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[bookmark: _Toc228579220]Chapter 1: Introduction 
[bookmark: _Toc228579221]1.1. Introduction to Research Background 
A business organisation has two main objectives to be accomplished from operating in a particular industry. The first one is to make and maximise profit and the second one is to gain competitive advantage in the respective sector (Glover and Butler, 2019). In both cases, marketing plays a significant role. The business can remain a consistent performer only when the outreaching process remains on the appropriate scale. Marketing is the promotion of products and services to customers for sales purpose. McDonalds and Nando’s are two renowned food chains operating in the UK. An existing competition between both brands exists. A case-study based research was conducted to compare marketing strategies of these two firms. The report will present how these firms are conducting marketing activities for gaining customers in a scattered market. 
Operations and other business activities are always important to a business for remaining in profit and gaining growth. Marketing is the only business activity that promotes the entire business or brand directly to audiences. It creates a difference for the brand to gain sustenance and growth at the same time (Biliavskа , 2019). Choosing the topic is important to know how renowned brands are applying marketing in different contexts and multiple aspects. Brands like McDonalds and Nando’s are highly recognised in the global calibre. In the UK’s market, their activities are creating noticeable differences as per the business reports (McDonalds, 2024). By conducting the research, it becomes easier to compare the effectiveness of marketing activities for two large global brands in the UK market. Existing companies in different sectors can follow the effectiveness as well as newcomers may set strategies through the knowledge. The research will uncover and explore comparisons of marketing strategies for the mentioned brands. 
[bookmark: _Toc228579222]1.2. Problem Statement 
Despite being one of the most important business activities, marketing is often deprioritised due to the lack of appropriate knowledge or understanding of its impact on the business organisations. It raises tension in the balance sheet as well as income statement of the business organisation. Choosing the adequate marketing strategy in the business can set a business to the higher positioning. McDonalds UK and Nando’s UK are two renowned companies operating in the food sector with different marketing strategies (McDonalds, 2024). A comparative study with a focus on marketing can state how these businesses are developing their portfolios in the industry for gaining profitability as well as business positioning. The problem is necessary to address to find strengths in their marketing strategies as well as gaps so that existing firms and newcomers can learn from their strategies. 
[bookmark: _Toc228579223]1.3. Aim and Objectives 
The aim of the project was to critically compare and analyse marketing strategies using the case study of McDonald’s and Nando’s in the UK market. 
To achieve the aim of the project, the research needed to achieve following research objectives. 
a. To investigate marketing activities of McDonalds UK and Nando’s UK 
b. To compare effectiveness of marketing activities in meeting business objectives for these two companies. 
c. To find gaps in the marketing strategies for the companies for suggesting changes to the marketing strategies 

[bookmark: _Toc228579224]1.4. Research Questions 
The research was initiated with three core research questions. From attaining data and gaining a comparative analysis, following research questions were needed to be answered. 
a. How do McDonalds and Nando’s conduct marketing activities in the UK market? 
b. Which are the similarities and differences among the marketing activities for these companies? 
c. What are the gaps in their marketing activities to recover from any failure in the marketing process?

[bookmark: _Toc228579225]1.5. Rationale of Choosing the Topic 
There are more than 90,000 shops selling food and beverage to people in the UK who are licensed as SMEs (Adebanjo, 2021). The market is scattered and there are different competitors. Despite such competition, two global brands have large market shares in the UK, McDonalds and Nando’s. McDonalds is an American firm and Nando’s is originated from South Africa. Yet, they are holding a strong market in the food sector of the UK. Marketing has been playing an immensely important role according to the reports. The rationale for choosing the topic for this research is to understand how these firms are conducting marketing operations. The analyses can be useful in the academic and organisational calibres. Again, there will be opportunities for other organisations to follow their footsteps in marketing operations to gain sustainable profitability and competitive advantages. 

[bookmark: _Toc228579226]1.6. Significance and Scopes of the Study 
A comparative analysis always useful to know the strengths and weaknesses of an activity. The companies in the research are well-established in their respective fields along with enriched portfolios. Outcomes and findings from the research will support to attain knowledge on gaining profitability from the marketing operations. At the same time, fixing any issue from the identified gaps will be possible. The research is also significant for academic purposes (Adebanjo, 2021). The comparison will set the capability and allocation of different resources within a specific field. 
The scope of the research is mostly organisational. Nando’s and McDonalds will be able to review their marketing functions for upscaling the competitive environment. Both firms can generate sustainable and consistence with the aid of research outcomes. Academic scopes are also mentionable in this concern. Results and findings from the research can be used to formulate standard strategies of marketing in the food sector within the UK market. 
[bookmark: _Toc228579227]1.7. Dissertation Structure 
The dissertation is going to be comprised of five chapters including the current chapter. The first chapter introduces the topic along with background information. The second chapter will draw literature review to establish a foundation of the research process. Critical review is always the key to generate a foundation for the rest of the researches. The third chapter will include research methodology to describe how data and information are to be collected and analysed. The fourth chapter in the dissertation will include findings and analysis from the research. Finally, the fifth chapter will conclude and recommend strategies to operate marketing activities in better aspects. 


[bookmark: _Toc228579228]Chapter 2: Literature Review 
[bookmark: _Toc228579229]2.1. Introduction 
The purpose of a literature review is to identify the current and prior works on the topic. It is useful for drawing a critical analysis to establish the foundation of a research work. For the chosen topic, publications on the marketing strategies and business strategies are going to be reviewed in this chapter. 
[bookmark: _Toc228579230]2.2. Definitions and Concepts: Marketing Strategies 
Marketing refers to the business function to promote products and services to customers of a particular market (Kotler and Armstrong, 2018). Target audiences are given the information through different media for developing awareness, according to Beckwith (2012). It is an important business function that aids and supports to meet the aim of the company. While launching and distribution of a product or service in the market, marketing function is deliberately used and applied. A business organisation has to conduct different strategies for promoting the business to customers along with products and services. Modern marketing definition is slightly different than the traditional definition. The focus in the modern definition is on the awareness. The process of improving awareness of a product or service in a specific sector by an organisation’s resources is called marketing. Rather than using “marketers” or “marketing professionals” to promote a product, the modern definition uses “resources” (Fifield, 2024). The inclusion of automation in the marketing is a major reason behind the modern definition. Also, the modern definition includes the concern of “awareness” rather than “promotion” in a sense that promoting is temporary. When the brand requires cultivating the product for a long-term, it is better to increase awareness. For example, Lux is a product of Unilever. The soap is not promoted. Rather, the awareness of the product’s development is created in order to make a consistent sale within the market. This is the key factor to conduct brand marketing (Fyall et al., 2019). To summarise the modern concept of marketing, any business activity that is related to increase awareness of a product or service in the market intended for a targeted audience, is called marketing. 
[bookmark: _Toc228579231]2.3. Types of Marketing Strategies
There are mainly two types of marketing strategies. The first type is called traditional marketing strategy and the second type is called digital marketing strategy. Traditional marketing strategy includes the promotion of products and services with analogue approaches and traditional media. Banner advertising, price offers, discounts, and campaigns on a product or service is called traditional marketing (Douglass and Chandler, 2020). Due to the limitation in outreaching with this marketing strategy as well as the necessary of spending high amounts of organisational resources, traditional marketing is getting faded away from the industry. Again, companies in the local market are depending on the traditional marketing to reach local customers. According to Mooradian, Matzler and Ring (2019), the traditional marketing in the 2020’s is useful for people with the age over 35 years. The significance of this information is very important because of a paradigm change. Innovation and technological inclusions are improving the exposure of business. This is how the second type of marketing strategy was evolved. The second type is called digital marketing strategy. When marketing activities are conducted to attract customers over the online through internet, it is called digital marketing. The purpose of digital marketing strategy is to gain a mass market recognition in an inexpensive approach and better sustainability. Online marketing or digital marketing strategy is the most useful strategy because of the number of internet users all around the world. Product development, price cut, discount coupons, and promotional approaches are different from traditional marketing in the digital marketing strategies (Chaffey and Ellis-Chadwick, 2022). The majority of these promotional strategies are conducted and undertaken to attract customers over online platforms. Ecommerce and official websites display the promotional contents in this respect. 
Contrasting between traditional and digital marketing strategies, traditional marketing is effective in small scale operations within a specific locality. For example, a local restaurant or grocery shop can use banner ads or local campaigns for gaining customers on a regular basis. On the contrary, online marketing or digital marketing strategies are implementable in small- and large-scale operations irrespective to the target audiences. For example, a global firm can continue promoting its Facebook post to promote a product. People all over the world can find the nearest outlet to go for purchasing the product or service. The cost of operation is also a differentiating factor. Online marketing is cheaper in comparison to the traditional marketing. Modern businesses mostly apply strategies to balance their fundamental focuses to gain a strong customer base. Therefore, both are applied in a balanced way by the firms with long-term visioning. The strategic differences depend mostly on the selection of customer segment and targeting prospects. 
[bookmark: _Toc228579232]2.4. Strategic Aspects in Marketing 
The strategy is defined as the course of action in any activity for meeting the final goal or objective. Marketing is a business function that has the goal to achieve higher profitability and maximum competitive advantage in the industry. The goal is achievable with stages and operational aspects.
According to Shokuhi and Nabavi Chashmi (2019), the first strategic aspect is the SMART objective or objectives in the marketing. A realistic goal-setting in marketing is the key to attain effective outcomes. The next strategic aspect is the audit of the organisation. Audit refers to the investigation of strengths and weaknesses of the organisation. For resource allocation and distribution, the audit is highly impactful. A key strategic aspect of marketing is the plan to execute the strategy (Sugiana et al., 2022). Each organisation has the unique way to plan the execution strategy. The execution process has to be centred towards the agile project management theory or framework to ensure that each phase is completed effectively for reaching the best result in marketing. The strategic aspect is also intended to attain the maximum consistency. Finally, the strategic aspect has to mention risks and risk management approaches with mitigation strategies. The mitigation strategy has to include practical scenarios so that any problem is resolvable with the available resources and effective strategic directions. The reason of suggesting agile project management framework rather than waterfall project management in marketing strategy is because of the dynamic nature of marketing. In between the phases, changes may require being made (Noor, 2025). A marketing plan has to introduce effective solution within the core aspect. 
[bookmark: _Toc228579233]2.5. Marketing Strategies: 4Ps and 7Ps 
There are two most popular frameworks of marketing, according to Mahohoma and Agbenyegah (2025). The first framework is called 4Ps and the second one is called 7ps of marketing. Influences are created using these frameworks to convince customers in purchasing a product or service from the organisation. 4Ps of marketing includes product, price, promotion, and place as the influential factors. 7Ps is the extension of 4Ps of marketing where people, process, and physical evidences are added with 4Ps of marketing. Both are used in firms on the basis of requirements to cultivate marketing outcomes in the marketing concerns. 
Product is the first context of marketing strategy in any business organisation. Both in the traditional and digital marketing, product development is a key part. Features of a product and the genre are important at the same time (Belz, 2021). Product creates the first impression to a customer. For example, iPhone provides the visual features to promote its product. Apple’s strategy is useful to cultivate a primary impression of the product. It increases the urge and interest about the product or service among the customers. Therefore, they get more interested. Again, negative impression is also built if the product’s features are unappealing to customers. This is why marketers keep product as the initial stage to conduct business operations. 
Pricing is the second factor to influence customers in a strategic marketing process. In pricing strategy, marketer has to set a logical pricing keeping the trends in mind for setting a specific price (Docters, 2016). For example, prices can be high for a low-cost product is the supply is limited. The customer will purchase the product despite the expensive pricing to ensure availing utility. The marketer, on the other hand, can set a low price of a product for penetrating the market to gain competitive results. It depends mainly on the way of accessing the market in a profitable and effective solution. Pricing strategy showcases how a firm is intended to operate in the market. For example, long-run operations are fuelled by penetrating and cost-plus profit pricing strategies. In the short run, the marketer will set a high price to get high returns in a short period. It will hamper the business in the long term. The outcome will also get affected in the large-scale operations. 
A generic mindset about marketing is the promotion of product. However, promotion is a part of the marketing strategies (Williams and Capps, 2018). The right promotion influences a customer to purchase the product or service. On the contrary, the lack of appropriate and adequate marketing can reduce interest to purchase the product or service. Promotion in modern organisations is operated in three ways; offline, online, and combined. Combined approach is the most effective one in the business operations. It enhances footprint of a product or service in the market. Offline promotion includes banner ads, signboards, campaigns, and TVCs. These are costly promotional approaches. On the contrary, online promotional strategies involve with OVCs, website ads, social media marketing, and social media engagements. The customer can reach out with the product at any platform despite the targeted media (Gedik, 2020). 
Place to avail the product or testing the product is the next influential factor in the marketing strategy. The customer is willing to gain a product considering the possible location to avail the product. Even for international business, the customer has to have the best solution from the company (Meng et al., 2023). Therefore, the company has to promote the nearby and most convenient way to deliver the product or service to customers. Availing or purchasing the product will mostly depend on how easily the customer can access the perceived value from audiences. 
In 4Ps of marketing, the basic influential aspects are determined to meet the marketing goal. Even if the profitability is assured from applying the strategic product, pricing, promotion, and placement aspects, the lack of organisational involvement is hugely noticeable. In order to increase more involvement of the organisation to the marketing or promotion, 4Ps of marketing strategy is extended to 7Ps of marketing strategy. In 7Ps marketing strategy, the process is also kept as an influential factor. Customers get to know about the process of supply chain management before purchasing the product. The importance of process in the marketing activity can be stated with the case study of Marks & Spencer. The successful chain faced a strong decline in 2021 after the report about labour law violation in India and Turkey. Customers in modern era are more aware to purchase a product or service based on the sourcing and sustainable features. This took the exact place in this scenario. When the process of production was revealed, M&S faced losses. The marketing failed. In the meantime, the company created a CSR plan naming it PLAN A to gain sustainable result. The promotion of PLAN A aided the business to get back in profit. This is how process is important in marketing. The next influential strategic factor is people. A business must appoint and nurture employees who are capable of producing the product with high quality. It attracts audiences and creates a better point within the industry. The final factor to influence customers in the modern marketing strategy is to include physical evidences. For online marketing, the customer should get a better and clear view of the product or features of the product. In offline marketing, testing and trial of the product for a limited time will be useful in generating successful results (Meng et al., 2023). 7Ps of marketing enhances the ability to create actual awareness of the product or services to customers. 
[bookmark: _Toc228579234]2.6 Summary 
The literature review provided evidences regarding the prior publications on the marketing strategies. It detailed the contexts along with reviews in critical manner. This information will be useful for drawing comparative analyses of McDonalds and Nando’s in UK market operations. The comparison will also be useful for setting standardised operational process for marketing in the food sector. 


[bookmark: _Toc228579235]Chapter 3: Research Methodology 
[bookmark: _Toc228579236]3.1. Methodology
Research methodology is the theoretical structure for planning a research by choosing methods, techniques, and tools (Aylmer, 2021). There are two types of research methodologies; primary and secondary research methodologies. Primary methodology is applied for collecting primary information. It uses specific methods, techniques, and tools for availing primary data. Secondary research methodology is the use of secondary data to meet research aim and objectives. Methods, techniques, and tools are applied for collecting, analysing, and interpreting published information (Glover and Butler, 2019). For the current research work, secondary research methodology was selected. It is a desk-based technique to review information from various published sources for meeting the aim and objectives. The methodology is time-saving and cost-saving with having high effectiveness. For the current study, it is an adequate methodology. 
[bookmark: _Toc228579237]3.2. Research Philosophy 
The theme and belief to conduct a study in a research is called research philosophy. Pragmatism, positivism, realism, and interpretivism are four major philosophical principles in a research work (Kruger and Mitchell, 2022). Positivism is applied to describe the research setting using data and insights collected in a study. Pragmatism is the use of facts and information for solving real-world issues as well as developing comparative analyses. Realism is a fiction-based philosophical approach to attain data and develop further outcomes. Interpretivism is another descriptive scenario from observation. Since the current research was intended to develop comparative analyse, pragmatism is the most adequate strategy for the study. 
[bookmark: _Toc228579238]3.3. Approach for the Study 
Inductive and deductive approaches are deliberately used in researches. Plans, process, and procedures for a research work is called research approach. Inductive approach is applied to find a pattern for developing a theoretical model and deductive approach is applied when a hypothesis is tested (Kruger and Mitchell, 2022). In the current study for comparative analyses, inductive approach is going to be applied. Inductive approach supports to find the similarities and differences by contrasting in two aspects. 
[bookmark: _Toc228579239]3.4. Strategy 
Research strategy is the course of action for meeting the aim and objectives in a research work. The strategy has to be chosen according to the aim and objectives of a research to align with the research intention (Mcburney and White, 2021). Case study strategy, survey strategy, archival strategy, and experimentation strategy are applied in any study. For the current study, case study strategy is the most adequate and appropriate one. It provides details about the case on McDonalds and Nando’s marketing concerns. Based on the detail, it will be possible to find the gaps in the marketing strategy for drawing further solutions. 
[bookmark: _Toc228579240]3.5. Sampling, Data Collection, and Analyses 
Secondary data were to be collected from organisational reports of McDonalds and Nando’s UK along with journal articles, textbook references, and business articles on the internet and newspaper. All data requires being collected from the last 10 years to ensure relevancy and relatedness along with currency. 
Desk-based search strategy was applied to collect secondary data from different sources (Wilkinson, Bouma and Carland, 2019). It is effective strategy to conduct library-based work. For research analysis, thematic analysis was applied (Zikmund, Babin and Griffin, 2012). Thematic analysis helps in identifying information from the available insights for drawing similarities and differences. For critical comparison, the analysis strategy is highly useful and effective. It can also provide comprehensive outcomes for a project. 
[bookmark: _Toc228579241]3.6. Ethical Considerations 
The research is based on secondary data and secondary research methodology. All the sources are required citing with appropriate references in the research. Again, it includes no personal information of any participant of prior works and publications to ensure confidentiality and privacy. 


[bookmark: _Toc228579242]Chapter 4: Finding and Discussions 
[bookmark: _Toc228579243]4.1. Findings 
McDonalds and Nando’s are well-known brands and their operations are exhibited in different reports and newspaper articles. Journals used these two companies for drawing case studies. From various points, these firms are applying various marketing strategies. Linking back to the chapter 2, the 4th chapter will demonstrate findings and the relevant discussion about strategic marketing. It will compare how both firms are operating int the same industry with different approaches. 
[bookmark: _Toc228579244]4.1.1. Segmentation, Targeting, and Positioning 
In the literature review, the context of target audience was mentioned several times. Identifying the right target audience is the first factor in any kind of strategic marketing. It involves with segmentation from a scattered market, targeting with features, and positioning with different offers. 
McDonalds UK developed the segment with behavioural strategy. Customers working outside and interested in getting a quick meal for any part of the day approach to McDonalds. On the other hand, Nando’s has a large target audience involving both customers from households and workplaces (Shapshak, 2026). They have readymade products to eat and to take for cooking at home. The business is positioning with both products in a balanced prospect. Segmentation, targeting, and positioning are working in the right direction to continue with building a separate customer base for the firm. 

[bookmark: _Toc228579245]4.1.2. Marketing Goal and Visioning 
McDonalds has 1500 stores in the UK and Nando’s has 470 stores operating in the UK. The marketing goal of McDonalds is to remain above the breakeven in all point of sales. On the other hand, the marketing goal of Nando’s is to provide a nationwide service for enhancing their share in the food market. 
In term of visioning, McDonalds is approaching to a fully automated delivery system and in-dine experience for customers. Even if customers are approaching driveway for getting foods in the UK, the marketing vision is to let the customer purchase and enjoy the food in sideways. The delivery through Robotic hand is the upcoming upgradation as per the reports from the firm’s vision statement (Savage, 2025). Nando’s is providing more focus and effort on the sales management for gaining success in marketing process. The company has been outlining the customer’s way of approaching to the brand from various directions. The visioning is more focused to customer retention than to customer acquisition. 
To compare among their goals, McDonalds is focused on innovative approach with their market awareness and Nando’s is focusing on the traditional approach with serving foods and getting customers. The marketing visioning are different yet sustainable for both the firms. 
[bookmark: _Toc228579246]4.1.3. Product Development 
McDonalds focus on packages for selling their products to customer. The product development is less focused because of the customer’s intention for “Quick Meal” for the day. In the case of serving coffee and other beverages, the firm brings changes on a regular basis. The marketer’s role is to promote the beverage to customers in different seasons. Product development is highly subjective to the head quarter’s decision for McDonalds. Being a multinational organisation, the firm is supposed to attain the highest value throughout the world. Even though the firm’s operations in the UK is in profit, it cannot show negligence to the HQ’s standard operating procedures. This is where the product development remains less dynamic and more static. 
Nando’s product development is more innovative than McDonalds since they offer both quick meal and ready-to-cook products. Households and workplaces are the key focusing points for the Nando’s. In product development, Nando’s focus on the chicken-based and vegetable recipes. To compare with McDonalds, Nando’s can improvise their innovative production process (Savage, 2025). The centralised control remains on products’ standard. Rather than keeping the same menu, Nando’s often bring new product packages for customers. The acquisition of customers depends largely on setting appropriate standard. The product development is more dynamic for Nando’s than McDonalds. 
[bookmark: _Toc228579247]4.1.4. Pricing Strategy 
McDonalds offers the economic pricing strategy for each of its products so that customers of all disposable income can approach to the brand for getting food for a day. For instance, the burger price of McDonalds is the same in every season (Poinski, 2026). In some occasions, there are discount offers to attract customers to the brand. The price hike is not applicable to the brand’s exposure. This is a major factor to retain customer in the long run. The strategy works effectively for people seeking dinner, breakfast, and lunch. 
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Image 1.1.: Pricing change in McDonalds (Poinski, 2026)

On the contrary, pricing of Nando’s differ according to the dates and schedules. The firm provides discounts on the prices too. But the supply chain of Nando’s is more export-oriented. Rice is imported through vendors of Asia. If the price of rise increases, the cost of Peri-Peri Chicken Rice will increase. Nando’s have to keep dynamic pricing strategy for staying relevant to the system. Comparing to McDonalds, McDonalds is more static to the pricing and offer customer-oriented pricing rather than its import-oriented pricing. (Poinski, 2026) Products are sourced from internal segments to promote the maximum connection. The pricing strategy works more effectively for McDonalds to acquire and retain consumers. 
4.1.5. Promotion 
McDonalds is a large organisation with an enormous distribution network. According to xas, Google Ads and Facebook Ads are the key ways to generate leads for the brand. Whenever there is a new opening, the company starts to promote the place through Google Ads on the website. Meta Ads or Facebook marketing is also useful for gaining customers to the outlet. In recent events, McDonalds started to improve their influencer marketing process to increase attention of customers in a more profound way. The ratio of offline and online marketing promotion is 65:35 as per the marketing journal of McDonalds. 11.7% of the total budget is for marketing (Poinski, 2026). 
On the contrary, Nando’s rely on the online marketing to attract audiences for their products. The company uses Google Ads and Instagram to influence audiences to pay visits. The company is also known for its home delivery operations. Therefore, partnering with UBER EATS is also a key factor to introduce the brand in the locality. As per the organisational report, the firm is burning its 18% of the budget for marketing purpose (Ough, 2018). The cost is high considering ROI in the short and long-run. The business is seeking more sustainability and continuous concerns with stakeholders. The balance of online and offline marketing is 80:20. The higher online dependency is reducing the local focuses. In comparison with McDonalds, the firm is showing less effective approach of promotion by setting less budget for local approaches. McDonalds is successful due to their improvisation in traditional marketing. The firm is also burning less than Nando’s. The budgetary planning of Nando’s will need to improve for matching with marketing segments. 
[bookmark: _Toc228579248]4.1.6. Placement and Location 
Appropriate place of marketing is always the key to distribute a product or service in an effective manner. McDonalds has larger network than Nando’s. On the other hand, Nando’s has more dine-in option than McDonalds. The table turnover rate of Nando’s is higher than McDonalds. If availability is concerned, McDonalds has better strategy than Nando’s to attract and serve more customers. In the case of table turnover, Nando’s has options to offer customers in sitting arrangements. They can purchase a product and eat it inside the restaurant. The customer’s engagement is more effective in such strategy (Han, 2019). The firm will grow its customer base through interactions and communications in this process. McDonalds is offering the food within short period. This will enhance the products’ availability in the short-run. 
[bookmark: _Toc228579249]4.1.7. Process and People 
Nando’s hire professional cooks for the preparation of their foods and the service executives are also professional. The entire process of distribution is focused through benefits of customers. On the other hand, McDonalds is a process-based operation where standard operating procedure is maintained at each stage of food preparation. The process involves employees with the knowledge of quality management. By assessing the quality and managing its effectiveness for attracting customers, the brand grows its potential benefits. The process and people in McDonalds are more customer-oriented than professionally upscaled (Han, 2019). Nando’s operate in the professionally upscaling process where the cook or chef’s quality to prepare the food is important. The marketing strategy differs and each of the strategy is useful for respective brands. Comparing in accordance with long term gain, McDonalds is creating the value with a continuous preparation and production. The firm does not have to depend on a professional chef for their day-to-day operations. 
[bookmark: _Toc228579250]4.1.8. Physical Evidence 
Since food is the main product of McDonalds and Nando’s, physical evidence is practiced equally for both organisations. The customer can taste in Nando’s before getting the final serving. In McDonalds, the option is limited. If online factors are demonstrated, McDonald’s advertisements carry the signature of their products (Han, 2019).  Nando’s, on the other hand, focus on temporary product images for advertising the product online or on the application. The physical evidence of McDonalds is more appealing to customers than Nando’s due to the application of signature products. 

[bookmark: _Toc228579251]4.2. Discussions 
From the critical comparisons in the previous section, it is evident that marketing is the major factor to improve the customer base of McDonalds and Nando’s in the UK food market. Firms are operating with own strategies. Nando’s has marketing strategies which are less effective and costlier than McDonalds. The firm is applying the strategy to acquire loyal customers from households and workplaces. On the contrary, McDonalds has been sticking with their strategic prospects in relation to the global operations. Products are also differently approached to customers. McDonalds customises product packages as a part of the product development. The intention of Nando’s is customise the category of product more effectively to provide variation to customers. McDonalds stick with low price segment to attract majority of audiences. Nando’s change and brings dynamic pricing strategies to attract customer. Promotional processes are also different in the case of McDonalds and Nando’s. McDonalds promote the nearby locations of their outlets. On the other hand, Nando’s promote locally through Instagram and Google Ads. The firm promotes their available services in a widely recognised manner. The recognition of the brand is more required than its product’s signature. The balance between offline and online promotion is more effective for McDonalds than Nando’s.  In this segment, Nando’s will need to improve their budgeting segment more effectively to improve ROI, as per data presented in the discussion. Places and locations are promoted according to the business structure. Nando’s is focused for dine-in experience and McDonalds is focused on drive-in experience. The model is different. However, Nando’s will need to improve the costing process to increase return. Process and people in both firms are different. In alliance with the business model, both are perfect for respective organisations. Finally, the physical evidence concern is applied differently for both firms. McDonalds is applying the traditional strategy of using their signature products to display on the advertisement. Nando’s is using motion posters to promote the product to customers. 
In a nutshell, McDonalds has a sustainable and effective marketing strategy in majority of influential factors than Nando’s for the food market in the UK. Nando’s has some strengths in the marketing too. They will require improving some areas to increase customer’s acquisition and retention in the long run. 


[bookmark: _Toc228579252]Chapter 5: Conclusion, Limitations and Recommendations
[bookmark: _Toc228579253]5.1. Conclusion 
The research completed successfully with the aid of secondary data from different sources. In the beginning of the research, there were three objectives and three corresponding research questions. The first objective was to investigate the marketing strategies of McDonalds and Nando’s in the UK market. By using secondary evidences, these strategies were explored and presented in the fourth chapter of the dissertation. The first objective is met. The second objective in the research was to compare in a critical manner how these marketing strategies are effective for the concerning business operations. The comparison took place along with the presentation of data in the fourth chapter (4.2). The outcome states that each organisation uses 7Ps of marketing to promote their products and services. Their goals are different. McDonalds has a larger network to distribute and sell than Nando’s. Late market entry is a key factor playing in this difference. Nando’s appeared in the UK market later than McDonalds. Again, the cost of setting up McDonalds store is less than setting up a Nando’s store. The difference increases imbalance in the operational costs. Therefore, Nando’s is expanding slowly. Finally, the comparison was summed up stating that Nando’s is showing less effectiveness than McDonalds. Therefore, there are gap in the marketing strategies. The research project identified key gaps in their current strategies. The research report will suggest undertaking recommended steps for improving their marketing strategies. It will fulfil the final objective of the research study. In this process, the whole research project completed successfully.
[bookmark: _Toc228579254]5.2. Limitations 
The research showcases all data from secondary sources. It limits the option to include stakeholder’s concern. The addition of primary data in future researches can improve the limitation. The next limitation is the sample size for the research. Though desk-based research was conducted, there was a lacking in the use of appropriate reasoning due to time limitation. By increasing the timeframe, secondary sources could have been added. 
[bookmark: _Toc228579255]5.3. Recommendations 
McDonalds and Nando’s will need to improve their strategies using the following suggestions. 
[bookmark: _Toc228579256]5.3.1. Adding Pricing Strategy in Accordance with the Demand and Supply 
The first recommendation is to set dynamic pricing strategy to increase the return from sales. McDonalds will need to update their pricing strategy to improve customer’s engagement with the product. Nando’s keep changing the pricing more frequently. It will need to set the standard strategy of pricing to avoid frequent changes for gaining trust of customers. 
[bookmark: _Toc228579257]5.3.2. Budgetary Planning for Marketing 
Both firms will require reducing the marketing cost by setting passive marketing process. The outreaching will be useful in the long-run operations. Single digit budgeting can improve the firm’s ROI in this manner. The recommendation will help to generate profit and gaining competitive advantage through marketing process. 
[bookmark: _Toc228579258]5.3.3. Monitoring and Compliance
Finally, both brands will need to address monitoring as a key part of the marketing strategy. It will increase customer’s trust to the brand. Again, lack of compliance causes reduction in the reputation. The addition will improve portfolio for businesses as well. McDonalds and Nando’s will have to apply in this process. 
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