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[bookmark: _Toc225459515]1. Introduction
The marketing environment is a combination of internal and external factors that affect the marketing decisions, performance, and competitiveness of an organisation in the market (Ibrahim and Harrison, 2020). Among these, the macro marketing environment is one of the most important since it includes more external forces that include social, technological, economic, political, environmental, and legal forces, which the organisations have no control over but have to strategically react to. Examining the macro environment aids organisations to realise the opportunities, threats and come up with eco-friendly marketing strategies to stay competitive.
In many industries, organisations operate either as pioneering firms or follower firms. A pioneering organisation is one that often leads the market with innovative products, technologies or business models, and a follower organisation follows and reacts to the strategies of the market leader in an effort to be competitive. McDonalds is regarded as a pioneering organisation in the fast-food industry, particularly because of its global visibility, brand, and innovative approach to fast-food operations, compared to Burger King, which is usually regarded as a follower organisation whose competitive strategy in the market is based on product differentiation and low pricing.
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This report also attempts to discuss the macro marketing environment in which McDonalds and Burger King operate and how external factors bring opportunities and threats to the two organisations. The strategic response of both firms based on Porter's Generic Strategies and Ansoff Growth Matrix will also be evaluated in the report to know how each firm has been able to sustain its competitive advantage and growth in the fast-food market.
[bookmark: _Toc225459516]2. Fast Food Industry Overview
One of the biggest and fastest-growing markets of the food service market is the global fast-food industry due to the changing lifestyles of consumers, urbanisation, and demand for convenient and affordable food (Batta, 2025). The companies in the industry comprise large international companies like McDonalds, Burger King, KFC and Subway that use franchising and global expansion as their strategies of operations. The high rate of growth in the fast-food market has been as a result of busy lifestyles, a rise in disposable income and the growth in the number of fast-service restaurants in developed and emerging markets.
There is a high level of competition in the industry, and firms are competing based on price, product quality, speed of service, brand image, and customer experience. Firms constantly launch new menus and promotion services, and online order options to find buyers and retain their market share (World Health Organization, 2021). The fast-food sector is currently being influenced by a number of major trends. These will involve rising health awareness among consumers, resulting in a demand for healthier menu foods, and rising concerns about the environment that encourage companies to employ sustainable packaging systems and environmentally friendly operations. Pyanikova et al. (2020) also found that technology has been a significant competitive aspect among fast food companies, as a result of online food delivery and digitalisation, which has emerged as a key driver of growth in the industry.
[bookmark: _Toc225459517]3. Company Overview – McDonald’s
McDonalds is a large and the most recognised fast-food company in the world and is widely regarded as an innovative organisation in the global fast-food sector (Kee et al., 2021). Richard and Maurice McDonald started their business in 1940 in California, and thereafter it spread throughout the world under the leadership of Ray Kroc, who made the company model into a franchise. Today, there are over 38,000 restaurants worldwide in more than 100 countries where the McDonald's business is operating, serving millions of customers per day (Corporate McDonalds, 2026).
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The company has a wide range of products such as burgers, fries and chicken products, breakfast foods, desserts, soft drinks, and coffee under its McCafes brand. McDonald's has established itself as a company with a standardised menu, fast service and an affordable pricing strategy that has enabled this company to have a solid presence in the global market (An, 2024). The strong brand recognition, global presence, and continuous innovation in the organisation and marketing are what make the organisation a market leader.
Over the past few years, McDonald's has paid excessive attention to digital innovation, such as mobile ordering, self-service kiosks, delivery, and digital payment systems as a way to enhance customer experience and operational efficiency (Aziz, 2021). The high brand value of the company, its global expansion strategy and its use of technology have ensured that McDonalds has been able to maintain its competitive advantage as well as its leadership in the fast-food industry.
[bookmark: _Toc225459518]4. Company Overview – Burger King
Burger King is a giant international fast-food company and one of the primary rivals of McDonald's in the fast-food sector (Shcherbakova, 2020). The company was established in 1954 and is now owned by its parent company, Restaurant Brands International. Burger King has over 100 countries with thousands of restaurants all over the world using a similar franchise business model as McDonalds (Burger King, 2026).
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Burger King has a long reputation for having its flame-grilled burgers, mainly its signature product, a Whopper, which makes the company stand out from its competition (Pandya and Tiwari, 2025). The company concentrates on product differentiation, special advertising campaigns, and competitive prices to attract customers and compete with the market leaders. Burger King, compared to McDonalds is mostly regarded as a follower organisation since it tends to follow market trends and competitive strategies that are brought forth by the larger competitors.
The company has also been investing in digital marketing, online delivery service, and mobile ordering to enhance convenience for customers and competitiveness in the fast-food market. The strategy of Burger King deals with menu innovation, promotional pricing, and brand positioning as one of the challenger brands in the fast-food market (Thayani et al., 2025).
[bookmark: _Toc225459519]5. Macro Environment Analysis (PESTLE) – Social and Technological Factors
Macro marketing environment is the external factors that affect organisations, yet organisations have no direct control over them (GABRIEL, 2020). These may pose threats and opportunities to organisations, and thus companies should change their strategies to suit the opportunities. Social and technological issues are also essential in the fast-food industry because they directly affect consumer behaviour, the functioning processes, and marketing strategies. These macro-environmental changes have a substantial influence on such companies as McDonald's and Burger King.
[bookmark: _Toc225459520]Social Factors – Health Awareness and Changing Consumer Preferences
The increasing level of health awareness among customers is one of the most important social aspects that influences the fast-food industry (Saraswat et al., 2024). Over the past few years, consumers have been more aware of their health, diets, and nutrition. Obesity and calories, sugar consumption, and poor eating habits have become the new concerns of many customers. This has brought about both opportunities and threats to fast food companies due to this change in consumer behaviour. Growth in health consciousness is a threat to the fast-food businesses as products of the traditional fast-food, like burgers, fries, and soft drinks, are usually considered to be unhealthy. Healthy eating also leads to a decrease in the demand for fast-food products promoted by governments and health organisations (Rose et al., 2022). Calorie labelling and sugar taxes are some of the new regulations that have been put in place in some countries that can have adverse impacts on fast food firms.
The opportunities of companies offering more healthful menu options are also established by this social change. Burger King and McDonald’s have reacted to this trend by launching salads, low-calorie products, grilled chicken products, and plant-based burgers (Yildirim, 2024). Indicatively, to appeal to vegetarian and health-conscious consumers, Burger King has launched plant-based burgers, and McDonalds has launched healthier menu items and also cut down sugar content in certain foods. 
[bookmark: _Toc225459521]Technological Factors – Digital Ordering and Online Delivery
The technological aspect has largely changed the fast-food industry in the past few years (Guwanchgeldiyeva and Yazgulyyeva, 2025). The emergence of digital technology, mobile applications, and online provision platforms has transformed how customers order and consume fast food. A high number of customers are changing their preferences and ordering their food online using mobile apps rather than going to restaurants physically. McDonalds or Burger King have spent a lot of money on technology in terms of mobile ordering apps, self-service kiosks, online payment systems and delivery (Guerra, 2025). 
Technology has also been found to enhance efficiency in the operations of companies, decrease waiting time and also improve customer experience. Using digital marketing, social media advertising, and data analytics, companies can also be better able to know what customers want and target them more effectively (Theodorakopoulos and Theodoropoulou, 2024). Technological shifts are also threatening, as businesses have to spend vast sums of money on technological platforms and development. New technology may be embraced more quickly by smaller competitors in the industry, a factor that will spur competition. 
[bookmark: _Toc225459522]6. Opportunities and Threats
The macro environmental forces, like social and technological changes, present different opportunities and threats to both the McDonalds and Burger King. These aspects affect their marketing, their operations and their competitive position within the fast food industry.
	Macro Factor
	Opportunities for McDonald’s
	Opportunities for Burger King
	Threats for Both Companies

	Social (Health Awareness)
	Introduce healthy menu, salads, and low-calorie meals (Handoyo and Agustini, 2024)
	Plant-based burgers and healthier options
	Reduced demand for traditional fast food

	Technological
	Mobile ordering, self-service kiosks, delivery apps
	Digital marketing, online delivery platforms
	High cost of technology investment (Sun, 2022)

	Economic
	Expansion into emerging markets, value meals
	Competitive pricing strategies
	Rising costs of raw materials and labour

	Competitive Environment
	Strong brand loyalty and global presence
	Differentiation strategy and promotional campaigns (Yuan, 2025)
	Intense competition from KFC, Subway and other fast-food chains

	Legal / Environmental
	Sustainable packaging and corporate social responsibility (Lee et al., 2024)
	Eco-friendly packaging and brand image improvement (Jaggi et al., 2025)
	Government regulations, food labelling laws, and plastic bans


Both companies have great growth potential due to the availability of technological advancement and shifting consumer preference, especially by the use of digital ordering, delivery and healthier menu options. Rising competition rates, the cost of doing business, health issues, and governmental regulations are still significant threats that both McDonalds and Burger King have to address to retain their status in the competition and overall development in the fast-food restaurants.
[bookmark: _Toc225459523]7. Strategic Responses of McDonald’s and Burger King
Both McDonald's and Burger King have responded to the macro marketing environment changes through a number of strategic responses in order to ensure that they remain competitive, gain market share and respond to the social and technological change in the fast-food industry.
McDonalds has implemented a number of strategic measures, especially in technology, efficiency, and international expansion (Mulyo, 2023). Digital transformation is one of its key strategies, and it involves mobile ordering, self-service kiosks, and digital payment systems, which are intended to enhance the customer experience and shorten the waiting period. McDelivery and collaboration with online delivery companies like Uber Eats and Deliveroo have also broadened the delivery services of the company. Due to the growing health consciousness of consumers, McDonalds have also made more health-friendly menu choices like salads, fruits and anything with low calorie content (Yildirim, 2024). McDonald's adheres to a cost leadership strategy, which entails the provision of low-cost meals, value menus and low-cost operations in order to sustain the competitive position. The company also spends a lot on branding and marketing campaigns to have good brand recognition in the international market.
Burger King is more concerned with product differentiation and pricing strategies to compete with the bigger fast-food companies (Shcherbakova, 2020). The company makes its products stand out by using flame-grilled burgers, especially the famed Whopper, which is its product. Burger King has equally launched plant-based burgers and innovations on the menu to attract the health-conscious and vegetarian customers. Regarding technology, the company applies digital marketing campaigns, mobile applications, and online delivery services to contact the customers and enhance convenience. Burger King also tends to apply promotional prices, discounts, and advertising campaigns to appeal to customers and to compete against McDonald's directly (Obomwan, 2022).
[bookmark: _Toc225459524]8. Porter’s Generic Strategies Analysis
According to Porter's Generic Strategies model, a business attains competitive advantage in the marketplace through three broad categories of strategies: Cost Leadership, Differentiation, and Focus Strategy (Ali and Anwar, 2021). Cost leadership refers to selling products at a lower price than the competitors, differentiation refers to the sale of unique products or services, and the focus strategy refers to serving a given segment of the market. McDonald's and Burger King approach the fast food business in various ways.
	Company
	Strategy Used
	Explanation

	McDonald’s
	Cost Leadership Strategy
	McDonald’s focuses on offering fast food at affordable prices to a large number of customers (Smilevska, 2024). The company uses economies of scale, efficient supply chain management, and standardised processes to reduce costs and offer value meals and low-priced menu items. This allows McDonald’s to serve mass markets and maintain its position as a market leader.

	Burger King
	Differentiation Strategy
	Burger King focuses on product differentiation by offering flame-grilled burgers, especially the Whopper, which differentiates its products from competitors (Pandya and Tiwari, 2025). The company also uses creative advertising, promotional campaigns, and product customisation to create a unique brand image and attract customers.

	Burger King
	Focus Strategy
	Burger King also follows a focus strategy by targeting specific customer segments, such as younger customers and customers who prefer customised burgers. The company uses promotional pricing, limited-time offers, and digital marketing campaigns to attract this target market.


The competitive advantage of McDonald's is founded on low cost, efficiency in operating the business and mass market strategy, whereas Burger King's competitive advantage is founded on product differentiation, advertising and targeting of specific customer segments. These are the strategies that enable the two companies to compete favourably in the fast-food market that is very competitive and retain their positions in the market.
[bookmark: _Toc225459525]9. Ansoff Growth Matrix Analysis
Ansoff Growth Matrix is a strategic marketing tool that is applied to examine how organisations expand their business with four strategies, including market penetration, product development, market development and diversification. These are the strategies employed by both McDonald's and Burger King to increase their market share, to launch new products, and venture into new markets within the fast-food sector.
Ansoff Growth Matrix Table
	Ansoff Strategy
	McDonald’s Strategy
	Burger King Strategy

	Market Penetration
	Uses promotions, value meals, discounts, and digital marketing to increase sales in existing markets and attract more customers (Tian, 2022).
	Uses promotional pricing, discount offers, and advertising campaigns to increase market share in existing markets.

	Product Development
	Introduces new menu items such as McCafé products, healthier food options, and seasonal menu items.
	Introduces new products such as plant-based burgers, new flavours, and limited-time menu items.

	Market Development
	Expands into new international markets and emerging economies to increase global presence.
	Expands into new countries and new locations to increase customer base and market coverage (Shcherbakova, 2020).

	Diversification
	Introduced McCafé, desserts, and breakfast menu to expand product lines beyond traditional burgers (Yildirim, 2024).
	Introduces new product lines and menu innovations to attract new customer segments.


[bookmark: _Toc225459526]10. Conclusion
The above study concluded that the macro marketing environment has a great impacts in determining the performance and strategies of organisations in the fast-food industry. The opportunities and threats of McDonald's and Burger King have been generated by social factors, including health awareness and technological factors, including digital ordering and delivery services. The comparison reveals that McDonald's embraces a cost leadership strategy and Burger King embraces differentiation and focus strategies in order to compete in the market. The two firms have their growth strategies based on product development and market expansion as a way to maintain growth. McDonalds is further positioned in the market, with Burger King still struggling to survive using innovation and differentiation strategies.
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