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Element 1: Sustainable Brand Extension Poster Presentation
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[bookmark: _Toc237211715]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis for McDonald's "Sub-Gold" Brand Extension
[bookmark: _Toc237211716]2.1 Market Segmentation
Market segmentation helps organisations to separate market in groups having similar needs to develop more effective marketing strategies (Hoenig, 2026). Segmentation can be done using geographic, demographic, psychographic, and behavioural variables for the proposed Sub-Gold brand extension of McDonald’s. It offers sustainable up-cycled food products through mobile application.
[bookmark: _Toc237211717]2.1.1 Geographic segmentation
It focuses on urban and suburban markets having high access to McDonald’s restaurant and digital food delivery platforms. McDonald’s has vast market coverage for digital-only sustainable offerings. It operates over 44,000 restaurants globally and projected to open 2600 more(Ray, 2026).
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Figure 1: Expansion strategy of McDonald’s
(Source: Ray, 2026)
Urban customers are more aware for sustainability preferring more environment-friendly food products.
[bookmark: _Toc237211718]2.1.2 Demographic segmentation
It focuses on customers aged between 18-40 years mainly Gen-Z and Millennial who prefer digital food delivery applications and mobile orderings for convenience. Customer research shows that 63% of the global customers expect more transparency for sourcing and material usage by the brands(McConnochie, 2026).This segment consists of students, middle-income households, and young professionals who prefer affordable and healthier meal options. This demographic is highly suitable for McDonald’s Sub-Gold traceable ingredient strategy. 
[bookmark: _Toc237211719]2.1.3 Psychographic segmentation
It focuses on environment-conscious customers who prioritise sustainable lifestyle, healthy eating, and responsible consumption. Research shows that 82% of the customers prefer healthy food options(Deloitte, 2025).This segment prefers food prepared using locally-sourced ingredients prioritising sustainable food choices to lower environmental impact. The awareness towards climate change and food waste is increasing demanding circular economy food products.
[image: ]
Figure 2: Increasing popularity of healthy food options
(Source: Deloitte, 2025) 
[bookmark: _Toc237211720]2.1.4 Behavioural segmentation
It focuses on regular customers who use McDonald’s mobile app, loyalty programmes, and food delivery platforms. This segment prefers convenience, customised rewards, and digital engagement. The proposed loyalty system encourages repeat purchases strengthening engagement with sustainable consumption practises. It consist carbon-saving badges and reward points.
[bookmark: _Toc237211721]2.2 Target Market
The strategy by which MNCs target multiple customer segments with customised products and messages is Differentiated Segmentation(Kucher, 2026).
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Figure 3: Target market segments
(Source: Study material)
McDonald’s Sub-Gold should adopt this strategy by focusing on digitally convenient and environment-conscious customers incorporating the existing customers for healthier alternatives. Nike is an example using Differentiated Strategy which offers customised products for men, women, runners, and different athlete group.
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Figure 4: Differentiated Segmentation
(Source: Study material)
The Gen-Z and millennial customers aged 18-40 years living in metropolitan areas and conveniently using digital food ordering platforms and mobile applications are the primary target audience. This Target Audience prefer responsible brands that operate business lowering environmental impacts. They are willing to pay more for sustainable products or services.
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Figure 5: Sustainability preferences by Gen-Z and Millennial consumers
(Source: Gautam, 2025)
These customers are highly engaged in social media accessing various mobile applications supporting McDonald’s digital ecosystem for Sub-Gold extension. Sub-Gold introduction through existing platform can reduce customer acquisition cost encouraging cross-selling opportunities. Mid-income Families and existing loyalty programme members of McDonald’s interested in healthier food options with affordability and convenience can be a Secondary Target Market. The company maintains large digital customer-base with 210 million loyalty platform users(Ray, 2026). 
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Figure 6: Loyalty program users of McDonald's
(Source: Ray, 2026)
The assignment source shows that McDonald’s loyalty users and digitally convenient youth customers are preferable audience for the proposed Sub-Gold extension aligning with the current customer behavioural trends. 
[bookmark: _Toc237211722]2.3 Differentiation Strategy
This strategy helps companies to create improved customer value by offering customised and different products from the existing market contenders (Laja, 2023). McDonald’s Sub-Gold differentiates itself by integratingthe circular economy principles and practices, transparent sourcing, and digital engagement than traditional fast-food peers. Sub-Gold utilises the up-cycled fruits and vegetables which fails to meet conventional foodquality standards but they remain nutritionally suitable for consumption. It reduces food waste supporting local farmers creating both environmental and social value aligning with United Nations Sustainable Development Goal-12 of Responsible Consumption and Production(United Nations, 2025). Second, Sub-Gold integrates gamified sustainability incentives like carbon-saving badges and loyalty rewards. It encourages repeat purchases strengthening customer participation in environmentfriendly behaviour for sustainability. It combines affordability, convenience, sustainability and digital engagement which differentiates Sub-Gold from other alternatives whichprovides conventional fast-food items. Lastly, McDonald’s Sub-Gold extension allows customers to understand the source, origin, and sustainability impact of their foods. It provides complete ingredient traceability where transparency is a significant purchase influencer for the increased impact of sustainability on customer trust(Kirthiga, 2024).
[bookmark: _Toc237211723]2.4 Positioning
It creates exclusive positioning in customer's minds pertaining to competitive offerings (Brereton, 2024). Sub-Gold should prevent itself to focus solely on pricing but deliver value through sustainability, nutritional quality, transparency, and digital convenience. McDonald’s should position itself as a sustainable fast-food innovator which transforms surplus agricultural produce into affordable, convenient, healthy and environmentally responsible meals.
The positioning statement can be as, “Sub-Gold is McDonald’s sustainable brand extension which transforms surplus farm produce into nutritional mealshaving complete end-to-end traceability to reward eco-conscious and digitally connected customers for making environmentally responsible choices including affordability and healthy fast-food options.”
It creates competitive advantage in the evolving sustainably sustainable fast-food quick-service restaurant market (Brereton, 2024).This positioning can strengthen sustainability commitment of McDonald’s enhancing brand equity and increase customer retention. 
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Figure 7: Brand Positioning Map
(Source: Self-mad)


[bookmark: _Toc237211724]3. Marketing Mix (7Ps) for McDonald's "Sub-Gold" Brand Extension
The marketing mix gives a transparent framework to implement McDonald’s Sub-Gold brand extension aligning with sustainability strategy of combining circular economy principles and practises, digital innovation, and customer engagement. It aims to deliver environmental, social, and commercial value to the society. Gamaleldin (2025) argue that 7Ps should be integrated into businesses to promote products.
[bookmark: _Toc237211725]3.1 Product
Globally, 1.05 billion tonnes of foods were wasted in FY2022 and in China 108.7 million tonnes of foods are wasted per year(Fleck, 2025), showing urgent need for innovative circular food solutions. Sub-Gold product strategy addresses this global food waste challenge. Products become solutions according to the need of the customers against general physical goods(CIM, 2025). Sub-Gold will offer various range of sustainable sandwiches, wraps, and salads using up-cycled fruits and vegetables which remain nutritionally suitable but fails representational standards. 
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Figure 8: Food waste across the world
(Source: Fleck, 2025)
An effective packaging protects the products inside delivering brand values with product information to the customers. McDonald’s can reinforce this feature with sustainability positioning through Sub-Gold brand extension increasing customer trust and product differentiation than existing peers. These packaged products will feature recyclable packaging and BAR/QR/RFID codes to provide ingredient traceability, nutritional information, and environmental impact data.
[bookmark: _Toc237211726]

3.2 Price
According to CIM (2025), price can significantly affect a company's position in the market as it communicates to consumers the quality of its goods compared to other competitors. Instead of cost-based pricing Sub-Gold can adopt a value-based pricing approach since consumers are getting more aware of environmental advantages attached to goods. By doing this, McDonald's is still able to keep prices affordable as it can make use of upcycled ingredients with the aim of minimizing raw material usage (Nikhil Swaraj et al., 2025). 
The price should be set in the same range with the pricing of existing premium items, so customers do not face barriers while switching to the new product. Also, studies show that 63% of consumers are waiting that brands are going to use sustainable sourcing (McConnochie, 2026). Thus, by introducing Sub-Gold the company can attract a huge range of customers.
[bookmark: _heading=h.pbhh41hquvry][bookmark: _Toc237211727]3.3 Place
In marketing, place means making products accessible using efficient channels for promoting customer value (CIM, 2025). Sub-Gold will employ a multi-channel distribution tactic that incorporates various McDonald’s outlets, self-service kiosks, drive-through, McDonald’s application, and delivery partners such as Uber Eats, Deliveroo, and Just Eat. 
The chain has around 44,000 restaurants worldwide and plans to open another 2,600 restaurants (Ray, 2026), implying that it has a wide distribution network. The brand should start from metropolitan and only then expand its operations nationally. This phased approach minimises operations risks while providing opportunities for McDonald’s to improve its supply chain system and delivery services prior to large-scale implementing it.
[bookmark: _heading=h.czm3yr2ggyz4][bookmark: _Toc237211728]3.4 Promotion
To successfully convey a brand’s environmental goals, effective promotion is the key (Gamaleldin, 2025). Integrated Marketing Approach (IMC) can manage this as with this approach the company can deliver consistent messaging across multiple customer touchpoints about Sub-Gold. It ensures the eco-friendly message remain unified across all customer channels. The campaign uses the slogan “Eat Smart, Waste Less”. It combines PR, social media ads, influencer partnership and personalised mobile offers. 
Instagram, TikTok and YouTube are the main focus because Gen Z and Millennials use them daily. 
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Figure 9: Usage of social media by Gen Z and Millennials
(Source: Gaudiaut, 2026)
Stories about local sourcing and reducing food waste will help educate customers. This also builds a stronger emotional connection to the brand. Special discounts and loyalty points encourage customers to try items. Meanwhile the McDonald’s app uses CRM data to deliver customer offers. With the help of this approach, McDonald in one way can increase their repeat sales volumes and in other way build a positive brand image.
[bookmark: _heading=h.r43c58kw9xfx][bookmark: _Toc237211729]3.5 People
Employees play a vital role in influencing overall customer experience (Gonzalez, 2025). An effective workforce often helps in ensuring high customer engagement retention and service quality. Service standards can effectively be elevated by exercising effective hiring methods, providing adequate training and making employees motivated, leading to higher customer satisfaction.
With a proper training program employees can get adequate knowledge about local sourcing and waste reduction (Way et al., 2025). Being equipped with proper knowledge, employees can effectively resolve customer queries. Staff of McDonald's, in one way encourage their guests to earn rewards through scanning QR codes and in other ways work directly to the local farmers to source ethical ingredients, highlighting their commitment towards their customers as well as suppliers.
[bookmark: _heading=h.x1frfye47eej][bookmark: _Toc237211730]3.6 Process
Structured functional process ensures a well optimised and efficient service delivery. With the help of modern technical tools and CRM systems businesses can effectively customise their service offerings which help them build an effective and long-term relationship with their clients (Biel, 2023).
Consumers can place orders with various methods in McDonald's which includes delivery applications, Kiosks, and McDonald mobile app. By placing orders through this application consumers can get eco-friendly tips along with loyalty points. within this application they can also check the ingredient list, sourcing and calculate the carbon saving. Moreover, McDonald can also conduct demand forecasting which helps them optimise their inventory operations and reduce the chances of foods getting wasted (Jenkins, 2024).
[bookmark: _heading=h.s2vngq7a3fjy][bookmark: _Toc237211731]

3.7 Physical Evidence
Physical evidence refers to the tangible elements which helps in ensuring customer faith towards brands (Business Queensland, 2022). Physical evidence is an important part of service delivery. McDonald is seen using eco-friendly packaging where they highlight their environmental efforts, helping in improving brand reputation.
[image: ]
Figure 10: Visual in Packaging
(Source: Self-made)
McDonald's displays facts about choosing sustainable meals on their restaurant screens. With the help of mobile applications customers can track their individual carbon saving. The main objective of these initiatives by McDonald's is to ensure their commitment towards the environment.
With the help of 7ps marketing mix, businesses like McDonald’s can ensure that all their functional elements are properly aligned with the Sub-Gold value proportion. It combines green product innovation, value pricing, multi-channel distribution, and unified messaging and staff evidence. This approach allows McDonald’s to position Sub-Gold as a leading sustainable fast-food brand extension. It effectively meets the growing customer demand for green dining options.


[bookmark: _Toc237211732]Element 4: Reflection
[bookmark: _Toc237211733]4.1 Description
The McDonald's Sub-Gold sustainable brand extension marketing strategy was a challenge to my strategic marketing and sustainability. After conducting research on the needs of customers, sustainability, and McDonald's business goals, I then created the full marketing proposal. I was able to present a poster and confidently share my ideas and have them answered in relation to the strategic marketing decisions. 
[bookmark: _Toc237211734]4.2 Feelings
Since I was unsure of myself at first, creating a new brand extension for sustainability meant being creative and planning. However, my level of confidence grew gradually based on the knowledge of marketing concepts and academic research supporting marketing decisions (Kamyabiet al., 2025). The presentation was stressful as I did not think it could be done in such a short period of time and with me summarising such complex information. 
[bookmark: _Toc237211735]4.3 Evaluation
The project was very useful in making me appreciate sustainable marketing beyond theory, as I was able to do it in a successful manner in realistic business scenarios. I was able to gain an edge in selecting appropriate customers and generating value through appropriate positioning strategies through the application of STP (Haeruddin, 2025). But I realised that some of the presentation slides had too much information, which was distracting the audience for some parts of the presentation during some big explanation parts. 
[bookmark: _Toc237211736]4.4 Analysis
This experience demonstrated the importance of customer understanding and evidence, sustainability thinking, and strategic planning in marketing decisions. When I started researching other academic sources, it helped me to think critically because I had to add valid evidence and justification for each of the recommendations. Studying marketing theories and applying them to research helped me gain knowledge about brand extension and improved analytical thinking and problem-solving (Kumar et al., 2025). During the preparation of this presentation, it was found that communicating information accurately and sustaining the interest of the audience for the duration of the discussion was a key factor in effective communication.  
[bookmark: _Toc237211737]4.5 Conclusion
This project helped me to build my confidence to use marketing theories in practical business situations instead of memorising them. Learned about sustainable branding, decision-making, customers, and business communication skills. The experience boosted my self-assurance to complete other consultancy projects in the future that involve research, creativity, teamwork and structured problem-solving skills. I also realised that learning is a continuous process, as over time, businesses, their expectations and technologies evolve. 
[bookmark: _Toc237211738]4.6 Action Plan
	Area of Improvement
	Action
	Resources
	Time
	Expected Outcome

	Critical evaluation of marketing strategies
	Read recent marketing journals and compare different strategic approaches.
	Academic journals, university library databases, marketing textbooks, lecturer feedback.
	4 weeks
	Develop stronger critical thinking skills.

	Presentation and communication skills
	Practise poster presentations regularly, record practice sessions, and seek constructive feedback from lecturers and classmates.
	PowerPoint, presentation recording software, lecturer guidance, peer feedback.
	3 weeks
	Deliver presentations with improved clarity and better engagement.

	Sustainable marketing and digital marketing knowledge
	Complete online courses and follow current sustainability and digital marketing.
	LinkedIn Learning, Google Digital Garage, sustainability reports, marketing industry articles.
	2 months
	Improve knowledge of emerging marketing practices for future consultancy projects.


Table 1: Action Plan
(Source: Self-made)
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McDonald's Corporation MCD is accelerating its global expansion
strategy with a clear objective: reaching 50,000 restaurants worldwide
by the end of 2027. The company views restaurant development as a
core pillar of long-term growth, even as the quick-service restaurant
industry navigates a challenging consumer environment. Strong.
demand, attractive returns from new stores and disciplined capital
investments are supporting this aggressive unit expansion strategy.
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McDonald's Corporation MCD is increasingly relying on its expanding
digital ecosystem to strengthen customer engagement and drive long-
term growth. A key pillar of this strategy is its rapidly growing loyalty
program, which has become one of the company’s most important
growth drivers.

By the end of 2025, McDonald's loyalty platform reached nearly 210
million 90-day active users across more than 70 markets, nearly
doubling the system-wide sales generated from loyalty members
compared with 2023. Management believes this expanding digital base
can significantly enhance customer relationships and improve sales
‘momentum.
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