strategy.
· Examine the product strategy of McDonald's brand, including product lines, price positioning and new product development in various dimensions.
· Critically examine the comprehensive impact of McDonald's product strategy on the competitive strength of the market, product sales and corporate profitability.
· In-depth analysis of McDonald's product innovation practices and valuable experience, and accordingly propose optimization strategies to enhance product innovation capability, in order to better respond to the increasingly complex market environment and consumer demand.
Analyze the effectiveness and influencing factors of McDonald's channel strategy.
· Investigate McDonald's channel strategy, encompassing channel selection, channel collaboration, and channel administration.
· Assess the influence of McDonald's channel strategy on market penetration, product sales, and customer relationships.
· Analyze the critical factors influencing the efficacy of McDonald's channel strategy and formulate recommendations to augment the channel strategy to fortify channel collaborations and amplify market penetration.
Assess the effectiveness of McDonald's promotional strategies and the factors that influence them.
· Analyze McDonald's promotional strategies, encompassing advertising, promotional initiatives, and promotional campaigns.
· Assess the effect of McDonald's promotional strategies on brand visibility, sales expansion, and customer retention.
· Examine the strengths and obstacles of McDonald's promotional strategies and formulate recommendations to augment promotional strategies to improve marketing dialogue and boost sales.
Review McDonald's performance and competitive advantage in the market.
· Examine McDonald's performance and competitive advantage in the competitive marketplace.
· Contrast McDonald's with its rivals in terms of market share, market expansion and brand equity.
· Investigate the drivers influencing McDonald's market performance and recommend strategies to increase competitive advantage to strengthen market position and secure sustainable growth.
















[bookmark: _Toc859627399]Research Aim
The purpose of this study is to conduct an in-depth review and analysis of McDonald's key marketing strategies. The focus is on McDonald's practices and performance in the areas of market positioning, product strategy, channel management, promotional efforts, and market performance. By scrutinizing these aspects, it seeks to illuminate McDonald's current marketing strategies, appraise their efficacy in practical application, and identify key factors influencing their success.

Through this study, it aspires to provide McDonald's with practically pertinent recommendations and guidance to assist it optimize and adapt its current marketing strategies. The aim is to propose targeted enhancements that will augment McDonald's competitive market position, amplify its market share, and further enhance brand recognition and reputation. McDonald's market performance will also be assessed and its comparison with its competitors probed to expose McDonald's strengths and vulnerabilities in the market.

Through these endeavors, it aims to provide McDonald's with a lucid direction to aid it achieve sustained growth and enduring success. It is anticipated that this study will offer valuable lessons and guidance to McDonald's and other comparable companies, and foster the progression and development of the fast food industry as a whole. 
[bookmark: _Toc1635201624]Methodology
[bookmark: _Toc1485463909]Ontology
An ontology is a collection of concepts and categories within a subject domain demonstrating their attributes and interrelationships (Bennent, 2017). In this study, the real world is viewed as pluralistic with multiple realities. McDonald's marketing management involves multiple dimensions of reality that are shaped by different social, economic and cultural factors and evolve through ongoing discussion, debate and interpretation.
[bookmark: _Toc1694522188]Epistemology
Epistemology is the study of knowledge. Epistemologists engage in diverse endeavors, which may be bifurcated into two groups (Pinnick, 2000). The epistemological methodology implemented in this endeavor emphasizes the examination of reality through carefully crafted instruments and methodologies, alongside comprehending and elucidating individuals' cognitive processes about McDonald's marketing governance. The study will employ qualitative and quantitative research techniques, along with mixed method research to accumulate and scrutinize data, with the aim of achieving a deeper understanding of the nature and impacting factors of McDonald's marketing governance.
[bookmark: _Toc2053770849]Research Paradigm
This dissertation will utilise two principal research frameworks, positivism and constructivism. Positivism will help to establish universal principles and precepts regarding McDonald's marketing management by verifying hypotheses through quantifiable data acquisition and examination. Constructivism, conversely, will assist in understanding individuals' subjective perceptions and interpretations of McDonald's marketing management by examining individual viewpoints and experiences in depth through qualitative investigative techniques. By implementing these research frameworks, the intricacy of McDonald's marketing management will be thoroughly comprehended and recommendations and guidelines for practical applications will be provided.
[bookmark: _Toc1222000912]Research Method
The purpose of this study is to provide an in-depth look at the marketing management of McDonald's Corporation and its impact on brand awareness, market share and customer satisfaction. In order to answer the research questions and achieve the research objectives, this paper will utilise a mixed research methodology that includes both quantitative and qualitative research instruments.

Quantitative research primarily procures data through questionnaires, executes segmentation and examination for McDonald's target market, and comprehends the perception and disposition of varying consumer groups towards McDonald's market positioning, product methodology, channel strategizing, promotion methodology and other facets. Through this examination methodology, an extensive volume of data can be gathered swiftly and efficaciously, and subsequently the data is processed utilising statistical methods to derive a more intuitive, precise and dependable data repository, thereby offering a more objective statistical support and providing robust statistical support for subsequent research (Slater, 2020).

This quantitative research will use the methodology of indepth interviews and focus group discussions to thoroughly understand the sentiments, perspectives and recommendations of McDonald's consumers, employees and industry experts. Through a series of research instruments, it can more holistically capture the perception of the McDonald's brand in the testimonies of consumers. This will assist companies to understand consumers' behavioural patterns and purchase motivations, enabling them to better modify their brand strategies and enhance their market competitiveness and brand influence. Through qualitative research, the emotions and motivations of consumers can be captured to provide a deeper understanding of the interpretation of quantitative data, thereby better comprehending consumer behavior and needs, and providing a more scientific rationale for decision-making for the advancement of enterprises (Cateora, 2022). Furthermore, based on this information, it provides McDonald's with more focused marketing strategies and suggestions to augment its market competitiveness and brand influence, thereby better satisfying the needs of consumers and enhancing the company's market competitiveness and brand influence.

According to D. Wade (2001), a mixed research methodology is the comprehensive and synergistic utilisation of quantitative and qualitative research methodologies, enabling the maximisation of the merits of both quantitative and qualitative methodologies, thus facilitating a more profound and comprehensive understanding and analysis of McDonald's marketing management. Quantitative research methodology can collate, process and scrutinize a substantial quantity of data through objective and scientific strategies, enabling the quantification of diverse performance and impacts of the research object, such as market share, sales volume, consumer surveys and other facets of the data, thereby yielding more objective and quantifiable research outcomes (Siobhain, 1995). However, quantitative research methodologies also have some limitations. They can only furnish objective data, but cannot delve deeper into the underlying reasons and motivations behind the research object, nor cannot expose the intricacy and deep- rooted influencing factors behind marketing. Qualitative research methodologies, conversely, can provide more profound and comprehensive research outcomes by delving deeper into the underlying reasons and motivations behind research subjects and exposing the intricacy and deep-rooted influencing factors behind marketing through in-depth interviews, observations, case studies and other methodologies (Lawrence, 2001). Consequently, through the amalgamation of quantitative and qualitative research methodologies, a more comprehensive and profound understanding of McDonald's marketing can be attained and practically significant suggestions and guidance can be provided.

There are also some limitations to the integrated research approach, such as the possibility of sample bias, data collection errors, and subjective bias of the researcher. To address these limitations, this study will adopt the following measures: first, this study will apply a rigorous sampling strategy to minimize sample bias; second, this study will strictly monitor errors in the data collection and analysis process, and will clearly disclose data sources and processing procedures in the report. Finally, this study will use multiple data sources and methods to support each other, in order to mitigate the impact of researcher subjective bias on research results. research results. Through these measures, the credibility and reliability of the study will be enhanced to ensure the accuracy and validity of the research results.










[bookmark: _Toc1783211723]Data Collection
This research utilises two methodologies for data collection: surveys and in-depth interviews.
[bookmark: _Toc157650929]Questionnaire
Survey questionnaires represent a frequently used quantitative methodology for summing up the attitudes, perceptions, and behaviors of research participants by delivering systematically devised queries to participants and collating their answers (Matthew, 2017). In this survey, a questionnaire will be architected for McDonald's target market , including market positioning, product strategy, channel strategy, and promotional strategy. Respondents will adhere to the questionnaire through online survey platforms or direct face-to-face meetings.

According to Wilson (1962), the questionnaire method was chosen for its three distinct advantages. First, questionnaire surveys can accumulate considerable data promptly, possessing significant efficiency and cost-effectiveness. Secondly, questionnaire surveys can quantify respondents' opinions and perspectives, providing objective data substantiation for the investigation. Lastly, questionnaire surveys are versatile and extensively applicable, able to cover a broad spectrum of respondents, enhancing the representativeness and credibility of research results.

Nevertheless, there are a number of obstacles related to questionnaires. For instance, bias in sample selection, deficient recall rates, and data quality concerns may emerge. In addition, respondents may provide misleading or partial responses, affecting the precision and validity of the data (Alice, 1992). Consequently, meticulous consideration of these issues is required when constructing the questionnaire and interpreting the data, and appropriate strategies need to be implemented to manage them.

The workflow of questionnaire data acquisition mainly includes the following stages: Firstly, formulate a meticulous questionnaire structure and question content, and judiciously scrutinize the initial questionnaire to ascertain that the questions are lucid and easily comprehensible, as well as possessing a cogent logic. Secondly, the questionnaire is disseminated to the surveyed group through advanced network technology or conventional face-to-face interactions. Simultaneously, the dissemination of the questionnaire is persistently monitored, and the requisite reminders and oversight are provided at the appropriate juncture to enhance the recovery rate of the questionnaire. Lastly, collated data are systematized, thoroughly analyzed and rationally interpreted to formulate an authoritative research report and scientific conclusions.
[bookmark: _Toc1791826952]Interview
Interviews represent a qualitative research method used to attain a more comprehensive and profound understanding through extensive one-on-one discussions with interviewees to examine their perspectives, experiences and understandings (Timothy, 1970). For this study, McDonald's patrons, staff members and industry specialists will be chosen for detailed interviews to probe their perceptions, opinions, and experiences of marketing management.

The primary reason for selecting in-depth interviews is their capacity to yield a profounder and more detailed understanding that unveils the motivations, attitudes, and sentiments beyond the research participants (Keightley, 2020). In contrast to questionnaires, in-depth interviews can cultivate a more intimate and trusting rapport, inducing respondents to be more inclined to disclose their authentic perspectives and experiences. Through individualized dialogue with interviewees, the researcher can probe into the crux of the issue and unearth information concealed beneath the veneer, providing a more extensive and in-depth perspective for the study (Jackson, 2020).

However, Ellingsen (2010) found that in-depth interviews also have some limitations. Firstly, since in-depth interviews constitute a small sample research methodology, the results obtained may not be transferrable to the entire collective of respondents. Secondly, the subjective awareness and personal experiences of in-depth interview respondents may influence the results, posing challenges to the objectivity and reliability of the research outcomes. In addition, in-depth interviews necessitate substantial time and human resources and impose strict demands on the researcher's skills and experience (Weinstein, 1994). Therefore, when executing in-depth interviews, researchers must select respondents judiciously and conduct comprehensive analysis in conjunction with other data collection methods to ensure the precision and credibility of the findings.

The interview process involves defining research objectives and queries. Determine the purpose of the research, areas needing exploration, and information requested from respondents. Second, select the appropriate respondents. Include McDonald's consumers, workers, and industry professionals from diverse perspectives. Respondents should be chosen for their expertise and relevance to the research questions. Thirdly, formulate an interview guide. This includes specific questions and introductory phrases addressing market positioning, product strategy, channel strategy, and promotional strategy. The guide should be adaptable to respondents' responses. Then, arrange the interview time and location and conduct in-depth interviews. utilise an open-ended and exploratory method to the interview, encourage free speech, and document the interview promptly. Post-interview, organise and summarize data for subsequent analysis and conclusion. Analyze and interpret the data thoroughly, extracting key information and findings to provide comprehensive information for the study. Lastly, compose a research report or dissertation detailing the interview process, analytical findings, and research question answers and conclusions. Ensure that the report is logical and coherent, effectively communicating the study's key findings and implications.



[bookmark: _Toc1072400383]Resource Implications and Needs
Time: It is anticipated that the study will necessitate some time to compile data, review the data and prepare the research report. Taking into account the time required for the phases of in-depth interviews, documentary research and data analysis, the study must be carefully planned to ascertain its completion within the prescribed time frame.

Funding: Implementing in-depth interviews may require a predetermined amount of funding to cover respondents' expenditures, the development and implementation of the survey instrument, and so on. In addition, additional funding support may be required if specific market data or business reports need to be procured or accessed. Therefore, research funding needs to be strategized and judiciously managed to ensure efficient utilisation of resources.

Human Resources: To ensure the necessary human resources for the study, including the delineation of roles and responsibilities among members of the research team. Researchers may be required to conduct indepth interviews, accumulate and organise literature, perform data analysis, and so on. It is essential to ensure that team members have the appropriate research skills and expertise to ensure the seamless prosecution of the study.

Equipment and Technical Support: Specific technical equipment and support may be required to perform data collection and analysis, such as audio recording equipment, data analysis software, etc. It is crucial to ensure that the research team possesses the technical skills and equipment necessary to facilitate the uninterrupted operation of the research.

To sum up, for the study of McDonald's marketing management, we need to rationalize the time, funds and human resources to ensure the smooth implementation and completion of the research. At the same time, there is a need to ensure the adequacy of equipment and technical support to support data collection and analysis.












[bookmark: _Toc2987810]Time Plan
	Milestone
	Name
	Objectives
	Date

	1
	Kick off
	Define the topic and the boundary. Explain the process.
	Mar. 2024

	2
	Prima Selection
	Select at least 50 scientific papers about the research boundary.
	Apr. 2024

	3
	Research Methodology
	Prepare the Introduction and Literature Review Chapter.
	Apr. 2024

	4
	Bibliometric Analysis
	Prepare the Research Questions and Instruments, Techniques for Data Collection.
	May. 2024

	5
	Findings and Conclusions
	Start data analysis, discussion, findings and conclusion.
	May. 2024

	6
	First Draft
	Revise the first version for revision.
	Jun. 2024

	7
	Paper Preparation
	Prepare a short version of the research (20 to 25 pages) to submit to a scientific journal.
	Jun. 2024

	8
	Final Version
	Final adjustments on thesis and paper.
	Jun. 2024










[bookmark: _Toc823998789]Ethical Considerations
Ethical considerations are pivotal in the development of research proposals. It is imperative to ascertain that the rights, interests and welfare of participants are completely safeguarded during the research process, while circumventing any form of detriment or negative influence on them (Massie&Gillam, 2014). Therefore, it is imperative to meticulously contemplate and address ethical considerations that may be involved before initiating research.

First, it is vital to ascertain that participants in the research are fully aware of the objective, methodology, and potential risks of the study, and that their participation is predicated on an autonomous decision. This includes the need to obtain informed consent from respondents and respect their decisions when executing in-depth interviews or surveys. 

Secondly, the confidentiality of participants is paramount. Throughout data collection and storage, suitable measures must be implemented to ensure the security of personal information and data, and to prevent infringement of their privacy.

Moreover, it is imperative to uphold fairness, respect, and decorum. In interactions with participants, all forms of discrimination or conduct detrimental to their feelings and dignity should be avoided. Participants' interests and well-being must also be taken into account and it must be ascertained that the research does not adversely affect them. When constructing the research strategy, the rights and welfare of participants should be considered to ensure that their interests are fully safeguarded.

Ultimately, integrity and disclosure are essential traits in research. In research reports and publications, the investigation process and results should be presented accurately, avoiding distortion of data or results and any form of scholarly misconduct.
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