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[bookmark: _Toc110527167]Introduction:
In 1940, Ray Croc established the McDonald's Corporation. He founded a barbeque joint with his wife Walta in San Bernardino, California, which Richard and Maurice McDonald ran. The firm was led by Ray Croc until he retired in 1971, at which point Jim Delligatti took over as president. Ray Croc was appointed head of the board of directors for the McDonald's Corporation in 1976. Ray Croc took over as the company's CEO in 1982, serving in that capacity until his retirement from the organization in 1998 at the age of 89. He passed away in 2003 at the age of 91 (Bartusková and Kresta, 2015). Ray Croc led McDonald's Corporation throughout his time as its CEO and chairman of the board of directors, guiding the company to become a global brand known for its high-quality goods and affordable services. Undoubtedly one of the biggest restaurant franchises in the world is the McDonald's Corporation. It serves more than 70 million consumers each day from more than 36,000 locations throughout the world. 
Frequently, the company owns the land where a McDonald's franchise is situated. This holds true for a wide variety of franchises in various nations and regions. Most of the time, the franchisee does not own the restaurant's location. All of the company's property, which is presently worth at $16 to $18 billion, is owned by the business. Recent demands, however, have been made to potentially spin out the company's US holdings into a real estate investment trust (REIT). The majority of the company's income comes from franchisee rental payments. One-fifth of the company's entire revenue is presently made up of these rent payments, which have increased by 26% over the previous five years (Bartusková and Kresta, 2015).
[bookmark: _Toc110527168]Company’s Background:
One of the largest fast-food franchises in the world, McDonald's serves daily easy meals to millions of people. When two brothers founded their first restaurant in San Bernardino, California, in 1940, they launched the name. They started off selling hot dogs at a stand, but ultimately, they moved on to selling hamburgers, fries, and milkshakes. The brothers started franchising the restaurant in 1954 as it gained in popularity. First franchisee was Neil Fox, and the following eatery opened in Fresno, California (Thompson, 2014). 
When Roy Kroc first met the McDonald's brothers, he recognized potential in their restaurant business model and convinced them to give him the company's rights for $2.7 million in 1961. The same year, Kroc founded Hamburger University, a college that offered degrees in the study of hamburgerology with an emphasis on professional service, outstanding goods, and cleanliness. To boost sales at McDonald's in the US, Ronald McDonald made his debut as the brand's mascot in 1963. In 1967, a McDonald's restaurant was first established outside of the US in Richmond, British Columbia. The firm continued to grow, and in 1974 the 3000th McDonald's restaurant opened in Woolwich, England. In 1984, McDonald's also became a major sponsor of the Summer Olympics, and Roy Kroc, the creator of the business, passed away. The 2003 debut of McDonald's "I'm Lovin' It" campaign was another significant event.
McDonald's first "McDelivery" service made its debut in Singapore in 2005, and a year later, nutritional information was added on every product's packaging. Their objectives included helping the environment and their customers while also being user-friendly. With stores in virtually all major cities, McDonald's has grown to become one of the most well-known fast-food chains in the world.
[bookmark: _Toc110527169]The Macro Environment of MacDonald’s in India & Singapore
Any company's Mac environment incorporates PESTLE Analysis. Since it helps with understanding market dynamics and ongoing company improvement, PESTLE analysis is a framework that is crucial for companies like McDonald's. PEST analysis also goes by the term PESTEL analysis.
[bookmark: _Toc110527170]MacDonald’s Background in India:
In India, MacDonald started working back in October 1996. Amit Jatia, a local Indian partner, collaborates with MacDonald Corporation (USA) as part of the company's 50–550 vendor alliance. They run McDonald's restaurants in western India and are the owners of Hard Castle Restaurant Private Limited. Vera Bakshi supervises managing the Connaught Plaza restaurant in northern India.
[bookmark: _Toc110527171]MacDonald’s Background in Singapore:
Richard and Maurice McDonald created the fast-food restaurant franchise McDonald's in 1940. With more than 34,000 stores across 119 countries, it is the biggest hamburger fast-food chain in the world, serving more than 68 million people every day. A PEST study of McDonald's in Singapore and India will be included in the following report to help readers better comprehend the global fast-food industry.
McDonald’s Market Share Globally
[image: ]
Fig 1- Macdonalds share in Pakistan (Bartusková and Kresta, 2015)

[bookmark: _Toc110527172]PESTLE Analysis:
[bookmark: _Toc110527173]Political Factor:
In India- Political aspect include the elements that the organization faces which includes, employment law, trading policies, taxation, etc. International organisations face many difficulties in India because of the richness of its political structure and policies. In India, a well-known fast-food restaurant called McDonald's offers both vegetarian and non-vegetarian dishes. The Indian government is attempting to regulate the marketing strategies used by all fast-food outlets in the nation, nevertheless, due to various health issues. Due to this, MacDonald has been under considerable political criticism, and a lawsuit has also been brought against the business and therefore, this is not favourable to the progress of the industry. According to significance, the political impacts are ranked at a 5 out of 10. 
Singapore's political system, on the other hand, directly affects how McDonald's operates within its boundaries. The fast-food chain must abide by the many laws and regulations that each state has, which frequently relate to labor laws, taxation, food administration, and/or healthcare (E. Dobbs, 2014). Singapore is a bureaucratic nation where the government has a majority of the authority and immediately informs the public of its initiatives without much citizen engagement. Singapore's political system is seen as a blend of democracy and bureaucracy. These elements favour McDonalds because of its political power given to the effective governance of the country.
[bookmark: _Toc110527174]Economic Factor:
India- The activities of MacDonald's in India will be impacted by several economic issues. The employment rate, currency exchange rate, interest rate, and demand for global supplies are a few of these. As the country grows day by day, it allows international organisations to enter India based on its extremely high target market and low operation cost. However, the recession in recent years and the employment turnover rate of McDonalds being very high, has caused employee to frequently leave the job causing decrease in customer demand for fast food. This has not favoured the organization because, lots of money is then wasted because new employees must be trained or hire new people to work.
Singapore- has a thriving economy and a low tax rate. As a result, MacDonald's finds the market to be appealing. The availability of labor and the growth of the middle class are further encouraging factors for the future of the organization in India (E. Dobbs, 2014).
Singapore's economy is quite alluring to a variety of international enterprises. Singapore really has the second-most open economy in the world, according to the Heritage Foundation's Index of Economic Freedom. Not to mention, Singapore has very steady macroeconomic stability. For instance, the government's revenue is large and consistently in surplus, while the nation has no external debt. Singapore's economy showed its resilience throughout the financial crisis of 2007–2008. Singapore's economy remained stable even while the world's two most powerful economies—the United States and Europe—were experiencing difficulties. Singapore even won the title of having the world's fastest-growing economy in 2010. Despite its tiny size and dearth of natural resources, Singapore continues to have one of the strongest economies in the world. All these factors and good structures favour the organization in Singapore.
[bookmark: _Toc110527175]Social Factor:
India- Social issues significantly influence how well a firm will do in its sales. For instance, in India, where many different religions are practiced by the populace, it might be challenging for businesses like McDonald's to satisfy everyone. Hindus and Muslims only consume halal food, which restricts the menu selections that McDonald's may provide its consumers. This is unfavourable to McDonalds because, McDonlads has to satisfy the vast number of people in India.
Singapore- however, is a sizable nation with a developing middle class that is more and more interested in dining out, which is good news for MacDonald's prospective sales there.
Due to its expertise in navigating various socio-cultural contexts, McDonald has been able to build its brand in Singapore. Singapore is the smallest nation in Southeast Asia, yet it offers the highest quality of life, drawing residents from all walks of life and all cultures. This is favourable because tourist consume a lot of fast food in Singapore because it is a tourism-based nation. However, because visitors have diverse tastes and preferences, McDonald's must continually modify its menu to satisfy changing consumer demands in Singapore. 
[bookmark: _Toc110527176]Technological Factor:
In India- Technological improvements do not significantly impact fast food establishments. Even though McDonald's only utilizes basic technology in India, they nevertheless require highly competitive technology. Singapore uses the social network website to invests in its branding activities. Also, fast payment methods, order taking, inventory monitoring, and supply chain management are a few examples of how technology is employed in fast food businesses. Technology adoption may increase management's dependability and effectiveness while also resulting in both immediate and long-term cost savings.
Singapore- Technology has a significant impact on how nations and corporations flourish. McDonald's has benefited from Singapore's technology advancements in terms of manufacturing, distribution, and marketing. The company's decision to launch its operations online was made possible by the internet's constantly expanding infrastructure and subscriber base. The impact of technology will favour the organization.
[bookmark: _Toc110527177]Environmental Factor:
India- It's crucial to ensure that we're not endangering the environment in the process as more and more McDonald's restaurants open every day. Air pollution and the disposal of raw materials are two environmental issues that are relevant in India. However, McDonald's in India is committed to serving fantastic cuisine in a fantastic setting. Air pollution, raw material disposal, and customer happiness are thought to be the three most crucial environmental considerations.
In Singapore- McDonald's has a chance to enhance its environmental and sustainability initiatives. Aiming to meet the growing importance of corporate environmental initiatives and the growing focus on sustainable business practices, such an improvement effort would address these issues. The environmental factor favours McDonalds because of its sustainability measures put in place.
[bookmark: _Toc110527178]Legal Factor:
India- Legal regulation will be one of MacDonald's main problems once it enters India. It must consider a variety of legal requirements, including tax laws, corporate laws, and labor and employment laws. The labor and employment legislation will be the most significant of them if no proper plan is put into place.
Singapore- This PESTLE study component examines how McDonald's in Singapore will be impacted by modifications to legal frameworks or the adoption of new laws. By imposing various restrictions on corporate operations, the implementation of new legislation has the potential to drastically alter the distant or macro-environment in which the restaurant works which may or may not favour the organization.

[bookmark: _Toc110527179]Porters 5 Forces model 
McDonald s in India & Singapore Porter Five (5) Forces Analysis:
This method can help McDonald's in India and Singapore evaluate the market's attractiveness and comprehend its competitive environment. The information might also be used to make some wise strategic decisions that would improve McDonald's India's performance and ensure its long-term survival (Han, 2009).
[bookmark: _Toc110527180]Threats of new entrants:
There are a few reasons why McDonald's could have more difficulties in India than in other countries. The market is seeing a large influx of new enterprises, which is the first explanation. This is simple to accomplish since consumers have little to no brand loyalty and the existing regulations permit the admission of new players. Additionally significant is the initial financial outlay. Additionally, it is straightforward for new businesses to set up a distribution network, and existing market participants' retaliation won't dissuade them. McDonald's in India may boost brand loyalty by concentrating on customer relationship management (Han, 2009). Customers' psychological switching costs will rise. As a result, making it harder for them to switch to another brand. McDonald's can also forge long-term legal agreements with distributors to enhance access to the target market. Ultimately, McDonald's may spend on R&D projects that will provide the company with priceless consumer data and allow it to introduce ground-breaking products and services that will set it apart from its competitors.
McDonald's is one of the biggest brands when it comes to fast food. Singapore's market is crowded with rival businesses, each vying for a piece of the action. These businesses have been in operation for some time and are now enjoying the advantages of economies of scale. A new business will have to invest a lot of money in things like putting up restaurant locations and marketing their brand if they want to compete. Additionally, they must ensure that their product is uniform throughout all Singaporean sites, which can be challenging.
[bookmark: _Toc110527181]Threat of Substitutes:
[bookmark: _Toc110527182]Since alternatives to existing products and services are easily accessible, the competitive environment is challenging for McDonald's in India and other well-established rivals. If the risk of substitution is great, customers may utilize replacement products or services from other industries to meet their needs. Several factors determine the extent of this danger to McDonald's in India. However, this danger is greatly reduced for McDonald's in India when moving to the alternative product has a high switching cost. Customers cannot get the same value from alternatives as they can from the goods of McDonald's in India (in terms of quality and performance).
[bookmark: _Toc110527183]Substitute items are McDonald's Singapore's biggest threat. Due to the fact that countless consumers prefer entire meals over burgers, the business competes with restaurants like Subway, Dominos, Pizza Hut, and KFC. Additionally, the expansion of online meal delivery services has increased the accessibility of nearby eateries and the range of available alternatives. Additionally, home-cooked meals are getting more and more well-liked as people become more health conscious. Finally, some people have stopped dining out completely because of the covid epidemic.
[bookmark: _Toc110527184]Bargaining Power of Customers:
[bookmark: _Toc110527185]The capacity of McDonald's in India to achieve its business objectives is significantly impacted by the bargaining power of customers. When consumers have significant bargaining power, profitability falls and industry competition increases. On the other side, if buyer power is low, it reduces industry competition and gives McDonald's in India greater prospects for expansion and financial success. Customers in India are able to demand a reduced price from McDonald's due to their more concentrated consumer base. If there are few firms supplying the goods, buyer power is also significant, and buyers may easily switch to a new company due to the cheap switching costs. In the case of business clients (Manteghi and Zohrabi, 2011), their position in the market is strengthened by their capacity to manufacture the goods themselves rather than acquiring them from McDonald's in India.
[bookmark: _Toc110527186]Singapore's fast-food chains offer the same main product, despite the finer details may differ. Since switching costs are cheap, it is crucial to keep customers happy to maintain their loyalty. Because this market has less customer loyalty, buyers have more negotiating leverage. Food is a highly personal topic, and consumer tastes frequently shift over time. McDonald's Singapore must manage cultural shifts while also bringing out new goods and constantly developing its menu. Consequently, it is difficult to meet their new standards. The selling of fast-food items is impacted by variables such as rising consumer disposable income and lifestyle changes pushing consumers toward pricier, healthier goods.
[bookmark: _Toc110527187]Bargaining Power of Suppliers:
[bookmark: _Toc110527188]Suppliers put pressure on companies by using strategies like lowering product availability or raising pricing. Buyers pay the price when suppliers have significant bargaining power (business organizations). High supplier negotiating power can also make the market more competitive and limit the company's possibilities for development and profit. Similar to this, a sector with limited supplier power may be more alluring due to its high profitability and room for expansion.
[bookmark: _Toc110527189]McDonald's purchases most of its raw ingredients from vendors outside of Singapore. With the majority of them, it has exclusive partnership agreements that give it control over the suppliers. To preserve the caliber of the finished product offered to clients, McDonald's carefully analyses the quality and support offered by the suppliers. The supplier's product lacks differentiation. Market availability is broad, and switching expenses are moderate. These elements significantly reduce the supplier's ability to negotiate.
[bookmark: _Toc110527190]Competitive Rivalry:
[bookmark: _Toc110527191]The fierce competition among already-established businesses in India puts McDonald's under a lot of pressure from them. Because businesses use aggressive pricing and targeting methods against one another, profitability in these sectors is poor. If there are few competitors, the market is expanding swiftly, there is a definite market leader, and the goods are extremely distinct, there won't be much competition between McDonald's and the other current companies in India (Vardhan, 2022).
[bookmark: _Toc110527192]McDonald's has several significant rivals in Singapore's fast-food business that have an immediate influence on its sales. Many of these rivals constantly adjust to different tastes and flavors while maintaining competitive pricing. The main rivals are Burger King, KFC, Wendy's, Burger Singh, etc. People find it simple to switch alternatives because there is little distinction between these businesses and minimal switching fees for clients. Additionally, because McDonald's has long emphasized a vegetarian menu, consumers frequently switch to KFC for non-vegetarian selections. McDonald's, however, is now attempting to develop more chicken-related goods to cater to the non-vegetarians owing to changes in demand.
[bookmark: _Toc110527193]SWOT Analysis of McDonalds in India & Singapore
[bookmark: _Toc110527194]Strength:
[bookmark: _Toc110527195]McDonald's Singapore has a long history in the fast-food industry. The brand name and advertising have contributed to the company's success. With a solid supply chain and a significant market share, the business provides clients with high-quality goods at reasonable costs. The crew at McDonald’s is well-kept and provides excellent customer service. The major advantage over rivals like Pizza Hut or Burger King is that they are open continuously throughout the year, 24/7. The biggest fast-food firm and its brand equity is McDonald's Singapore. McDonald's was the first to offer nutrition information in Singapore, and it was printed on every packaging. They also have a great partnership with the Coca-Cola Company.
[bookmark: _Toc110527196]Fast-expanding McDonald's India has always respected its consumers by providing them with high-quality meals. McDonald's India uses a variety of tastes and customizes these dishes as well (Manteghi and Zohrabi, 2011). They have developed a wide variety of delicacies over the past 50 years, including hand-tossed company, potato wedges, cheesy-garlic breads, and parmesan bread. Without collaborating with any providers, the business is making its own money. Because of this, their dough differs from that of their rivals and many other fast-food restaurants. They make their goods in a high-quality manner by utilizing vertical integration. Because of this, it has really turned into a secret ingredient for McDonald's India.
[bookmark: _Toc110527197]Weakness:
[bookmark: _Toc110527198]Singapore's franchisees have recently been experiencing some quality problems. This is partially due to the fact that an establishment needs to spend more money on staff salaries and training when there are more people working there. Customers may also believe that the meal being offered is junk food or unhealthy. Franchises have started losing clients to their rivals as a result. Franchises might also improve by offering a vegetarian menu to those who don't consume meat.
[bookmark: _Toc110527199]Although McDonald's India has numerous franchisees for accepting orders, there aren't any suitable dine-in establishments around. Due to the employees of its franchise locations' disloyalty, McDonald's India is experiencing problems. It becomes challenging to supervise every employee that cheats due to the diversity of franchisees. Given that the franchisees are spread over the entire city, managing operations for McDonald's India becomes exceedingly difficult.
[bookmark: _Toc110527200]Opportunity:
[bookmark: _Toc110527201]Creating new environmental policies would be a great opportunity for McDonald's India. This might open a world of wonderful options for them and encourage their creativity. For instance, they would probably see an increase in customers if they added low-calorie meals to their menu. They might make their meals lower in calories by using low-fat ingredients and less carbohydrate. McDonald's India has made significant progress in broadening its market internationally. McDonald's India stores and franchisees may currently be found in more than 85 nations. They set up approximately 1.5 billion companies per day for a variety of venues.
[bookmark: _Toc110527202]With its new Mc café style in Singapore, which offers Wi-Fi and internet connections, McDonald's is attempting to draw in more clients. They are also concentrating on teaching customers about health and building play parks for families with young children. McDonald's aspires to establish a moral reputation by emphasizing corporate social responsibility and minimizing the negative effects on the environment in addition to increasing the menu to include more salads and fruits.
[bookmark: _Toc110527203]Threat:
[bookmark: _Toc110527204]It is hardly surprising that the food sector is under intense pressure to offer better alternatives in Singapore, where society is becoming more and more concerned with health and fitness. Due to fierce competition from well-known restaurants like Burger King, KFC, and Subway, there is a lot of pressure to provide consumers menu choices that are both creative and healthy. The food business must be diligent in upholding strict standards of safety and cleanliness since food-borne diseases like mad cow disease and avian flu still pose a threat (Vardhan, 2022).
[bookmark: _Toc110527205]There are a few rivals that McDonald's India must watch out for. Other major firms are its main direct rivals, while smaller fast-food franchises are its main indirect rivals. However, the dine-in option is one of McDonald's India's key competitive advantages. Large dine-in spaces are available at McDonald's across the Middle East, Europe, and Asia. Conversely, some locations of McDonald's India have very small or no counters (Vardhan, 2022).


[image: ][image: ]figure: 2. (Vardhan, 2022)
[bookmark: _Toc110527206]Hofstede Model - Advantages and disadvantages.
[bookmark: _Toc110527207][image: ]Figure 3. Hofstede Insights comparison {India & Singapore}. (Hofstede 2022).

The organizational culture of McDonald's India has the benefit of being based on people, individual development, and organizational learning, which enhances service quality. There is still space for progress in terms of brilliance and high-caliber production, though. McDonald's India should enhance its corporate culture by emphasizing excellence and high standards of individual performance more.
[bookmark: _Toc110527208]The Hofstede model of national culture is a tool that may aid organizations, brands, and enterprises like McDonald's Singapore in better comprehending a particular nation's culture. The Hofstede model concentrates emphasis on six distinct cultural elements that assist organizations and enterprises in making crucial strategic decisions and creating the best possible marketing strategies and plans.
[bookmark: _Toc110527209]McDonald's in Singapore has also leveraged the Hofstede model's cultural components to accelerate its globalization and growth. In order to adhere to local cultural standards and values, McDonald's has also modified and adjusted its marketing techniques and campaigns. The corporation has so engaged in localization while still keeping congruence with the overall and wider global strategy.
Advantages are that: It may give or assist in exact market (STP) strategy and may help out utilize the market strategy and support market culture and practices.
Disadvantages may be that it may have a constricted data of the wider spectrum of the global stage, also, information acquired may not be up-to-date or may not apply to the relevant target market.
[bookmark: _Toc110527210]Relate Segmentation, targeting and positioning to the company
[bookmark: _Toc110527211]Segmentation:
[bookmark: _Toc110527212]There are many things to be found at McDonald's, but convenience is what we're all about. Our restaurants are created to make your life simpler by providing you with food and beverage alternatives that are ideally suited to the occasion since they are aware that getting about Singapore is not always easy. They have handy locations all across Singapore, so it won't be difficult to find one close to where you live or work! They have everything you might want, from delectable burgers and sandwiches to ice cream desserts, so no matter what your hunger or mood may be, they have a menu selection for you. McDonald's provides everything you require nearby, whether you're holding a meeting with pals or throwing a big birthday celebration.
[bookmark: _Toc110527213]Populations are divided into groups based on shared qualities in a process known as segmentation. McDonald's uses the segmentation techniques and criteria listed below in India:
[bookmark: _Toc110527214]Density, regional, and regional
[bookmark: _Toc110527215]Demographic characteristics include things like age, gender, income, and occupation.
[bookmark: _Toc110527216]Behavior, degrees of loyalty, rewards sought, character traits, and status as a user
[bookmark: _Toc110527217]Psychological, socioeconomic, and lifestyle factors
[bookmark: _Toc110527218]However, McDonald's only uses a demographic segmentation approach in India that uses age as the criterion for segmentation.
[bookmark: _Toc110527219]Targeting:
[bookmark: _Toc110527220]Children between the ages of 3 and 7: In Singapore, parents are increasingly letting their children have a choice in what they do and where they go. By offering Happy Meals with healthier options and free toys to appeal to this age group, McDonald's hopes to capitalize on this trend. Families: As more families in Singapore eat out on the weekends, McDonald's is aiming its Happy Meals, take-out, and delivery options at this demographic.
[bookmark: _Toc110527221]Compared to other major packaged goods firms, McDonalds takes a somewhat different strategy to targeting in India. Instead of assigning brand managers to each of their items, McDonald's identifies distinct subgroups within its target market and then tailors or positions its offerings to each subgroup.
[bookmark: _Toc110527222]Positioning:
[bookmark: _Toc110527223]In marketing, "positioning" refers to the process of giving a product a certain image or identity in customers' eyes. This is accomplished utilizing the marketing mix, sometimes referred to as the 4Ps: price, product, promotion, and location, as well as a positioning matrix, which illustrates several methods to position a product in comparison to those of competitors. McDonald's utilizes an adaptive style of product positioning in India, which entails routinely reviewing and revising their goods and services to reflect shifting client demographics.
[bookmark: _Toc110527224]Marketing Mix:
[bookmark: _Toc110527225]Product:
[bookmark: _Toc110527226]Companies like McDonald's provide a range of items to its clients in India in order to assist them meet their wants and desires. McDonald's sells burgers, sandwiches, beverages, and desserts among other things (Membe and Doriza Loukakou, 2012). They work in the fast-food sector, but consumer tastes and preferences are always shifting. Due to intense rivalry, there may be rivals providing food with a distinct flavor that might cause people to cease going to McDonald's.
[bookmark: _Toc110527227]McDonald's has prospered in Singapore by providing a large selection of goods at reasonable rates. Additionally, they have been able to offer delivery services and other goods like kid-friendly parks and toys to clients (Vignali, 2001). Throughout the day, McDonald's provides customers a variety of selections. 
[bookmark: _Toc110527228]Price:
An organization can profit from its goods and services by charging a price. As we shall describe later, McDonald's employs a combination of package and premium pricing to entice customers to purchase its cuisine in India.
A product's cost to the client comprises both direct and indirect expenses. For instance, McDonald's French fries are consistently 20 cents less expensive than its rivals. McDonald's utilizes a pricing plan in India that is fair to its consumers and within their means (Vignali, 2001). The pricing plan is adaptable, as demonstrated by the student who may purchase the fries at the university's McDonald's for 50 cents less.
[bookmark: _Toc110527229]Place:
Both McDonald's and franchisees open McDonald's locations in Singapore. McDonald's has several outlets in Singapore since it opts for direct marketing. The eateries are situated in malls or busy places. "Eating out" is still a Singaporean lifestyle practise. McDonald's picks the direct marketing channel because it is the most accessible and may thus become the most competitive. Nearly all McDonald's eateries are situated in densely populated regions so they may be more appealing and attract more customers.
For a variety of reasons, an organization's operating location is crucial. For instance, because it's simpler for customers to access places like malls, roads, and marketplaces where McDonald's is located (Vignali, 2001). For McDonald's to preserve their brand image, the costs of maintaining the store and advantages obtained in terms of income and customer additions must be favorable.
[bookmark: _Toc110527230]Promotions:
Promotion is essential to every business's customer communication. It's how you draw them in and pique their interest in your offering. This is best shown by McDonald's. They frequently advertise and link themselves to football. This is due to the popularity of football among people in nations like India. Consequently, McDonald's effectively advertises itself to this population through supporting a variety of clubs.
One of the biggest advertisers in Singapore is Mc Donald's. Each year, it invests around $15 million on advertising. It primarily advertises through TV, endorsements, discounts, rewards for exclusive movies, and distribution. Additionally, Mc Donald's offers a variety of specials, including Happy Meals and $2 Mc Chicken. The business has a marketing initiative named "I'm lovin' it."
[bookmark: _Toc110527231]Processes:
Processes are a series of actions taken to accomplish a task. For instance, there are several processes involved in getting food from the kitchen to the consumer at McDonald's in Singapore. Food preparation is a crucial task that is done in plain front of the clients. Ordering, waiting for their meal, and how they are handled by customer service representatives are further components of the procedure that consumers go through.
Everything a business does to provide a service or a product to its clients is considered part of the process. To offer a consistent product, McDonald's India's preparation procedure is essential. Process is crucial for a business of McDonald's magnitude since it must take into consideration cultural differences.
[bookmark: _Toc110527232]People:
A process is a collection of actions intended to provide a service or product to a client or customer. A huge corporation like McDonald's in India must preserve homogeneity in the way the product is produced and presented while also taking into account the local culture, therefore the preparation process is particularly crucial.
The discussion of the People component of the marketing mix is mostly focused on issues that affect both customers and workers. To succeed, a business must develop plans that satisfy the requirements and preferences of both its consumers and its staff. Unhappy employees are more likely to provide subpar customer service. Customers may become angry and leave in the future.
[bookmark: _Toc110527233]Physical Evidence:
Physical proof makes up the last component of McDonald's marketing strategy. This is a reference to the numerous aspects of the restaurant atmosphere that patrons encounter. The tangible proof affects not just how Singapore's McDonald's is seen by its patrons but also how it runs daily. McDonald's interiors are aesthetically pleasing, and the restaurant makes a strong effort to keep all its locations clean and hygienic.
A store's physical presence may reveal a lot about the brand. For instance, McDonald's India is renowned for having a welcoming and enjoyable atmosphere. Customers like the dynamic atmosphere that is created as a result (Singireddy, 2020).
[bookmark: _Toc110527234]Directional development strategy
McDonald's has been in business for more than 60 years. Richard and Maurice McDonald founded it in America, where it has evolved into a culture associated with fast food in the contemporary day (Haines, 2007). They had open kitchens, customer-friendly counters, and a broad range of dishes for sale, which marked their restaurants apart from those other players had established at the time. The brand now has more than 30, 000 outlets spread across more than 100 countries thanks to high levels of consumer satisfaction throughout its early years. The business currently dominates the global fast-food market by a large margin.







Financial Position:
[image: ]
Fig 4- "McDonald's worth is fast expanding; you may watch and examine the above statistics chart as its market value increases over time" (Haines, 2007).
[bookmark: _Toc110527235]BCG Matrix of McDonalds
In McDonalds' BCG matrix, the strategic business unit for financial services is a shining star. It operates in a market that has room for expansion. This SBU provides a large portion of McDonald's revenue. McDonalds should vertically integrate by purchasing other supply chain companies in order to boost revenues. In the BCG matrix of McDonalds, the No. 1 brand Strategic business unit is a star, and among its product line, this is the one that drives the most revenue. Due to customer demand for this and related items, this sector has a lot of potential (Vrontis and Pavlou, 2008).
[bookmark: _Toc110527236]ANSOFF Framework of McDonald's
The ANSOFF Framework is a methodology used by managers to find internal corporate strengths that can give them a sustainable competitive advantage. The research is predicated on the notion that an organization's internal resources are more likely to result in a competitive advantage if they are valued, uncommon, challenging to replicate, and well exploited by the business. These 4 elements form the basis of the ANSOFF study, which examines a firm's resources. Each resource may be categorized as giving a good competitive advantage, a transitory competitive advantage, competitive parity, or a competitive disadvantage based on the study (Vrontis and Pavlou, 2008).
[bookmark: _Toc110527237]Conclusion & Recommendation:
McDonald's has been a major player in the fast-food industry for decades, and it's no surprise that their marketing strategies have been successful. This report clearly states that the company has successfully implemented a variety of strategies to accomplish their goals in India. They've understood the needs of their consumers, they've considered the various marketing environments, and they've executed very reasonable prices to timely product innovation. They also use communication techniques that are extremely effective, including social media posts and advertisements on television networks. McDonald's should solely concentrate on attempting to increase menu diversity and options so that people may lead healthier lives. To maximize profit margin, the company should also take into account its current operations before expanding further. Additionally, given that India is a growing nation, the company should aim to focus on timely penetration into new emerging cities. Always remember that first impressions are important. Creating a good impression can earn people's trust and confidence. This is especially true in the workplace, where it's essential to build positive relationships with colleagues. To be an ideal employee or employer, aim to be role models for others and manage your time and personalities well. Additionally, seek out opportunities to learn and grow, socialize with others, and smile often.
[bookmark: _Toc110527238]Critical Analysis
[bookmark: _Toc110527239]Positive:
While competitors like KFC and Dunkin' Donuts have previously had to cancel stores, McDonald's is successfully increasing its market share and is not in a hurry to expand wastefully. It boasts the highest average revenue per location and the largest customer base when compared to its competitors. More vegetarian clients patronize these establishments than their rivals thanks to the wide variety of vegetarian food options, separate kitchens, and "egg-less" sauces. They have excellent supply chain management, which aids in cost reduction and productivity growth. When it comes to consistency and quality of the products, McDonald's performs better than its competitors. Customers find McDonald's more enticing due to its kid-friendly atmosphere, "Happy Meal" menu, toys with distinct areas, and birthday party menu in most locations.
[bookmark: _Toc110527240]Negative:
Due to the desire of young adults for eating out at cafes that cater to their interests, McDonald's is losing market share in the café industry because of the sluggish expansion of the McCafe servings at current stores. the incapacity to modify menu products and retail design to satisfy changing consumer demands. The "Indianite" menu has stayed largely similar over the past 10 years, with just slight alterations to the sauces and toppings. They are losing "health conscious" clients because of the high calorie and fat content of their products. This calls for expanding their menu to include more nutrient-dense alternatives. McDonald's has a high turnover rate among its employees due to the great training and experience it provides, which results in people departing for positions that pay more.

TOWS MATRIX: 
Unlike SWOT, the TOWS matrix strategy looks at the external environment factors first (treats and opportunities), which help you to gain a deeper understanding of the strategic choices that you encounter. TOWS is the most excellent apparatus for any organization to take advantage of when wanting to expand their market share by taking maximum advantage of opportunities in the external terrain (MasterClass, 2022). 
The process places less emphasis on company’s weaknesses and considers the company’s strength first. Thirdly, it also considers plans to maximize weaknesses. Lastly, aims to predict external threats to maximize and internal weaknesses. 
In view the above strategy, both countries must need to continue to adopt their strategic marketing plan to improve and enforce productivity. 
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