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McDonald's, the world's largest fast food chain and brand, was founded in 1955 in Chicago, USA, and has become the most valuable brand in the global food and beverage industry. Since its official entry into the China market in 1990, McDonald's has been committed to providing delicious, secure and high-quality food to every Chinese customer. Mainland China has become McDonald's second largest market in the world, the fastest growing market in the world and the largest franchised market in the world outside the United States (McDONALD, 2022). There are already more than 4,000 restaurants in the chain scattered across more than 450 major cities and towns in China. During this period, McDonald's has introduced localised products such as McStuffed Pork Tenderloin and Egg, McStuffed Fish and McSpicy Chicken Thigh Burger, which have been well received by Chinese consumers.
At the same time, however, the Chinese market, once a "gold rush", has gradually become the most competitive market. McDonald's is losing its appeal to younger consumers as the trend-setting "foreign fast food" attributes of the past are losing market share to the raging "Chinese fast food" market. In response to the fierce competition, McDonald's has accelerated its localisation process and changed its name to Golden Arches in China in 2017, which is essentially a change of ownership. McDonald's sold its franchise in China to two major capitals, CITIC and Carlyle, and with the newly established Golden Arches China Management Limited, McDonald's can make use of the resources such as site selection, properties and contacts brought by CITIC and other state-owned companies' business outlets in third and fourth-tier cities to further expand in the Chinese market. At the same time, McDonald's has implemented an "accelerated growth plan", with initiatives such as takeaway services, digital innovation and shop renovation to drive sustainable growth in customer numbers and improve future performance.

2. McDonald's (China) Marketing Environment
This section uses the swot analysis method to conduct a systematic and comprehensive analysis of the external environment and its own internal factors in order to explore the marketing environment faced by McDonald's (China) from four aspects: strengths, weaknesses, opportunities and threats.
2.1 Strengths Analysis
2.1.1Good brand image
McDonald's has been adhering to the QSCV (Quality, Service, Cleanliness,Value) business philosophy since its inception. Based on a standardized management system, McDonald's has taken multiple measures to control the meals at all levels, which has become synonymous with hygienic and safe fast food in the hearts of Chinese people, laying a good foundation for the expansion of McDonald's in the Chinese market. In addition, McDonald's is actively involved in public welfare. Since its entry into the Chinese market, McDonald's has adhered to the concept of "giving back to society" and pursued social values while seeking economic benefits, such as making donations to Project Hope, setting up special scholarships and donating books. These actions have helped McDonald's establish a good corporate image in the eyes of Chinese consumers. 
2.1.2 Sound supply chain management 
McDonald's has an extensive and comprehensive supply chain management system worldwide, and has established a global product supply traceability system and a supplier product scoring mechanism, which can ensure the safety of ingredients. At the same time, McDonald's is actively developing its local supply chain layout in China. For example, it has signed cooperation plans with China's top four suppliers, such as Binbao, which has reduced production costs to a certain extent and helped the products win the trust and favour of local customers.
2.2 Weaknesses Analysis
2.2.1 Unhealthy nutritional structure
The core product of McDonald's is burger + fries + cola, which, from the perspective of modern nutrition, has the characteristics of "three highs", i.e. high in calories, fat and protein, and "three lows", i.e. low in minerals, vitamins and dietary fibre, with an unbalanced nutritional structure. Moreover, McDonald's uses deep-frying and grilling as the main cooking method, and fried and smoked foods are among the top 10 junk foods announced by the World Health Organization.As we can see, the global obesity rate is skyrocketing as fast food consumption rises sharply.(Jia et al., 2019)
2.2.2 Single product range and slow development
McDonald's adopts a standardised production model, which has largely led to a homogenisation of its product range, with its main products being burgers, fries and fried chicken. China is a vast country with a wide variety of cuisines and people have different dietary habits in different regions. It is difficult for McDonald's to satisfy the diverse tastes of Chinese consumers with its limited product offerings. In addition, McDonald's has been cautious in localising its products and has been slow in developing new products in the Chinese market compared to its strongest competitor, KFC. Without new products to continuously stimulate the market, consumer interest in buying will all be reduced.
2.3 Opportunities Analysis
2.3.1 Socio-economic development
With the rapid development of the economy and society, people's consumption habits and needs are generally upgraded. The demand for three meals a day has not only remained at the level of solving sustenance, but also has higher requirements for the taste and quality of food. This means that international chain restaurant brands such as McDonald's, which has a good brand image but is constrained by the high pricing of its products, can further open up the market by virtue of its own superior product quality and service level. And with the gradual reduction of urban-rural differences and the general increase in per capita consumption capacity, McDonald's is facing a gradual expansion of the consumption share of the third- and fourth-tier city markets, which also creates convenient conditions for McDonald's logistics and industrial chain.
2.3.2 A faster pace of life
Social development is accelerating and with it, the overall pace of life is becoming faster and the concept of time is becoming stronger than ever. Fast food is an effective way to shorten meal times and meet the dietary needs of modern society, so people are increasingly interested in fast food and the consumer base is expanding.From busy white-collar workers to students with heavy school workloads; from hurried sightseers to busy locals, McDonald's has further opened up the consumer market in China.
2.4Threats analysis
2.4.1 Competitive market
Western fast food, represented by KFC, is the strongest competitor to McDonald's. In the case of KFC, with McDonald's both have a strong brand advantage. There are also a number of brands such as Burger King and SUBWAY that are expanding their strengths, and these brands all have roughly the same products. It is difficult for McDonald's to develop its own unique competitive advantage. Chinese fast food, represented by True Kung Fu, is also a strong competitor to McDonald's. There are many new Chinese fast food brands in the market, such as True Kung Fu and Hehegu, which are more in line with Chinese eating habits in terms of taste, convenience, dining service and price setting. In addition, the impact of convenience stores providing fast food services on the fast food industry is becoming more and more apparent.
2.4.2 Health concepts take root
With the development of the economy and society, people's dietary needs are gradually changing from the traditional simple satiety to a healthy diet structure.the Chinese Nutrition Society has issued the Chinese Dietary Guidelines to popularize nutrition knowledge, guiding people to choose a healthy dietary structure and achieve a balanced diet.(Han et al., 2020) McDonald's, with burgers and fried chicken as its main products, runs counter to the increasingly prevalent concept of health.
3. Status of McDonald's (China) Marketing strategy

The market environment is constantly changing and the 4P marketing theory is expanding and deepening, but all changes are the same, the 4P theory is the foundation of other evolving theories, including Product, Price, Place and Promotion.This section analyses the current situation of McDonald's (China) marketing in the context of the 4p theory.
3.1 Product Strategy
To enhance the market competitiveness of its products and attract more Chinese consumers, McDonald's has shown a tendency to localise its product strategy. One is to incorporate some local elements into existing products, such as the steamed pork chop burger and fresh vegetable fish cakes previously launched in China. The other is to integrate deeply with the local culture to cater to the preferences of consumers in the region. Examples include the launch of Chinese New Year limited edition and Star Chef programme in China.
3.2 Price Strategy
McDonald's offered more special price promotions and free giveaway/vouchers on accounts in LMICs , suggesting that McDonald's may be using value price promotions as a marketing technique more in LMICs compared with HICs.(Cassidy et al., 2021)McDonald's pricing strategy is characterised by bundling and value for money. The best examples of bundling are the various set menus and the second half price range. The success of the bundling strategy lies in the fact that it takes advantage of the "bargain" mentality of the consumer, as the price of a bundle is definitely better than the price of a single purchase, which contributes significantly to the increase of the consumer's spending per item. Value-added refers to the short term promotion of a popular or classic product at a surprising price or even for free, for example, the free McMuffin with Alipay has not only attracted a large number of customers, but also sold a lot of related products.
3.3 Place Strategy
The place strategy aims at customer convenience, generally by effectively linking the supply and distribution of products, so that different intermediaries and various sales and service outlets form a tightly connected chain, thus achieving the goal of providing products and services to the target market in a more convenient way. Supply channels. By localising suppliers in China, McDonald's not only ensures the freshness of ingredients, but also reduces the risks associated with unpredictable factors such as weather, transportation, customs clearance and government policies. Ordering channels. McDonald's has taken advantage of China's electronic payment and ordering platforms and developed its own "McDelivery" takeaway service, allowing people to enjoy delicious food without leaving home and developing new sales growth.
3.4 promotion Strategy
Promotion refers to a marketing activity in which an enterprise transmits or communicates information about products or services to consumers or users through personnel or non-personnel means, arouses their purchase desire and prompts them to take purchase actions in order to expand their sales. The following will focus on the analysis of McDonald's promotion localization in advertising and marketing.Advertising campaign. McDonald's advertising campaign has won the approval of Chinese consumers because it has incorporated emotional elements into its advertising messages, successfully linking its products with family, love and friendship, as well as incorporating cultural elements into its advertising, perfectly combining product promotion with local festivals such as the Chinese New Year, and making consumers look forward to their dining moments. Marketing. On the one hand, McDonald's actively interacts with netizens through likes and comments, unknowingly raising its brand image and attention; on the other hand, McDonald's posts new product-related news through Weibo to raise its awareness and thus attract more consumers.
4.Shortcomings of McDonald's (China) Marketing strategy
4.1 Insufficient localisation of products
Although McDonald's currently realises its product localisation strategy, the extent to which it has done so needs to be further strengthened. It can be seen that although McDonald's has an absolute advantage in the global fast food market, in the Chinese market, McDonald's has not developed as well as its competitor KFC, which has achieved remarkable results in the Chinese market because of its product localisation. On the contrary, McDonald's has always pursued a global standardisation strategy including product standardisation. Although it has introduced localised products to cater for Chinese consumers' tastes, it is undeniable that McDonald's has always adopted a cautious and restrained attitude in the process of localisation. This has led to slow progress in the development of localised products, which has left many regular customers with no sense of novelty, resulting in a large loss of customers.
4.2 Poor healthiness of products
The British Nutrition Association has evaluated the nutritional content of eight fast food restaurants, including McDonald's, which was rated as the worst fast food in terms of nutrition, and its potato products were also included in the "carcinogenic list"(Chongqing Evening News, 2005), which shows that the healthiness of McDonald's products is very controversial. For a long time, especially at a time when people did not attach importance to the health of food, this was a way to survive and compete, but as time goes by, the unhealthy nature of McDonald's products has really hindered its long-term development and made McDonald's criticised.
4.3 Blindly pursuing low prices to attract traffic
With the increasingly fierce competition in the market, McDonald's wants to take the "low price route" to attract more consumers, but also wants to make as much profit as possible, this contradictory mentality has led to McDonald's being frequently caught in the whirlpool of public opinion of "false propaganda", brand reputation from time to time appear This ambivalence has led to McDonald's being caught in a spiral of "false advertising" and occasional "waterloo" in brand reputation. For example, in 2021, McDonald's launched its "signature meat bun" with soy milk for only RMB 9.The burger is full of meat, which makes it seem appetising, and has attracted many consumers to try it. However, in less than a day, the bun was trolled on Weibo because of the "small amount of meat", as consumers found that the bun had very little meat sauce, only a thin layer, which was very different from the advertised picture. This is a false propaganda of McDonald's, stepping on the red line of deceiving consumers, and indeed earning McDonald's a wave of attention, but only the flow of scorn, which will ultimately only dissipate consumer trust and destroy the brand's own image.

5.New trends in McDonald's marketing strategy 
As we know，food marketing are changing from the traditional focus on  price and convenience as consumers now search for experiential consumption benefits of social relationships, health and well-being(Gottlieb et al., 2022).McDonald's must innovate through its marketing strategy to open up greater market space while maintaining its existing strengths and in a way that is more relevant to new consumer needs and more responsive to new consumer habits.
5.1 Localised marketing strategy
Localised marketing strategy is a marketing strategy adopted by multinational companies to maximise the benefits of the market in the country or region in which they operate, and to integrate into the target market and compete for the target market. In terms of the current market situation, McDonald's China needs to further accelerate the pace of localisation in its future marketing strategy, with emphasis on the localisation of its products. By accelerating the development of new products that are tailored to the eating habits of local consumers, McDonald's China will be able to increase its appeal to Chinese consumers. Of course, in the process of localising its products, McDonald's needs to get a good grip on the scale, as excessive localisation will not only lose its own product characteristics, but will also lose out in the competition with the rising Chinese fast food.
5.2 Health Marketing Strategy
The perception of McDonald's as unhealthy junk food, although delicious, has taken root in people's minds. How to change the perception of the brand to respond to the changing consumer perceptions brought about by the rising economic level has become a key issue in McDonald's marketing in China, and health marketing strategies will become a major part of McDonald's marketing strategy in the future. Firstly, it is possible to respond to the increasingly mainstream health perception by adding and subtracting from the menu. For example, healthy options such as fruit and vegetables could be added to the menu, as well as giving consumers the option to choose whether or not to put cheese on the menu. Secondly, subtractions can also be made to the menu, such as reducing the proportion of junk food in the set menu and reducing the portion size of junk food. Of course, this will require repeated experimentation. Changing the image of "junk food" in the minds of consumers is the main focus of McDonald's marketing strategy.
5.3 Quality Marketing Strategy
Although the momentary "low price" strategy can be exchanged for short-term traffic, but in the long run, can not guarantee the quality of products at low prices, will only damage the brand image, in the long run, harmful. In the current price range of McDonald's, although a little more expensive than the general fast food, but the price does not become a barrier to consumers. Therefore, McDonald's can take the prestige pricing strategy, that is, for consumers "cheap, high quality will be good" psychology, give full play to its own brand advantages, by enhancing the added value of the product, such as improving the dining environment of the restaurant, improve the service level of the service staff, take the route of winning with quality, rather than low price.
5.4 Emotional Marketing Strategy
Nowadays, people's consumption behaviour has moved from the stage of quantitative consumption and qualitative consumption to the stage of emotional consumption, and emotional marketing strategy is becoming a new marketing strategy. More and more brands are focusing on emotional marketing. Emotional marketing can not only turn users' empathy for the brand into purchasing power, but also build brand loyalty on the basis of meeting certain spiritual needs of users. It can be said that the brand behind emotional marketing is respect and understanding of consumers. For McDonald's, the first step is to gain deep insight into consumers' inner spiritual needs, and then refine an emotional proposition that meets their needs, triggering their value recognition and then raising the brand temperature. For example, it can focus on the social symptom of "group loneliness" and bring warmth to consumers through its products. You can also use festivals as an entry point to incorporate the emotions specific to festivals in your product marketing. For example, in the Chinese New Year marketing, a series of products can be launched around the theme of "reunion".

conclusion
As one of the world's largest fast food chains, McDonald's is seeking long-term development in this hotbed of the Chinese market, which is inevitably dependent on deep integration and innovation. To integrate Chinese food habits, we must also integrate the psychological insights of Chinese consumers. Innovative product types and innovative marketing models are needed. On the basis of adhering to the characteristics of the brand, we will continue to gain insight into the changes in the Chinese market and the needs of Chinese consumers, so as to achieve the consumer experience of "Chinese stomach" and the value of "Chinese taste", and open up a new world in the fierce competition.
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