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[bookmark: _Toc122149393]Executive Summary
McDonald's, as the largest fast food chain brand, still maintains excellent sales ability after decades of development.PESTEL model and SWOT analysis explore the advantages and disadvantages of McDonald's, point out the reasons for McDonald's excellent marketing ability, and analyze the reasons according to McDonald's positioning of the target market. Finally, through the combination of 4p marketing strategy, the paper points out what McDonald's marketing strategy should be, and puts forward that the company should pay attention to online marketing such as new media to further improve its marketing ability.


[bookmark: _Toc122149394]1. Introduction
McDonald's is the world's largest fast food chain. It is a fast food restaurant founded by McDonald's brothers and Ray Kroc in the United States in the 1950s, mainly selling hamburgers. Mainly sells hamburgers and fast food such as French fries, chicken, soda, ice, salad and fruit (McDonald's,2022) McDonald's accounted for 3.9% of the global catering market in 2021 and 12% of the global limited service catering industry (Euromonitor,2021). McDonald's revenue reached (McDonald's,2022) in the first three quarters of 2022, which mainly came from two major businesses, franchise restaurants and restaurant operations, which together accounted for more than 90 per cent of total revenue (McDonald's,2022) in the first three quarters of 2022.
Marketing strategy is that enterprises take customer needs as the starting point, obtain the information of customer demand and purchasing power according to experience, and the expected value of the business community, and organize various business activities in a planned way (Shiner, D. V. 1988). The core of marketing strategy is to give full play to the superior resources and capabilities of their own enterprises. Good marketing can give full play to the advantages of products and improve the efficiency of enterprises, while bad marketing will cause a waste of their own resources. therefore, even as the largest and most famous catering enterprise in the world, McDonald's still spares no effort to invest a lot of energy and financial resources in marketing, according to the Triple report in 2022. McDonald's sales, administrative and general expenses in the first three quarters reached 2239 million US dollars, accounting for 21.39% of the company's total expenditure (McDonald's,2022), including a large number of online and offline advertising, digital channel expansion, public relations and other measures.
This paper mainly examines the marketing environment of McDonald's from both macro and micro perspectives. Firstly, it uses PESTEL model to analyze the macro environment of McDonald's, then uses SWOT analysis to dialectically explain the resources, capabilities and existing problems of McDonald's internal marketing, and then uses STP to locate the target market. Finally, 4p is used to design marketing in the combination of marketing strategies.
[bookmark: _Toc122149395]2.Analysis of external Marketing Environment
The marketing of enterprises is carried out in the macro environment, and the macro environment has a wide range and powerful impact on the marketing activities of enterprises, so enterprises must understand the overall macro marketing environment before carrying out marketing activities. 
This part mainly describes the marketing situation of fast food industry represented by McDonald's in six aspects: politics, economy, society, technology, environment and law (Wikipedia, 2022). 
[bookmark: _Toc122149396]2.1 Politics
A stable political environment the day-to-day operation of any industry is crucial, and McDonald's is no exception. As a global enterprise with business in 117 countries around the world (McDonald's, 2022), McDonald's is faced with different government policies, tax levels and foreign trade regulations. Dealing with the relationship with local authorities is a prerequisite for McDonald's marketing. It is precisely because of this that McDonald's has a special public affairs department and public relations department, which actively respond to the policies of the local government and even carry out marketing cooperation directly with the government. 
Although McDonald's is actively cooperating and dealing with political affairs, geopolitical risks still arise in some areas today, and McDonald's local business development is bound to be affected, such as the conflict between Russia and Ukraine. McDonald's business in the two places has been damaged, and marketing can not continue. 
[bookmark: _Toc122149397]2.2 Economy
In recent years, with the rapid development of emerging economies, led by China, people's disposable income has increased, the price of buying McDonald's hamburgers has decreased, and buying McDonald's hamburgers has become no longer a luxury. This has increased the size of the main audience facing McDonald's marketing. Moreover, McDonald's as a fast food enterprise, the hamburgers and drinks produced by McDonald's belong to the Functional needs of consumers (Wang M. and Kang X., 2015), and people's demand elasticity is relatively small, which is very conducive to McDonald's marketing. 
[bookmark: _Toc122149398]2.3 Society
With the improvement of people's living standards, the economic base determines the superstructure, and people's values and consumer psychology are also changing. customers not only pursue high quality goods, but also pay more attention to health and its ancillary values. this is a challenge for McDonald's as a not-so-healthy fast-food company, but at the same time, the pace of life of most people in society becomes faster with the rapid development of economy. 
If people are more busy with their work, they will increase the demand for fast food like McDonald's, which is a good opportunity for McDonald's marketing. 
[bookmark: _Toc122149399]2.4 Technology
At present, smart phones have been popularized, and mobile Internet has gradually entered everyone's life. at the same time, affected by the COVID-19 epidemic, society has accelerated the use of digital technology. The progress of science and technology must also promote the accelerated transformation of various enterprises. Take McDonald's catering industry as an example, more and more companies begin to use online marketing model. 
Science and technology does change the original marketing mode of various companies in many aspects. on the one hand, the spread speed of new media is much faster than that of traditional offline media, which can greatly improve the efficiency of advertising, on the other hand, with the further development of science and technology, the emergence of big data, artificial intelligence and other technologies. Can be in the web search side, mobile app side of the customer preferences, habits, psychology and other characteristics of the customer profile (Huang J.et al.,2018), equivalent to each different customer can provide one-to-one white glove service (.McKinsey&Company, 2020). 
Of course, the blind use of technology may also bring huge negative effects at the enterprise level. The speed of information dissemination will also lead to adverse information, and even false news will spread rapidly in the customer side, which has a very negative impact on the company's image and marketing. Secondly, big data's bottomless excavation of customers has also been criticized by people, suspected of infringing upon citizens' right to privacy occurs frequently. 
[bookmark: _Toc122149400]2.5 Environment
The problem of global warming makes modern society pay more attention to the issue of environmental protection, environmental issues have been paid attention to in various countries, China is also gradually achieving the goal of carbon neutralization and carbon peak. Similar to the social aspect, the emphasis on environmental ecology shows more changes in people's lifestyle and values, and these changes also affect the marketing behavior of McDonald's, a customer demand-oriented enterprise, when customers begin to pay attention to green environmental protection. McDonald's marketing can also meet customer expectations for self-green packaging marketing. At present, many countries and regions have clear restrictions on the discharge of pollutants, and the active implementation of green marketing development can also reduce the cost of garbage disposal. 
[bookmark: _Toc122149401]2.6 Law
The law is a double-edged sword for oligarchs like McDonald's. On the one hand, there are anti-monopoly laws in many areas to restrict the disorderly expansion of large enterprises. On the other hand, large enterprises have sufficient capital to set up special legal affairs departments to provide strong protection for their normal marketing activities. Even so, the legal level is more of a compliance constraint on McDonald's marketing. For example, the Chinese Advertising Law in China makes it clear that words such as the most delicious and the first place cannot be used in advertising, which is a restriction on McDonald's marketing.
[bookmark: _Toc122149402]3. Analysis of internal marketing environment
SWOT analysis is a method to comprehensively summarize the internal conditions and external environment of the enterprise, analyze the strengths and weaknesses, opportunities and threats faced by the enterprise, and then help the enterprise to make strategic choices (Helms, M.M. And Nixon J., 2010). Considering the external environment of the previous part, this part mainly analyzes the current internal marketing advantages of McDonald's noodles.
[bookmark: _Toc122149403]3.1 Advantages
[bookmark: _Toc122149404]3.1.1 Good brand value
According to Brand Z, McDonald's brand value exceeded 154.9 billion US dollars (Brandz,2021) in 2021, making it the only catering service company among the top 10 most valuable brands in Brand Z, and also ranked in the top 10 for 14 consecutive years. Thus it can be seen that McDonald's brand effect is very strong, which is also the result of McDonald's long-term brand image construction. Brand awareness and brand value can enable McDonald's to bring its own traffic, everyone knows McDonald's, and has formed a brand association degree to think of hamburgers as soon as possible, so McDonald's can easily carry out brand marketing. McDonald's has a lot of brand awareness, awareness, brand association, brand loyalty and other brand proprietary assets (Zhang Lizhu,2014) in the eyes of consumers. On the one hand, good brand value can directly let customers skip the process of understanding and understanding and come directly to the process of selection and evaluation (Li Qing.,2018), which makes product marketing a lot less cognitive cost. on the other hand, because of the high brand value, it will attract more investors to want to obtain the qualification of franchise restaurants, facilitate the marketing of franchisees and increase business income.
[bookmark: _Toc122149405]3.1.2 Perfect supply chain and familiar marketing model
After McDonald's enters the local market, it will move its supply chain to the local area to form a complete upstream and downstream supply. At the same time, McDonald's has been operating in the industry all the year round. McDonald's is very mature to its own business model and business process. These factors can give McDonald's marketing a lot of room for development. When McDonald's wants to change its marketing strategy, the whole process system will cooperate very quickly, providing a guarantee for the rapid marketing transformation of the enterprise.
[bookmark: _Toc122149406]3.1.3 Stable partnership
After McDonald's has been polished in this industry for a long time, McDonald's has good partnerships with upstream suppliers, downstream customers, and partners in takeout and payment platforms. these good relationships can not only provide McDonald's with a stable and mutually profitable marketing environment, but also provide timely feedback on the effectiveness of marketing methods, and can receive quick feedback if marketing does not achieve the desired results. Finally achieve the change of marketing strategy led by people of common interests.
[bookmark: _Toc122149407]3.2 Disadvantages
[bookmark: _Toc122149408]3.2.1 Low degree of digitization
McDonald's, as a traditional catering industry, still relies more on traditional offline payment to buy and sell face to face. Although it has tried to use APP Mini Program and automatic ordering equipment, it is obviously not enough for the whole industry. For the rapid development of new media marketing, if McDonald's does not keep up with the pace of the times, it is preemptively occupied by competitors. Marketing will face a disadvantage (Tian X. and Liu XMagi 2018).
[bookmark: _Toc122149409]3.2.2 Lack of liquidity in store settings
Different from its competitor KFC business model, McDonald's franchisee model requires McDonald's to take the land and rent it out, which leads to the trouble for McDonald's to transfer its store address if the business development of a region is not as expected, because the real estate market liquidity is relatively low, which makes McDonald's marketing blocked geographically, and offline advertising is more difficult to enter the public view.
[bookmark: _Toc122149410]3.2.3 Strong competitors
Because of the lack of technical barriers in the fast food market, people's requirements for taste and taste are not high, but more and most convenient and fast, which leads to many new market entrants, and usually these competitors are expanding relatively fast. this is a direct threat to McDonald's marketing, considering the strong substitutability of hamburgers and the relatively low entry cost of new entrants, McDonald's market share will be squeezed.
[bookmark: _Toc122149411]3.2.4 The degree of localization is not high
Due to the different eating habits of each place, the general chain catering enterprises enter other places, need to do some integration with the local food characteristics, from the product point of view, compared with the competitor KFC almost fully localized, McDonald's products appear a single variety and slow update (Chen Liangdi,2019), in the face of such a lot of consumers are not very satisfied, reflected in the sales end, let the marketing department's means are very limited. Without the support of the advantage of the product, no matter how clever the marketing means are, it will not have a very good effect.
According to the analysis of macro and micro strengths and weaknesses, we can see that McDonald's advantages and disadvantages are very obvious, so we need to further analyze McDonald's market segmentation and industry marketing trends, learn from each other and implement more effective marketing strategies.
[bookmark: _Toc122149412]4. Marketing strategy
[bookmark: _Toc122149413]4.1 STP marketing
Before implementing strategic marketing and specific marketing means, it is necessary to analyze McDonald's market segmentation (S), target market selection (T) and market positioning (P), namely STP Marketing Analysis (Smart Insights,2022).
For a long time, the positioning of McDonald's has been very clear, and the target market is to give priority to children and drive household consumption. This is determined by McDonald's own product characteristics and consumer attributes. First of all, the characteristics of McDonald's products, McDonald's products are fried chicken, hamburgers, the taste is very attractive to children, at the same time, the products are interesting, but also deeply loved by friends, such as long French fries can be touched with ketchup, round hamburgers can be eaten. Secondly, children are generally loved by their families, and their families will be satisfied with what they like very much. who will refuse the appearance of children eating quietly and happily at the table? At the same time, the price of McDonald's is not expensive, spend a little cost may let children and families are greatly satisfied, so locate the market for children, the demand market is huge (Nie Zhou,2011).
[bookmark: _Toc122149414]4.2 4P Marketing Strategy combination
4p marketing mix is the marketing strategy combination theory put forward by Professor McCarthy, namely Product, Price, Place, Promotion. The basic idea is to start with the formulation of product strategy, and at the same time formulate price, promotion and distribution channel strategy, constitute the overall strategy, and send the product to the right place. 
[bookmark: _Toc122149415]4.2.1 Product Policy
McDonald's products should be based on the needs of customers, including taste, taste, size should be strictly based on the feelings of customers as the starting point, only in this way can we produce products with large demand, in which product localization is a very important way. only in this way can McDonald's product-centered marketing be carried out conveniently. 
[bookmark: _Toc122149416]4.2.2 Price Policy
McDonald's can adapt to local demand and adopt the sales strategy of actively setting up drainage products and providing low-priced products in quantity, because McDonald's itself controls the supply chain and can reduce production costs. in this way, we can lower the barriers to entry for McDonald's, continue to expand its customer base, and achieve small profits and quick sales. for example, in China, McDonald's launched a registered member to buy ice cream for 0 yuan. 
[bookmark: _Toc122149417]4.2.3 Place Policy
McDonald's mainly has two business models, direct marketing and franchise distributors. these two kinds of distribution are strictly controlled and standardized in McDonald's regional headquarters, which is equivalent to directly selling the products of the headquarters to customers. Reduce the agency costs of products, etc., and provide enough space for marketing means. 
[bookmark: _Toc122149418]4.2.4 Promotion Policy
Considering that McDonald's is located in children and families, in terms of advertising and promotion, McDonald's can continue to strengthen the atmosphere of warm family dining, promote children's consumption and increase customer stickiness in online and offline publicity. In addition, the localization characteristics of the company can also be added to the marketing, which can be embedded in the unique environmental symbol system of the region, using the picture that people are most familiar with, with family and affection as interpersonal ties. Express McDonald's "clean, bright, thoughtful service, delicious food" advertising message. 
[bookmark: _Toc122149419]5.Conclusion
First of all, this paper dialectically analyzes the advantages and disadvantages of McDonald's internal and external marketing by using PESTEL model and SWOT analysis. on the whole, although McDonald's fast food industry has a good prospect and McDonald's is in a leading position in the industry, it has the advantages of brand, supply chain and stable partnership, but it still has some shortcomings such as insufficient digitalization, fierce competitive environment and low degree of localization. Therefore, according to these shortcomings, the article carries on the STP market segmentation and market positioning, and finally uses 4p in the marketing strategy combination of marketing design, emphasizing that McDonald's in the future marketing process should be more time to advance, pay attention to new media and other online marketing. 
[bookmark: _Toc122149420]6. Suggestions
[bookmark: _Toc122149421]6.1 pay attention to the marketing of McDonald's under new media 
McDonald's can vigorously develop digital technology in marketing, guide customers to download McDonald's APP (Peng Xing,2020) through various offers, and carry out customer profile, preference analysis and other user management by registering APP members. In the promotion side, McDonald's also uses the soft advertising of social software to achieve the effect of brand promotion. On the payment side, McDonald's cooperates with different payment providers to provide discount reduction activities in payment channels. Improve consumers' desire to buy at the same time, achieve channel binding, improve customer stickiness. Suggestion and effect-- McDonald's marketing under new media. 
[bookmark: _Toc122149422]6.2 Continue to pay attention to brand building and improve their sense of social responsibility
In dealing with public relations, McDonald's can also increase its image building and show its positive, healthy and responsible side to customers in the marketing process. Although it can not change people's concept and way of life, it can play down the unhealthy impression of McDonald's (Chen Liangdi,2019) in marketing. For example, McDonald's will decorate the restaurant very neatly and cleanly, and the slogan "" on the wall is very positive. In addition, it will also invite some sports stars to endorse people's subconscious purchase. I think McDonald's is a healthy, positive enterprise that accompanies children to grow up. In addition, McDonald's can also pay attention to the sense of social responsibility and the environmental protection construction of enterprises, and set up a column on the official website to introduce the company's green plan. At the same time, it also reveals McDonald's efforts in environmental protection on a single page and on a meal paper. For consumers, this undoubtedly increases their goodwill towards McDonald's. At the same time, in terms of customer awareness, McDonald's will also want to bind McDonald's to the concepts of green, environmental protection and health. Increase loyalty to McDonald's brand and increase McDonald's sales. 
[bookmark: _Toc122149423]6.3 Combination of traditional and novel marketing strategies
McDonald's can use multiple marketing strategies together to achieve better results. In marketing, McDonald's is also very experienced, when entering a new market, McDonald's "integration and differentiation" advertising strategy, coupled with the traditional family warm atmosphere of advertising, the traditional marketing means are rich and efficient. However, with the arrival of the era of the Internet and smartphones, the traditional marketing methods have been impacted, and at the same time, for mature markets, people have also experienced aesthetic fatigue, so McDonald's marketing can not always rely on the original marketing strategy. it should also take time to advance and develop new marketing models and means, such as live streaming and other new forms of content.
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