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Introduction
[bookmark: _Toc32580]The development of effective marketing does not happen by accident; it is rather the result of a thorough planning and execution process. Marketing ability and financial success are highly correlated with similar demands for products and services (Kotler & Keller, 2006). The purpose of marketing is not exclusively to meet needs in a profitable manner, but also to develop products and services. According to the American Marketing Association, marketing is a set of activities, institutions, and processes designed to create, communicate, deliver, and exchange products, services, and services that are valued by consumers, clients, and business partners as a whole (Lusch et al., 2008). A marketing plan involves determining marketing objectives, what a company wishes to achieve, and marketing strategies to help them achieve those goals (McDonald, 2007). The SOSTAC approach to planning consists of six steps, mainly situation analysis, objective, tactics, actions, and control. Writing a plan using this method is simple and logical (Smith, 2011). By following the SOSTAC approach, one can easily craft an effective plan that will provide the necessary guidance for achieving desired outcomes (Smith, 2011). According to Chaffey and Smith (2013), SMART objectives must be specific, measurable, actionable, relevant, and time-related. As the fast food industry is fairly crowded and competitive, McDonald's must take advantage of the opportunities arising from the Internet and new media to fully exploit its brand value. This report will utilize SOSTAC to present a marketing plan for McDonald to optimize digital marketing for a broader customer group and enhance competitiveness through SOSTAC.
Situation Analysis
Marketers are required to paint an overall picture of the company during the first stage of the SOSTAC digital marketing planning framework by using a situational analysis, which can help marketers identify their target audience, objectives, and strategies for reaching goals (Reed, 2014). In addition, it allows them to identify any strengths, weaknesses, opportunities, or threats that could impact the success of their digital marketing campaign, as well as assess their current market share and position. As one of the most popular methods of evaluating the internal and external environments of a business, the SWOT analysis emphasizes both the company's external opportunities as well as its external risks (Chan, 2011).
McDonald's, as a fast food industry giant, has a variety of strengths, including a large customer base, a variety of strengths, including stable production, an impressive brand image, a loyal customer base, and a high brand awareness and brand influence (Crook, 2019). In terms of its weaknesses, it consists of high-calorie products, overprocessed foods, a lack of consumer trust in the product's health, and public criticism of some unhealthy fast food (Shewfelt, 2016). Externally, there are multiple opportunities for the company to expand its international reach for rebuilding the brand image (Bernstein, 2020) by offering green food to satisfy consumer tastes, using artificial intelligence and big data to enhance customer service, utilizing social media and other digital tools to cater to rapidly expanding consumer demand, and utilizing social media and other digital tools to cater to rapidly growing consumer demand. Nevertheless, the company must also deal with threats associated with its increasing number of competitors, increased raw material costs, an escalating currency risk, as well as cultural threats associated with operating in various countries, and McDonald's social advertisements that adversely affect the health of young people worldwide (Hanson et al., 2016).
According to the PESTLE analysis presented in the previous paper, digital media has rapidly developed, creating an opportunity for companies to attract new customers and potential customers by attracting a large number of users. Additionally, McDonald's uses social media platforms to attract customers to their stores, such as Facebook, Wechat, Sina Microblog, and Instagram (Cassidy et al., 2021). With the assistance of big data, social media companies can determine the preferences of their users and tailor their advertising to attract consumers' attention, giving them a competitive advantage over their competitors. By using advanced technology, McDonald's can enhance the efficiency of its marketing campaigns and minimize the waste of resources. Also, through the effective use of online ordering platforms and artificial intelligence technology, the user experience has been enhanced and loyalty has been increased.
Therefore, McDonald's needs to take advantage of the rapidly developing digital media for enhanced brand awareness and value, while at the same time developing more healthy food options in order to remain competitive.
[bookmark: _Toc23113]Objectives 
Second, the SOSTAC analysis is based on objectives and goals. The SMART form is a useful tool for developing objectives. Having already achieved great success in social media marketing, McDonald's needs to maintain its lead position and increase its brand value in order to remain competitive within this highly competitive environment (Tien et al., 2020). Through increasing the social media presence on Instagram, Facebook, and Tiktok platforms by ten percent by the end of 2023, the company aims to achieve a relative share of sales turnover of 5%. In addition to increasing followers, it is also imperative to create an interactive social media community to promote a sense of belonging among followers as the number of followers increases. As a means of accomplishing this, McDonald's should regularly post high quality content and conduct engaging and attractive online activities. A virtual scavenger hunt could be conducted by McDonald's, where followers can search for hidden items within images posted on its social media page, with the chance to win a prize. By adding more followers, McDonald's aims to increase its brand awareness by 10% in the next six months across all of its digital marketing channels. Furthermore, these objectives can improve customer satisfaction, increase customer loyalty, and assist the organization in standing out from its competitors.
[bookmark: _Toc3683]Strategy
As part of McDonald's marketing strategy, segmentation, targeting, and positioning play a crucial role. McDonald's uses the following types of segmentation, including multi-segment positioning, both geographically and demographically (Taylor, 2021). As outlined in McDonald's demographic segmentation, both males and females aged between 6 and 70 are targeted. McDonald's has a global target market that encompasses a wide range of ages. In particular, McDonald's demographics are characterized by a range of products and experiences that are geared toward multigenerational families, including children's meals and playground areas, McCafe coffee and breakfast for moms, and combo meals for family outings (Harrison & Jackson, 2012). To stay competitive, McDonald's must not only focus on segmentation, targeting and positioning, but must also prioritize adaptive positioning to ensure their products are appealing to customers. In addition to operating restaurants in 1more than 20 countries, McDonald's also serves an international audience with more than 37 percent of its restaurants being located in the United States (Góis, 2018). As the Asian Pacific market continues to grow, the company is continuing to expand operations there. The Asian Pacific market is expected to be the largest contributor to McDonald's global sales growth in the coming years, and the company is taking steps to capitalize on this opportunity by increasing its presence in the region with new restaurants and partnerships (Ferreira & Ferreira, 2018). Millennials are increasingly savvy customers and demand healthier menu options and gourmet ingredients as part of McDonald's commitment to innovation (Ferreira & Ferreira, 2018). A majority of McDonald's customers are low-income families in both urban and rural areas (Elbel et al., 2011). By expanding their menu to include organic items, McDonald's could increase their customer base and appeal to those who prioritize healthy eating.
As part of McDonald's digital marketing strategy, McDonald's has refocused its purpose on feeding and nurturing the communities it serves around the globe, updated its values to guide its actions and behaviors, and incorporated growth pillars that are designed to leverage McDonald's competitive advantages. The strategy focuses on understanding customer behavior and preferences, utilizing data and analytics to target the right customers, and leveraging a mix of digital channels to deliver the message to the right people. Additionally, it looks to capitalize on the growing trend of digital ordering and delivery to provide customers with a convenient and efficient experience.
[bookmark: _Toc13065]Tactics
Product: McDonald's restaurants offer a menu that is largely uniform, with regional variations to accommodate the tastes and preferences of local consumers (Singireddy, 2020). It is therefore important that McDonald's focuses on the quality of its products and ensures that the ingredients used in its products are of high quality, since the franchise is often associated with unhealthy food. In order to attract more customers and ensure a better experience for existing customers, the company can enter into a cooperative relationship with farms and organic raw material suppliers.

Price: McDonald's offers its food and drinks at competitive prices in accordance with its cost leadership business strategy (Singireddy, 2020). In addition to offering customers a chance to dine for a fraction of the cost charged by most other restaurants, the fast food chain also offers a premium pricing model for some types of food options on its menu as a result of the introduction of organic and healthy foods. As a result, this could attract a more health-conscious customer base with a higher income level.

Place: In addition to providing quality restaurants in neighborhoods, malls, airports, and tollways at a reasonable cost, McDonald's should also enhance online delivery in more markets (Singireddy, 2020). McDelivery is available in several countries, including the United States and United Kingdom. The company may collaborate with taxi-hailing apps or develop a delivery app to expand its reach. For example, in Hong Kong, McDonald’s has partnered with the taxi-hailing app, GoGoVan, to offer delivery services for customers (Lam & Lu, 2022). Online delivery allows McDonald's restaurants to intensify distribution, which means making products available for sale through all possible distribution channels, since many of the restaurants are open 24 hours a day. By doing so, the restaurant is able to increase sales, and ultimately its revenue.

Promotion: McDonald's uses various media sources, including television, magazines, the Internet, to communicate with customers, making its advertisements among its promotional tactics (Singireddy, 2020). The company can collaborate with influencers to promote its products on Facebook, Instagram and TikTok to increase followers and convert them into frequent customers. With the growing popularity of TikTok among young adults, it is easy for influencers to post short introduction videos about restaurants on TikTok pages. TikTok in advertising is an excellent addition. It is important that McDonld's carefully consider which individuals are best suited to promote their products. For instance, McDonald's could partner with a popular influencer on TikTok who enjoys cooking and eating healthy food to promote their new range of salads and healthier food options. It is the responsibility of these influencers to promote a variety of food brands simultaneously, and some of these collaborations can be found on their social media platforms. Moreover, the company must also create a mini-app on the major social media platforms where customers will be able to receive fast and easy service and have many reasons to return. McDonald's customers will receive tailored offers, join a loyalty program, and order and receive food through their favorite channels. By launching such programs in more and more markets, the Company can expand its already substantial digital presence, bring more speed and convenience to its customers, and personalize it even more.

Processes: Each McDonld's business function involves a set of activities that are performed to accomplish a certain goal (Cassidy et al., 2021). As digital channels become increasingly sophisticated, McDonald's needs to optimize its website and mobile app to enable customers to order food and consult on issues more conveniently.
 
People: It is involved with satisfying employees and customers. News said that McDonald's employees walked out to demand wage increases (Fudge & Tham, 2017). To ensure their continued success, McDonald's must take proactive measures to address the growing need for higher wages and better working conditions; only then can they ensure that their employees will remain motivated and engaged. While investing in technology for employee training, McDonald's should also implement policies to ensure employees' health and safety.
Physical evidence: Visitors and customers can observe elements of the physical environment to gain a deeper understanding of physical evidence (Ryu et al., 2012). Despite McDonald's commitment to maintaining a sterile and hygienic environment, some changes can be made to create an internal atmosphere that is more natural and creative to enhance customer perception further. A user-friendly website and application should also be implemented by the company to enhance its overall user experience.
[bookmark: _Toc4331]Actions
The stage of actions outlines particular actions, skills, and responsibilities necessary to accomplish the tactics defined in the previous stage (Chaffey & Smith 2013). Each plan must be implemented and for that reason, a clear description of who is responsible should be provided. It is essential to carefully manage all the resources required to achieve the marketing goal. This includes human resources, expertise, financial resources and technological resources. This stage requires careful management of time as well. McDonald's should create a time-based action plan by utilizing a Gantt chart (Wilson, 2003) to execute their action, taking into account their available manpower, financial resources, and other capabilities. For example, the following chart can be made for Influencer marketing.
	Task Number 
	Task Name
	Date
	Budget

	Task 1
	Marketing Campaign Designing
	
	

	Task 2
	Contract Signing
	
	

	Task 3
	Creating Content 
	
	

	Task 4
	Promoting Content 
	
	



[bookmark: _Toc10168]Control
It is necessary to determine key performance indicators in relation to a strategic objective, a tactical plan, and a methodology. McDonald’s recommends Google analytics as a tool to ensure that the tactics are under control. Key performance indicators must be determined in context with an objective, strategy and tactics. Google analytics are easy to integrate with social media platforms as well as websites. The figure below shows how the online performance can be measured with Google Analytics using a variety of categories such as audience, acquisition, behavior and conversion. The company should also monitor indicators such as customer lifetime value (CLV) and click-through rate (CTR). CLV provides an indication of how much a customer is worth to the company in the long-term, while CTR provides an indication of how effective the company's marketing efforts are in terms of driving traffic to their website or products. Monitoring both of these indicators gives the company a better understanding of their customer base and helps them make more informed decisions about their business (Savinov et al., 2021).

[image: ]
Figure 1: Google Analytics (Hey, 2016)
[bookmark: _Toc22055]Recommendation and Conclusion
The results of the study indicate that McDonald's requires a digital marketing plan that will enhance the value of its brand and increase visibility to potential customers, as well as the introduction of more organic and healthy foods. To attract more users who can be converted into regular customers, Facebook, Instagram, and TikTok are the most popular social media platforms. A key component of McDonald's distribution channel optimization is collaborating with local cab-sharing apps or developing its own delivery applications to maximize distribution channels, collaborating with celebrities for influential marketing, developing a stronger online community for customers to feel a sense of belonging, and optimizing its mobile app and website so that customers can order food and consult on issues more conveniently. The company is also advised to monitor online performance using the Google Analytics tool in order to adjust its strategy in order to reach its objectives effectively and efficiently and to gain a sustainable competitive advantage.
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