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[bookmark: _GoBack]Executive Summary
McDonald’s is a multinational company that has made its name globally. But, due to countless new entrants, global competition has become more complicated and tougher for the company. It creates dynamic and new opportunities for the company as well as threats. McDonald's can gain a competitive advantage and sustain its business by not just utilizing appropriate strategies but also managing it through wise decisions.


[bookmark: _Toc14355786]Introduction
Companies utilize business strategies to achieve their long-term goals. These strategies set a vision and mission via multiple business models. It is an effort by firms to attract their customers and maintain a long-term relationship with their consumers. The business strategy aims to align product or service with the customers’ demand. To attain this, proper planning is required. It begins with identification of targeted audience of the product or service to better catering their needs and demands. But, there will be no good of these strategies without proper management. Strategic management means recognizing where a strategy needs to be improved and how it can be executed for effective action. It is vital for the execution and development of business strategies. It can be done in four steps: “Strategic Objectives”, “Strategic Formulation”, “Strategic Implementation”, and “Strategic Evaluate and Control”. Failure of any step means giving away to rival companies to fetch the market. Proper and successful management of strategies can give a brand name to a service/product and can assist in running a business in the global market in a smooth, effective and efficient way. One of the global brand names is “McDonald's”. The company has utilized many business strategies and ideas to satisfy their consumers’ needs and desires, and tried its best to give the required products and service. "McDonald" struggles to achieve the broad goals of the company by integrating countless functions (McDonald and Rogers, 2017). The company has started losing its brand name, due to several new and better outlets of other companies who have implemented the advanced strategies to have a grip on the market. 
This report will analyse the marketing management of “McDonalds” and identify strengths, weakness, opportunities and threats of their strategies through SWOT, PESTEL and Porter’s 5 forces framework. The assignment will evaluate the issues with their strategic management and their potential corporate level strategic directions. 
Appropriate recommendations for a new strategic approach will also be included. It will consider Ansoff’s Matrix framework to specify strategies for developing and sustaining a global competitive strategy.
[bookmark: _Toc14355787]McDonald’s
"McDonald's" is a fast food restaurant which was started in 1940 by two brothers Maurice and Richard McDonald in California. In a decade, their restaurant revenue had hit $350000 (Spender, 2018). The reason for their growth was their ‘Speedie Service System' that is a core used principle of a modern restaurant; they can be known as a pioneered of the system. Such a system means employing several unskilled workers who take a small but specific step in the preparation of food. A distributor of milkshake machine, Raymond Kroc, shown interest in their business and started franchising with them. Kroc franchise named as “McDonald System Incorporation”. In 1955, Kroc became the company’s owner after buying a share for $2.7 million. He renamed the company, and it becomes “McDonald’s Corporation”. Kroc revolutionized the US restaurant industry. "McDonald's" is the globe's largest fast-food chain that is serving estimate 47 million customers regularly. The company's assets worth over $25 billion (Kratus, 2019).
Presently, McDonald's is not operating well as compare to its' past year's achievement. Its’ revenue growth has also declined. Reportedly, the decline condition of McDonald’s is a product of poor management, more competition, bad marketing, poor strategy management and lack of response to align with contemporary challenges (Nagarajan et al., 2019). 


[bookmark: _Toc14355788]Ansoff’s Matrix 
It is a marketing planning model, assisting a business in determining its product and market growth strategy. It suggests whether a company's growth relies on markets existing or new products/service in existing or new markets (Schawel and Billing, 2019). It sets a direction for a business strategy by judging the product in four scenarios: market penetration, market development, product marketing and diversification. In “marketing penetration” a company focuses on selling their “existing products” in “existing markets” while in “market development” a company endures to sell its existing products/service in a new market. Contrary, in "Product development" a company aims to launch a new product in existing markets while in "Diversification" a company aims to launch a new product/service in a new market. Ansoff’s Matrix is one of the most common tools for a determination as it is easy and simple to use. It also assists in the decision-making process and specifies strategies for sustaining and developing a global competitive strategy (Dawes, 2018).
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[bookmark: _Toc14355790]Market Penetration
Following the Ansoff’ Matrix, their strategy for "Market Penetration" include a happy meal, drive through, deals in clever price and delivery services. Their “happy meal” service was started in 1977; whose targeted audience was children who never say no to toys. In 1983, chicken nuggets added in the happy meal and every week; new toys were added to compel the kids to buy the deal (Love et al., 2018). In 1987, they debuted Disney character, under the title of “Disney Happy Meal” which became a game changer for the company in lifting their profit. Many times, McDonald’s change their toys and characters to sustain their profit. A data research report, “Sense360” shown that per day visitors in McDonald's was 22 million in the US alone and per day orders of "happy meal" is 3.2 million (Hobin et al., 2012). 
Moreover, the company has opened its "drive-thru window" in 1975; this service delivered a fast and convenient method to procure a quick meal. This aims to deliver service within 50-seconds (Leidner, 2015). "Drive-thru window" service and business model eventually resulted in its greater profit. With time, the company introduced “one minute guaranteed service” for an afternoon meal. This service also gave a boom to the company. A research firm "NPD Group" reported that costumers used this service 12.4 billion times in 2012 (Jervis et al., 2012). The company’s next strategy was “McDelivery” which was introduced in 1993; this delivers food to the customer's door with the help of motorcycle couriers. After the success of the strategy in the US, the company started it in the global market such as Asian, Latin American and Middle Eastern market. The service is available 24 hours a day. The strategy failed to make a huge profit, but still plays an integral role in its annual profit (Mattern, 2011).


[bookmark: _Toc14355791]Market Development
Following the “Market Development” scenario, McDonald’s takes a chance to sells their product and service in many new and unexplored markets by recognizing targeted audience in a new geographical area, employing new retail channels and distribution, minimizing meals’ price to align with market’s segments, and offering new deals. It involves a lot of risks, but, McDonald’s took these challenges and successfully opened more than 36,258 total restaurants globally (Hassanien et al., 2010). They have expanded their business in many new markets such as Venezuela, Yemen and Uruguay. Initially, the company took advantages of its “Franchise opportunities” by opening many outlets worldwide. This model of business enables them to have franchise-members, shareholders and management who can share rewards as well as the risk of new business opportunities (Bodislav, 2012). Launching new products and services means following "adapts and innovates" strategies to cater the needs of diversified consumers. McDonald’s sticks to its “glocalisation strategy” with “localized menu” which was delivered with high standards and low price. This strategy worked very well because it was affordable prices and the foods that suited the taste of locals as well as gave a chance overseas travellers to enjoy the local cuisine. For example, McDonald's included "McAloo Tikki" in India and "McArabia" in the Middle East.
[bookmark: _Toc14355792]Product Development
"Product Development" scenario involves determining transformation in consumer needs, creating advanced products and launching it with a new and unique way. The unique products of McDonald's were: McAloo Tikki, Sundaes, McArabia Chicken and Apple Pie. For instance, many people in India are vegetarian; the company included a burger named "Aloo Tikki Burger" especially for such consumers. Even, McDonald's has taken off pork and meat from the Indian menu and had secured its 350 Indian outlets (Kotabe et al., 2014). 
Another example is Middle East’s “McArabia” in which burger bun is made by using flatbread. This is the company’s adaptation strategy that results in an effective boost in sales. This gripped not only Arabian but also other consumers, and soon it has become their popular big-sized Mac sandwich. They also introduced a wide range of "Desserts" and "Sweets" such as doughnuts, milkshakes, apple pie, and McFlurries. Their most recent innovation was "Milo McFlurry" that was launched in 2017.  
[bookmark: _Toc14355793]Diversification
The company’s “diversification” can be enlightened by evaluating their new products/service in new markets. McDonald’s “Diversified Strategy” was “McCafé” and “Golden Arch Hotel” in Switzerland, "Pret A Manger" and "Chipotle Mexican Grill". “McCafé” was emerged in 1993 by “McDonald’s Licensee Ann Brown” after exploring consumers’ interest towards “espresso coffee” (Crawford, 2015). The company launched their “McCafe” in relatively low price to compete with over rival cafes such as Starbucks and Second Cup. According to research firm report, “McCafe” outlets produced 15% per cent more revenue than a regular McDonald's, and after a decade, in 2003, it was the largest café in New Zealand and Australia (Heizer et al., 2016). Another example of their diversification is “Golden Arch Hotels”, McDonald's four-star hotels, which were opened in 2000, and offered standardized customer service in an unbeatable cost. In the 21st century, the hotel was an integral component of the company, and it was designed for business travellers. The hotel rooms offered a complete service including speedy internet, comfortable bed, luxurious lifestyle, online booking system and many more.


[bookmark: _Toc14355794]Issues with strategic management 
Strategic management of the company can be explained in the context of a market segment, service system, cultural image of a company and human resources. The strategic management issues of McDonald can be analysed by using different analysis tools such as SWOT analysis, PESTEL and “Porters Five Force Framework”.
[bookmark: _Toc14355795]SWOT Analysis
It is a tool for determining a strategy's strengths and weaknesses and recognizing both opportunities and threat. This technique carves a sustainable niche in the global market by uncovering opportunities and addressing threats. McDonald's serves a variety of quality food and beverages at different prices in over 100 countries (Baden-Fuller et al., 2016). Its’ franchising owners have complete control over their marketing and pricing without damaging brand name. 
Strengths: McDonald’s has the second-largest global restaurant network across the world. Their strategy management skills have made the company reputable. Now, they have many advantages over competitors such as scale economies, wide audience reach and market strengths over competitors and suppliers. McDonald’s can recognize effective ways for performing tasks, managing restaurants and can attain massive gain by implementing efficient practices. Their “happy meal” was one of the valuable and “Differentiated market Segmentation” strategies that particularly target children. “Civil Eats Blog” cites that it is a compelling strategy to reform its flagging sales (Etow, 2011). The high growth of “Happy meal” sales revealed that it is a strategy that results in the huge success of McDonald and also it contributes a lot in generating the overall revenue. Furthermore, the company's 50 to 60% of food sales were the result of "Drive-thru window" service. Undeniably, this strategy will not fade because nowadays, people demand fast service. Initially, the "McDelivery" was not so quite popular, but presently, many people prefer having their meal at their doorstep. 
Weakness: The weakness of McDonald's is speedy growth of the competitive market and “looming market saturation” that result in difficulties while advertising new product or service. For instance, the company was hopeful that its hotels have the potential to generate enormous profit, but, their hopes and dreams shattered when the ideas turned out to be a complete failure and disastrous for McDonald’s because it was unable to compete with other competitors of hotel chain like "Four Seasons Hotel" and "Shangri-la" (Osman et all., 2014). In Switzerland, the idea was failed because the company did not launch the hotel with its brand name, and ended up with a significant loss. As a result, the company decided to exit their hotel business after almost three years. In future, it will be difficult to seek a prime location for a hotel because of potential cultural issues. Moreover, huge competition is creating an income problem, which further leads to diversified varieties of quickly and cheap production of food rather than letting the production rise range into value one. 
Opportunities: The strategies of McDonald’s have facilitated the customers through their warm, happy themes, convenient drive-thru, hygienic service, and diversified team members who are also multilingual. As the company always utilizes eco-friendly strategies, which can provide McDonald's an exclusive opportunity to force toeing the line from other rival food chains. Other opportunities are domestic and international market leaders, long-term financial growth, strengthening real estate portfolio, minimum risks due to global business diversifying, strengthening youth market, effective market planning and good-will. Moreover, there are countries such as China, where there is a need for more restaurants (Yan, 2013). Hence, McDonald's can take advantages of such countries. Besides, the low-interest rate can potentially provide cheap capital for progress. Considering the dollar-denominated debt, the company has become the first international company that introduce “yuan-denominated bonds” in Hong Kong (Eichengreen, 2012).
Threats: McDonald’s has a high threat from new entrants. The company is facing many challenges due to a high number of rival companies which offers many other types of foods to the consumers. For instance, Starbuck did not only revolutionize coffee consuming experience buy also established an ambience which is shaped to entice customers and motivate them to revisit the place. New products can go "head-to-head" with the already established food chain. Moreover, governments of different countries are targeting fast food due to a higher proportion of sodium and sugar. Increase in the commodity cost increases the price, and a poor economy restricts the capability to pass the cost hikes.
[bookmark: _Toc14355796]“Porters Five Forces Framework"
Michael E. Porter introduced this analyzing tool of the framework. This helps to understand the competitiveness of a firm's business environment and to demonstrate the potential profitability of the strategy (Aithal, 2017). Moreover, families select the restaurant for celebrating their special occasion. Utilizing this analysis tool, it has been analysed that McDonald’s has a high buyer power than others as it has many outlets and franchises. Moreover, due to its higher supplier power, its products can be purchased from multiple providers. Utilising demographic segmentation strategy, McDoanld’s mainly target children and youth. They attracted children towards their meal by offering them toys and attract youth via offering entertainment places for fun. In contrast, McDonald’s has a substitute service and product risks due to the emergence of countless restaurants in the market that are providing the best ambience, food delicacy, and comfortable environment at a low price (McDonald, 2012). 


[bookmark: _Toc14355797]PESTEL Analysis
PESTEL (Political, economic, social, technological, environmental, legal) is a framework to monitor external marketing factors (Issa et al., 2010). In this era, consumers are aware of the influence of companies on the environment due to the growing impact of media. Consequently, companies are compelled to behave responsible and responsive by protecting and allocating natural resources. McDonald’s struggles to develop a proactive attitude towards the sustainability of the environment. Furthermore, McDonald’s suppliers demanded to control business activities according to the superior policies of the corporation if the company wishes to enjoy the trading benefits. For reinforcement of these policies, McDonald’s has begun sustainability award to pay back the supplier which best represent the vision, values and principles of McDonald’s for sustainable resources. A very complex internal and external environment have been created for it. Internal threatening factors are employees, production and service, and internal management while external threatening factors are policies, competitors, legislations and so on.
Moral and ethical values of McDonald’s has become its business issues. Due to the foreign expansion of the company, diversity has become an imperative aspect of its culture. More than 35,000 outlets mean having franchise operators, staff and customers with diversified culture, ethnicity, and religion. It sometimes, becomes difficult for the company to assess the needs of every group.


External threatening factors for McDonald's are:
Political: state’s guidelines for health and public health policies
Economic: slow growth of countries’ economy such as China, because the Chinese market is a significant contributor to its revenue 
Social: cultural diversity and healthy lifestyle
Technology: negative feedback on social media
Environment: global warming
Legal: regulations and policies regarding health, animal welfare regulations and minimum wages
[bookmark: _Toc14355798]Potential corporate level strategic direction
For developing its business and gaining competitive advantage, McDonald’s has taken multiple corporate level strategic direction. The worth mentioning, corporate level strategies are “Generic Strategy” and “Intensive Growth Strategies”. These strategies support companies to expand the business and perform operational activities, particularly in the response of economic change and the emergence of more firms.
[bookmark: _Toc14355799]Generic Strategy
The company’s generic strategy is mainly cost leadership. Following Porter's model, this strategy means limiting costs and offering products at minimum prices. Being a low-cost provider, the company offers foods at relatively cheaper rates in comparison to other competitors such as Subway, Arby's and Starbucks (Jones et al., 2010). Additionally, McDonald has also used differentiation as a secondary generic strategy. McCafe is an example of their "differentiation generic strategy". Moreover, their vertical integration strategy has facilitated it to generate standardized objective based on cost leadership strategy. 


[bookmark: _Toc14355800]Intensive Growth Strategy
McDonald’s has utilised “market penetration” for reaching more consumers in the market where it is already operating. For instance, opening franchises in Europe and North America. Low costs empowered the firms to penetrate in the market easily (Rensburg, 2012). McDonald’s has utilised “market Development” by setting-up new locations in new markets such as in Africa, Asia, and the Middle East, where the company had no operations. Their low price helped them to compete in these new locations. McDonald’s has utilised “Product Development” by innovating new products/service over time. This helped them to capture more consumers by making company distinct.
[bookmark: _Toc14355801]Evaluate the strategic options
The Issues of strategic management can be catered by employing staff who are highly motivated and also facilitate them with appropriate training.  McDonald’s can also take benefits from the organic food industry and only make organic foods to address health policies. They can follow trends of healthy foods and maintain a positive image. In-Depth and continuous research can be conducted to understand the development of products and the latest trends to follow these trends as a strategy. 
"Plan-to-Win Strategy" includes a matrix of place, people, price, products and promotion and can allow McDonald's to grow beyond average (Gupta, 2017). It tends to improve many thinkable angles by emphasising on the company's unique power, gaining additional advantages via their experiences and market share. Another strategic option is “Differentiation Strategy” which enables companies to deliver different and more features in products/service than their competitors. McDonald's needs to overuse this strategy for differentiating their products and service from rival companies like KFC and Subway. 

Moreover, “Customer-orientation Strategy” is recognised for gaining competitive advantage. This stresses on making consumers happy and satisfied through exceptional service and products (Urde et al., 2013). Customer satisfaction can be attained by focusing on what customers’ demands and evaluating how it can be assessed. Being one of the leaders in the fast food industry, McDonald should attack their competitors by designing a marketing mix and keeping the proper nature of their marketing struggles to fetch the top position.
“Operational-effective Strategy” is an approach to improve the quality in specific areas like customer satisfaction and employee productivity in the aim of enhancing operational efficiency (Slack et al., 2010). The implication of this strategy can help to influence the customers' feeling positively and persuade them to revisit the place. This will build customers' trust by polishing their iconic brand that further leads to having long-term sustainable progress. The effectiveness of this strategy will strengthen positioning of the company that makes them future leader. “Stay-on-the-offensive Strategy” is an approach for proactive market leaders. It emphasizes staying a single step ahead of competitors and forcing them to catch (Lynch, 2012). It can be the best approach for McDonald's to satisfy the needs of their customers. "Fortify-and-defend Strategy" is the need for McDonald (Yannopoulos, 2011). This approach will make it difficult for rival companies to gain ground and also allow McDonald’s to maintain market dominance. 
McDonald’s can minimise the effects on the environment by protecting and maintaining natural resources such as animals’ human handling and implication of relevant programs. This will be an approach that can ensure better delivery of service to consumers according to McDonald’s established procedures, policies as well as changing demands. They should adopt a strategy which complies with laws regulations regarding health and hygiene. 
[bookmark: _Toc14355802]
Implications of the options
A strategic decision is a crucial component for addressing the internal and external factors. The management carefully decides while implicating any strategy for the overseas market because it involves more risk because of more local companies which are more appealing for consumers. Hence, international marketing decision is quite similar to the domestic, but these decisions are unique to each country. McDonald’s can implicate “Differentiation Strategy” by providing free Wi-Fi service and allowing people to connect with the rest of the world and also continue their work while having lunch. Furthermore, according to business managers, people are most likely to visit areas, offering free Wi-Fi (Noe et al., 2017). The company can imply leadership and differentiation as a strategy to surpass competitors. Competitive advantage can be maintained by switching products’ price and providing a better quality product with service excellence. For the implication of “Customer-orientation Strategy”, they should understand the customers’ need. Social media can help them a lot in this regard. “Operational-Effectiveness Strategy” can be applied by employing well-trained individuals with diversified background and experiences. 
For strategic management decision-making, McDonald’s differentiation strategy also assists by giving a possible direction to business growth (Bazerman and Moore, 2013). This can be applied by establishing more outlets in developing economies and even in those states where the McDonald's has no presence. Technologies can be used to elevate production techniques or to improve the ordering process for gratifying customer needs. "Fortify-and-Defend-Strategy" can be implicated by increasing demands, keeping the price reasonable, investing enough for remaining cost competitive, providing a higher degree of service, adding personalized services to trigger buyers’ loyalty, utilizing digital media and creating new capacity ahead of market requirements.
Research has suggested that becoming worldwide winners is not possible without global competitiveness via a systematic process reviewing, exploiting and increasing core abilities (Noe et al., 2017). Hence, the management of McDonald’s should take those decisions that can enable them to leverage local capabilities in international markets. By making a little regional adjustment, they can achieve an exceptional degree of overseas presence. For instance, if McDonald's wants to trigger their sales, then the management needs to reduce profit margin per product. The price can be adjusted according to the country's economic condition to make it affordable and make it difficult for rival competitors to compete with McDonald’s. As the company, McDonald is a brand with high prestige; hence, their regular decision and marketing message should be sent correctly and consistently; it can be done through issuing coupons, deals and so on. Moreover, the selection of means of communication is also imperative to reach the targeted audience (Goetsch, et al., 2014). For example, if McDonald’s introduces a new deal and its’ targeted audience is youngster; then they should rely more on the internet to propagate deal/offer. Through “Marketing Mix Strategy” the company can include healthy foods such as a wide variety of salad.
[bookmark: _Toc14355803]Appropriate recommendations
The success of the most organisation is the product of management control who continuously monitors functional activities, measures the effectiveness and improves the process through utilising different strategic approach. An effective communication system and automation are needed to overcome the gap between the various entities, which further result in moulding functions into a realistic strategy for success and in higher efficiency. As McDonald’s has a global core curriculum, it has an opportunity to provide a different cultural environment to its employees; this can be used as an excellent strategy for hiring staff. As Paula states, “working in different countries have given an actual sense of achievement” (Crouse et al., 2011). 
Moreover, McDonald’s should promote the use of local suppliers because they better know and understand the local traditions and customs. In this way, McDonald's can integrate people from a diversified segment and adapt to their local cuisine and taste of that segment. Diversity is a reflection of a firm’s interpersonal relationships; if the relationship is based on negativity, it will decline its morale and further result in deterioration (Singh, 2012). The workload should be distributed among numerous team member who can perform their particular role to meet the needs and desires of customers cost-effectively. Moreover, the implementation of animal welfare policy tends to influence more customers. McDonald’s strategic objectives must improve the ecological influence of the business while enhancing the brand and customers' views about the company. 
[bookmark: _Toc14355804]Conclusion
Coping with competitors is highly challenging, but at the same time, it is significantly required. By following the advanced strategies and critical factors of global success such as menu variety, multiple beverage choice, branded affordability, standardized service, and convenient investment, McDonald can maintain its position. In this way, the company can still elevate the experiences of the customer, which further leads to sustainable business. The suggested strategic approaches can fuel McDonald’s business growth via combined market penetration and market development.
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