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[bookmark: _Toc228362122]Section 1: 
[bookmark: _Toc228362123]1. Organisational Context and Overview 
[bookmark: _Toc228362124]Summary of the chosen organisation
McDonald is the most popular worldwide quick-service restaurant (QSR) chain with 119+ countries and with 45,356 locations in 2025. It brought in a good amount of revenue, and more than 139 billion system-wide sales, which showed the good global demand and scale economies (Nawangwulan et al., 2025).
[bookmark: _Toc228362125]Historical perspective
Established in 1940 and globalised after 1955, McDonalds evolved into a small U.S. burger shop to a globally standardised franchise system. Its development has been characterized by innovation in speedy service, franchising, and internationalization which has seen it expand to more than 45,000 restaurants by the year 2025, ensuring a consistent growth and expansion (Pahlefy and Putri, 2025).
[bookmark: _Toc228362126]Mission
The mission of McDonalds is based on the provision of good food, fast service, and low cost with the assistance of universal international standards. Its operating strategy is efficient and customer-satisfying as it has seen a growth in the global comparable sales of 3.1% in 2025, which implies that it meets customer expectations.
[bookmark: _Toc228362127]Vision
The vision of the company focuses on the idea of being a customer-oriented, digitally developed and universally available brand (Pasaribu and Ellitan, 2025). It can be seen in its digitalization with billions of loyalty sales and high levels of mobile engagement that support long-term customer retention and innovation-based expansion.
[bookmark: _Toc228362128]Business model
The McDonalds franchise system is highly franchised (95% of the restaurants) which is profitable due to franchise fees, rent and direct sales. The asset-light model is optimized to increase profitability and scalability and brand control and consistency across diverse markets.
[bookmark: _Toc228362129]Industry the organisation operates
McDonalds is in the global QSR market worth about $1.2 trillion, which is highly competitive, price elastic and fast moving. Its size and efficiency put it on the top of the list of market leaders in a very fragmented and dynamic market (Rathnayake, 2025).
[bookmark: _Toc228362130]Key competitors
Key competitors are KFC, Subway, Starbucks and Burger king. These companies fight on the price, menu development, and customer service, making the industry competition stronger and switching cheaper.
[bookmark: _Toc228362131]Market position
McDonalds has a market leadership in the world market, which is based on its size, brand equity, and cost leadership strategy (Fatimah et al., 2026). Having in many locations and ongoing growth, it is the largest fast-food chain in terms of reach and sales and has a very high competitive advantage both in developed and emerging markets.
[bookmark: _Toc228362132]2. External and Internal Environment Analysis 
[bookmark: _Toc228362133]Way external factors (i.e. using PESTEL) impact the organisation’s strategic decisions
Political Factors
Policies by the government on labour laws, taxation and food safety regulations influence the strategy of McDonalds to a great extent. An increase in minimum wages in the US and Europe in 2025-26 has added to the operational costs, compelling McDonalds to embrace automation and self-service kiosks (Khanna and Kulkarni, 2025). Moreover, international trade policies have geopolitical trade limitations which affect international supply chain. Having operations in countries, the regulatory diversity needs localisation strategies which make it more complicated but allows them to penetrate the global market.
Economic Factors
The economic conditions have a strong impact on the price and demand strategies of McDonald. In 2025, the McDonalds posted annual revenues and net income of 26.9 billion and 8.56 billion respectively and this portrays the company as having withstood the inflationary pressures. McDonalds has shown a higher shareholder returns (62% since 2020 and +8% in 2025) than the falling counterparts, showing its strength and successful value-based approach in maintaining its performance despite economic stresses and decreased consumer spending (Ahmad, 2025). McDonalds, in turn, launched value meals, which propelled the 6.8% US sales growth in 2026. This demonstrates how economic downturns enhance its value-based positioning and cost leadership.
[image: ]
Fig 1: Shareholder Return 
Source: (McDonald’s Corporation, 2026)
Social Factors
The shift in consumer preferences of healthier and more sustainable food has far reaching implications of the menu strategy of McDonalds. The company has a customer base of more than 69 million people per day, which can be said to have mass-market appeal (Fahriah et al., 2025). Nevertheless, the growth of health awareness has caused the demand to grow towards plant-based and low-calorie products, which already bring about 12% of the revenue. 
Technological Factors
One of the key sources of competitive advantage of McDonald is technology. The digital transformation market is estimated to be 18.5% CAGR and is predicted to hit more than $5 trillion by 2030, which underlines how the investment in digital technologies by McDonald reinforces its competitive edge by increasing its efficiencies and customer interactions (Thalib et al., 2025). Automation, data analytics and personalised marketing have replaced strategic decisions in the fast food sector that aim to improve customer experience and operational efficiency and limit labour dependency in McDonalds.
[image: Digital Transformation Market Report 2026 to 2035, Trends]
Fig 2: Digital Transformation Market
Source: (The Business Research Company, 2026)
Environmental Factors
The issue of environmental sustainability is progressively shaping the policy of McDonald. Packaging waste, carbon emissions, and consumption of resources put pressure on the fast-food industry. By minimising packaging (by 8%) and pledging long-term sustainability targets, McDonalds has already taken a step in the right direction. The fast-food sector expanding to over $1 trillion by the year 2032, which means that the industry is getting larger, and, in turn, more and more environmentally friendly, McDonald will be forced to implement more sustainable business methods and minimize its environmental footprint (Pandya and Tiwari, 2025). 
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Fig 3: Fast Food Market Size
Source: (Precedence Research, 2025)
Legal Factors
McDonald is located everywhere in the world and thus legal compliance is highly important. Direct impacts are food safety regulations, employment legislation and advertising regulations (Situmorang and Wilbert, 2025). The increasing legal focus on nutrition, labelling, and online (e.g., data privacy on mobile applications) require strategic shifts. A lack of compliance can lead to penalties and reputation, legal compliance is one of the strategic priorities in any market.
[bookmark: _Toc228362134]Critical success factors faced by the organisation in its external environment
Global Demand and Value Sensitivity
The capacity to react to price sensitive consumer demand, particularly in times of economic uncertainty is a critical success factor of McDonalds in its external environment. The company had registered global comparable sales growth of 3.1% and 5.7% in Q4 of 2025, which was mainly propelled by value offerings like low-cost meal offers (Doan et al., 2025). The company has controlled its costs with a stable operating expense of approximately 2.2% in the period 2023-2025, which indicates good control of costs, and this allows McDonald to maintain value pricing and maintain price sensitive consumers. 
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Fig 4: Systemwide Sales
Source: (McDonald’s Corporation, 2026)
Digital Transformation and Customer Engagement
One of the external success factors has been technological adaptation because consumer behaviour is moving to the digital platforms. By 2025, McDonalds had some 210 million active digital users, operating in 70 markets, making it almost half a billion in systemwide sales using loyalty channels. This shows that mobile apps and delivery services are not an option but essential to competitiveness as they are a digital ecosystem (Ounpipat, 2025). Customer retention and growth of revenue in a highly digitalised market directly depend on the capability of the company to use data analytics and personalised marketing.
Brand Strength and Market Scale
Another important factor is maintaining worldwide brand dominance. In 45,356 restaurants worldwide, which exist in 120+ countries, McDonalds has sold billions of dollars of its products, with a systemwide sales of $139.4 billion in 2025 (Mendiratta and Tasheva, 2025). This large scale makes it possible to have economies of scale, international awareness and market penetration. Nevertheless, it also demands consistency of quality and localisation in order to satisfy the varied consumer preferences. This balancing between international standardisation and local customisation is a key to remaining a leader in the QSR industry.
[bookmark: _Toc228362135]Strategic challenges faced by the organisation in its external environment
Rising Cost Pressures and Price Sensitivity
The increase in capital spending to $3.36 billion dollars in 2025, especially in new restaurants, indicates emerging cost pressures that put McDonald in a tough position to afford low prices and continue to grow and generate profits. This has strained margins in 2025-2026, as inflation and increasing labour costs, especially in the US and Europe, due to minimum wage increases (Singh et al., 2025). Meanwhile, the number of customer visits to lower-income groups decreased in major markets, and McDonalds needed to use value meals and discounts to keep traffic going. This poses a conflict between profitability and its cost leadership status and pricing is an important external issue.
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Fig 5: Capital Expenditure
Source: (McDonald’s Corporation, 2026)
Shift towards Health-Conscious Consumption
A long-term strategic challenge is a shift in consumer preference towards healthier, sustainable, and environmentally friendly food. Despite serving about 69 million customers each day, the rise of the knowledge surrounding obesity and nutrition has had a negative impact on the perception of fast food at McDonalds. Plant-based and health-oriented menu items make up an estimated 10-12% of sales, which is also rather gradual, yet not very penetrating (Lewis et al., 2025). This change demands constant menu innovation, reformulation, and marketing repositioning, which adds more complexity to its operations and products and may go against its long-established high-margin core products.
[bookmark: _Toc228362136]Organisation’s internal environment, focusing on its key resources, capabilities, and core competencies using VRIO
	Resource / Capability
	Valuable (V)
	Rare (R)
	Inimitable (I)
	Organised (O)
	Competitive Implication

	Global Brand Equity
	✔
	✔
	✔
	✔
	Sustained Competitive Advantage

	Franchise Business Model
	✔
	✔
	✘
	✔
	Temporary Competitive Advantage

	Global Supply Chain Network
	✔
	✘
	✘
	✔
	Competitive Parity

	Digital Platforms & Data
	✔
	✘
	✘
	✔
	Competitive Parity

	Standardised Operations System
	✔
	✘
	✘
	✔
	Competitive Parity


Table 1: VRIO Analysis
Key Resources: McDonalds brand has been its most useful commodity as it has a brand worth of more than 190 billion (estimated 2025) which strengthens its rarity and worldwide fame.
Capabilities: It has a high franchising potential as approximately 95% of the outlets are franchised, thus it can expand very fast with minimum capital (Keith et al., 2025).
Core Competencies: It has a high level of operational efficiency which enables it to provide service to approximately 69 million customers per day around the globe, which helps in achieving cost leadership but with minimum uniqueness (Allen and McDonald, 2026).
[bookmark: _Toc228362137]Way the organisation’s internal strengths contribute to its competitive advantage
Efficiency, scalability and market dominance are some of the internal strengths of the McDonald, which play a big role in the competitive advantage of this company. One of its strong points is that it has a strong global brand that is always rated as one of the best global brands and has contributed to high customer loyalty and repeat purchases in over 100 countries (Hock‐Doepgen et al., 2025). This brand equity enables McDonalds to win high customer base with restaurants conducting millions of transactions per day as it helps the company to maintain consistent revenue generation.
The other strength is that it operates as a franchise system with franchised restaurants bringing in more than $12 billion in revenue streams in the form of rent and royalties, which has guaranteed predictable income and cut down on the level of operation. It is also a model which facilitates rapid internationalization as opposed to company owned structures (Sharma, 2025). The consistent increase in the total return of McDonalds of $100 to $160 in 2021 and 2025 respectively shows that their operations are efficient and scalable, which will help it maintain its competitive advantage and dominance in the market.
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Fig 6: Five-Year Total Return
Source: (McDonald’s Corporation, 2026)
Besides, the digital and technological inclusion of the company boosts its competitiveness, and the loyalty programmes, and mobile platforms play a significant role in customer engagement and recurrent sales. It is more important in the fast-food industry because its capacity to incorporate technology in operations increases the speed of service and efficiency in operations.
All in all, these internal strengths form a robust basis of how McDonald can be a leader in costs and globalize. Although certain abilities can be imitated, the combination of brand dominance, franchise efficiency, and operational excellence can give the company the ability to retain its competitive advantage, and retain its leadership status in the global QSR market (Kagan and Burbano, 2025).
[bookmark: _Toc228362138]3. CSR and Sustainability objectives 
[bookmark: _Toc228362139]Company's CSR strategy and its alignment with business objectives
The CSR and sustainability plan of McDonalds is closely connected with its business long-term goals, i.e. brand strength, efficiency of the operation, and expansion on the global level. The company has set the objective of reaching net-zero greenhouse gas emissions by 2050 but also aims at decreasing the intensity of emissions within its restaurants and supply chain. In 2025, McDonalds announced that more than 85% of its packaging materials are recycled, renewable or certified, indicating a step in the right direction toward its sustainable packaging objectives (Passerini et al., 2025). Stable earnings coupled with a consistent recovering of revenue of about $6.84 billion during 2Q25 shows that the CSR and sustainability efforts of McDonald form a part of its operational efficiency and long-term financial performance in accordance with the business goals.
[image: Earnings Preview: Can McDonald's (MCD) extend recent gains into Q3? -  Alphastreet]
Fig 7: Revenue of the company
Source: (AlphaStreet, 2025)
Besides this, McDonalds also invests in social responsibility programs like the Ronald McDonald House Charities that has activities in over 60 countries and helps millions of families each year, which enhances community activities and corporate image. The company is also a very workforce development-oriented company with the focus given on offering training and employment opportunities to more than 2 million employees in the world contributing to economic and social development (Sun, 2025). Notably, these CSR initiatives are not independent of business strategy but part of them since sustainability initiatives assist in minimizing long-term expenses, enhancing operational efficiency, and satisfying the growing regulatory and stakeholder expectations. Nevertheless, regardless of these initiatives, McDonald’s continues to face criticism as to its effects on the environment and societal health issues related to consuming fast foods. This is an indication of disconnect of CSR promises and core product offerings (Bany Mohammed et al., 2025). 
[bookmark: _Toc228362140]4. Comprehensive and holistic view of the organisation 
[bookmark: _Toc228362141]Financial
Objectives 
· Increase global revenue and profitability 
· Enhance franchise income streams 
· Improve cost efficiency and margins
Key performance indicators (KPIs)
· Global comparable sales growth (%) 
· Operating margin (%) 
· Franchise revenue contribution 
· Earnings per share (EPS)
Targets
McDonald’s objective was to realize steady financial increase on the basis of comparable sales increase and steady level of profitability that was supported by its franchise system. The organisation has an objective of maximising the sales performance of the organisation systemwide and cost efficiency even when there is inflation pressure (Allen and McDonald, 2025). These objectives make sense in its strategic focus on scalability and predictable income growth in the foreign markets.
Initiatives
McDonalds dedicates itself to meeting these goals through franchise expansion, price optimization, and more digital stores to enhance value in transactions. Profitability is also increased through cost-control projects like optimisation of supply chain and automation. Such efforts make them financially stable and promote their long-term development.
[bookmark: _Toc228362142]

Customer
Objectives 
· Improve customer satisfaction and loyalty 
· Increase digital engagement 
· Strengthen brand perception
Key performance indicators (KPIs)
· Customer satisfaction score 
· Loyalty programme usage 
· Digital sales (%) 
· Average transaction value
Targets
McDonalds is striving to increase its online customer base considerably and ensure a high level of customer satisfaction throughout its international business. The company aims at more frequent visits and more spending by its customers, making sure that it aligns with its customer-first strategy and value positioning in competitive markets.
Initiatives
The organisation also spends in mobile applications, delivery services and customised promotions to increase customer experience and convenience. Innovation of menu and value products are also introduced to appeal to a wide range of customers (Batule et al., 2025). These efforts enhance customer loyalty and retention and help in boosting revenues.
[bookmark: _Toc228362143]Internal Business Processes
Objectives 
· Enhance operational efficiency 
· Maintain product quality and consistency 
· Strengthen supply chain performance


Key performance indicators (KPIs)
· Service speed 
· Order accuracy rate 
· Quality control scores 
· Supply chain efficiency
Targets
McDonalds aims at enhancing better speed of service and accuracy in operations in its large international network and maintains consistency in customer experience. An emphasis on quality standards and reduction of operational disruptions to the greatest extent possible is another key concern of the organisation, as it is essential to retain brand trust and efficiency.
Initiatives
McDonald uses automation solutions, AI-based ordering systems, and effective kitchen processes to achieve these targets (Izzuddin and Abidin, 2025). Supply chain digitalisation and logistics can be improved, increasing resilience and efficiency. These efforts directly aid in cost savings and service quality.
[bookmark: _Toc228362144]Learning and Growth
Objectives 
· Develop employee skills and capabilities 
· Promote innovation and digital transformation 
· Improve employee engagement
Key performance indicators (KPIs)
· Employee retention rate 
· Training and development metrics 
· Digital adoption levels 
· Employee satisfaction scores
Targets
McDonalds wants to develop a flexible and competent workforce that can help it in its innovation and operational excellence. The organisation aims at the enhanced retention and engagement of employees as the organisation understands that the stability of the workforce reflects directly on the quality and performance of the services.
Initiatives
The company invests in employee training programmes, leadership and digital skill development to enable innovation (Sadiq et al., 2025). Also, the creation of a favorable working atmosphere and the use of technologies are guaranteed to promote the ongoing enhancement. Such activities will help McDonald keep growing in the long run and remaining competitive.
[bookmark: _Toc228362145]5. Strategic Choices and Implementation 
[bookmark: _Toc228362146]Strategic choices available to the organisation at only the business level
Cost Leadership Strategy
Cost leadership is the main business-level strategy of McDonalds, in which the organisation concentrates on providing low-cost products to the mass market and still be profitable. This is facilitated by economies of scale, standardisation of operations as well as an efficient global supply chain that makes the company maintain competitive prices (Golbazi, 2025). The approach works well in appealing to cost-sensitive consumers, especially at the recession periods when the consumption of low-cost food is on the rise. 
Differentiation Strategy
Besides cost leadership, McDonald has also embraced aspects of differentiation, where the value of brand, customer experience, and product innovation are of importance. High same-store sales growth of 6.8% in US in 2025 reflects how the McDonalds distinction via innovation, digital interactions and customer experience builds demand outside of price rivalry. The menu localisation and innovation also contribute to its popularity in various markets, which enables it to comply with the needs of various consumers (Iazzi et al., 2025). This approach can assist McDonalds to keep up with the competition based not only on price, but also with its fast-casual competitors. 
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Fig 8: McDonald’s US Growth
Source: (Bloomberg, 2026)
[bookmark: _Toc228362147]Strategic choices available to the organisation at corporate level
International Expansion Strategy
International expansion is one of the major corporate strategies that McDonalds has been pursuing although it pays more attention to the emerging markets. It relies on the international markets and is diversified as it made more than 60% of its total revenue outside of the United States by 2025. The company is also focusing on growth in nations where urbanisation and the disposable income are increasing (McDonald and Kim Ngo, 2025). Although this is the best approach to achieve long term growth and market penetration, it also subjected McDonald to the currency risk, political risk and different consumer preferences that need to be effectively localised and risk averted.
Diversification Strategy
The diversification strategy of McDonald aims at increasing its menu with beverages, digital services, and delivery options. By 2025, delivery and digital orders are projected to be a large proportion of total systemwide sales as consumer behaviour shifts to a convenience-focused approach. The company has extended its beverage line to compete in the increasing coffee market (Nagi et al., 2025). Although diversification boosts reach to customers, revenues and expansion, it also raises the complexity of operations and necessitates constant investment to ensure uniformity and quality among various products.
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Fig 9: Diversification strategy
Source: (Collidu, 2025)
[bookmark: _Toc228362148]Recommend choices chosen and why
The most appropriate strategic decision that McDonalds should adopt is to focus on international growth coupled with selective diversification. The growth of emerging markets will enable the firm to leverage the increasing demand and market share, and diversification in digital services and menu development improves customer engagement and sources of revenue (Roper-Caldbeck and McDonald, 2025). The combination is effective as it combines growth and flexibility, eliminating the reliance on mature markets and traditional products. In addition, it helps McDonalds to take advantage of its powerful brand and operational strengths when it reacts to the dynamic consumer tastes and thus maintain its competitive edge in the volatile global market.
[bookmark: _Toc228362149]Way the organisation has managed change and its impact on strategic implementation 
McDonalds has dealt with change by means of digital transformation, restructuring of its operations, and adapting the menu. Introduction of kiosks, mobile ordering and delivery services has enhanced efficiency and in line with consumer preferences. Moreover, the greater use of franchising has raised the level of scalability and minimized the operational risk. The effects of these changes have been beneficial in terms of strategic implementation through enhancing cost leadership and customer experience (Tirranen, 2025). Nevertheless, there are still issues like expensive investment and training of the employees. On the whole, the capacity of the McDonald to adjust to the changes in the market fast has enhanced its operational effectiveness and assisted in the implementation of its global strategy successfully.
[bookmark: _Toc228362150]6. Strategic Evaluation and Recommendations 
[bookmark: _Toc228362151]Organisation’s current strategy using SWOT Analysis
Strengths
Global scale and market penetration greatly favor the strategy of McDonalds, as the company can be found in more than 100 countries and serves more than 69 million customers per day in 2025. Also, Increasing free cash flow towards $7 billion dollars and above by 2025 shows the high financial strength and capacity of McDonald to finance its growth, innovativeness, and dividend payouts, which strengthens its competitiveness in the world market (Putra et al., 2026). 
[image: McDonald's Stock: McStuck In Value Meal Purgatory - Sell (NYSE:MCD) |  Seeking Alpha]
Fig 10: McDonald’s Cash Flow
Source: (Galecki, 2025)
Weaknesses
McDonalds has internal weaknesses associated with the complexity of the business model and brand perception, although the company has by far performed well. Franchising causes a high dependence on franchising, which minimizes direct control over service quality and operations, which may affect customer experience across markets. Moreover, the operational costs are also on the rise whereby, the selling, general and administrative expenses are expected to rise by 181 million (6%) in 2025 mainly attributable to the higher labour expenses (Kweh et al., 2025). Moreover, the brand remains to be linked with unhealthy food, which restricts its appeal to health-conscious consumers. These are weaknesses that show that, although the company is financially robust, it has operational and reputational weaknesses that may impact on long-term growth.
Opportunities
A 6.2 percent CAGR projected QSR market of $376.3 billion in 2034 is a good move to project the expansion opportunities that McDonald can increase its operations and market share throughout the world. The company opened 2,276 additional restaurants in 2025 alone and expected to expand to 50,000 worldwide by 2027, which is indicative of its aggressive growth strategies. There was also a growth of 7% in global systemwide sales in 2025, which indicated a high level of demand in the market (Ibrohimkhodja and Bunyod, 2025). 
[image: Fast Food QSR Market Size, Share | CAGR of 6.2%]
Fig 11: Global QSR Market
Source: (Market.us, 2025)
Threats
There are a number of threats posed in the external environment that challenge the McDonald strategy. The fast-food market is rather competitive, and the growth rate is slowing down (about 23% in developed markets) which is making competition more and more difficult and restricting the possibility of expansion. Moreover, the shift in consumer tastes towards healthier food products lessens the demand of the traditional fast food (Zaeema et al., 2025). There are also risks of economic pressures, because the increase in costs and price sensitivity will affect customer traffic. As McDonalds is expanding, these threats point to the necessity of constant innovation and strategic change to keep the company competitive.
[bookmark: _Toc228362152]Recommendations for how the organisation can improve its strategy to maintain or enhance its competitive advantage
Health-Focused Product Innovation
McDonalds ought to increase the number of healthier foods that it offers such as low-calorie foods and vegetarian food to suit the evolving consumer tastes and preferences. This will assist in building a better image of the brand, appeal to health conscious consumers and decrease dependence on the conventional menu products, which will contribute to future expansion.
Advanced Digital Personalisation Strategy
The company can further enhance its utilisation of customer data and online platforms to provide personalised offers and enhance user experience. Improved mobile applications and loyalty programmes will help to engage customers more, make them buy again, and bring higher returns with more targeted marketing.
[bookmark: _Toc228362153]Justification of the recommendations with reference to theoretical concepts and real-world examples
Health-Focused Product Innovation (Product Development Theory)
Product development theory supports the recommendation to increase the menu with healthier products by focusing on innovation as a way of satisfying changing needs of consumers and maintaining a competitive edge. In the case of McDonalds, it can diversify by offering healthier and plant-based products and cater to the increasing health awareness (Labajo et al., 2025). A real life case in point is Subway which has branded itself around fresh and healthier foods, enhancing its brand image with health conscious consumers.
Advanced Digital Personalisation Strategy (Differentiation Strategy)
The suggestion to improve digital personalisation is consistent with the idea of differentiation strategy, where companies generate differentiated value by providing a high quality customer experience. Using data and digital platforms, McDonalds will have the ability to provide personalised promotions and enhance engagement (Benmamoun, 2025). An excellent case in point is Starbucks, which, through its mobile application and loyalty programme, provides customized rewards, which have seen the company boost customer retention and sales by a good margin.


[bookmark: _Toc228362154]Section 2: 
[bookmark: _Toc228362155]Gibbs reflective cycle
1. Description
This assessment has involved a thorough examination of the strategic environment of McDonalds, which includes its internal and external environments, competitive positioning and strategic decision-making processes. The assignment involved using various strategic management models, such as PESTEL, VRIO, SWOT, and the Balanced Scorecard, to analyse the ways in which the organisation can and does attain competitive advantage. I also examined its corporate social responsibility (CSR) strategy and discussed its business level and corporate level strategic decisions. Research work was carried out by collecting information in annual reports, industry publications, and academic literature to make sure the analysis will be evidence-based and valuable in terms of the situation within the modern market. In the process, I organised my work in a systematic way to fit every part to theoretical models whilst ensuring a distinct relationship to the actual practices in an organisation. This necessitated the synthesisation of vast amounts of data and the conversion into coherent analysis arguments. Another part of the assignment was to critically assess the performance of strategies and the ways that McDonald can be recommended to improve its competitive advantage. In general, the work was analytical and reflective as it involved the systematic synthesis of theory, data, and critical thinking.
2. Feelings
The scope and depth of analysis that were needed in this assignment left me with some form of uncertainty and pressure at the very beginning of this task. The necessity to introduce a variety of frameworks and provide a logical consistency throughout all areas made the task look challenging and strenuous. Of special concern to me was the ability to choose proper and current data to back my arguments without redundancy in other models of analytical processes. But, with time, I became more confident. I started to feel more at ease with the application of theoretical frameworks and interpretation of real-world data. It was a more interesting process because I began to observe the way in which various strategic concepts related and led to a holistic view of the organisation. 
3. Evaluation
On the whole, the experience of doing this assignment was very helpful in enhancing my strategic thinking and analytical skills. The efficient use of the appropriate frameworks to organize the analysis was one of the main strengths of my approach that made the report clear and logically organized. Also, the use of recent data and statistics helped to maximize my credibility and relevance of my arguments and enabled me to critically assess the strategic position of McDonald in a dynamic global environment. Nevertheless, my performance could be enhanced in other areas as well. A difficulty that I faced was balancing the analysis and word count and this led to brief explanations that could have been elaborated. I also had a hard time not overlapping some of the frameworks, especially in the analysis of similar variables, like competitive advantage and organisational capabilities. Moreover, time management was also not easy, because the process of conducting the research and data collection process took longer than expected. Nevertheless, the assignment in general helped me to develop in my academic life in a positive way.
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Fig 12: Gibb’s Reflective Cycle
Source: (Mind Tools, 2024)
4. Analysis
This task was an eye opener to the need to put strategic management theories into practice. I found out that theories like PESTEL and VRIO are not purely theoretical models but effective approaches that can be used to simplify the complicated organisational settings and determine the most critical strategic challenges. These models have been used systematically to enable me to gain a better comprehension of how outside elements affect strategic choices and the role of internal resources in generating competitive advantage. The other important learning was the significance of combining qualitative and quantitative data in strategy analysis. The utilization of financial data, operating performance, and trends in the industry allowed me to back up my arguments with data, thus making the analysis stronger and more convincing. I also realised the significance of critical thinking to gauge strategies, not to describe them. As the example of the digital transformation and franchising model of McDonalds shows, when analysing the digital transformation and franchising model of the company, I had to take into account the advantages as well as the possible constraints of the strategies.
5. Conclusion
To sum up, this assignment has helped me learn much about strategic management and how it can be implemented in the real-life business situations. I have enhanced the capacity of analysing organisations through the use of various frames as well as critically assessing their strategic decisions and performance. My strengths as a reflector have also been recognized in the fact that I can do thorough research and can put theoretical concepts into practical use. Simultaneously, it has also pointed out areas of weaknesses, such as managing time, preventing repetition, and increasing the level of critical analysis. Altogether, it has been a challenging, yet rewarding experience as it has enhanced my analytical, research, and problem-solving skills. Such competencies will be vital in my academic and career development in future, especially in areas like business consulting and strategic management.


6. Action Plan
Through this reflection, I have realized that there are areas that I need to work on in subsequent assignments. To begin with, I will strive to embark on my research earlier so that I could have time to collect more data, analyze and revise my research. This will aid in alleviating time pressure and enhance the overall quality of my work. Secondly, I will strive to establish a more coherent organization in the planning phase where every part of the paper has a logical connection and does not contain redundant information. I will also improve my critical analysis by involving more academic literature and the inclusion of comparative information by other organisations. This will enable me to give more advanced and balanced arguments. I would also work on my skills of synthesising information succinctly but with analytical depth that is vital in meeting the word limits without losing quality.
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