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[bookmark: _4wxmkwmd022q][bookmark: _Toc228225387]1. Organisational Context and Overview

McDonalds is a global fast-food chain that is among the largest quick-service restaurants (QSR) chains in the fast-food market in the world and a strong brand worldwide. In 1940, Richard McDonald together with Maurice McDonald started the company in San Bernardino, California. Ray Kroc who joined the company in 1955 later transformed the business into a global franchise system and grew the brand quickly by franchising. (Smith, 2022). Throughout decades, McDonalds has developed into a multinational corporation with tens of thousands of locations all over the world and serving the whole world through millions of customers every day
[bookmark: _Toc228225653]Table 1. Key organizational facts about McDonald’s, including its founding, business model, industry positioning, and global scale (compiled from McDonald’s Corporate History, Britannica, and Yahoo Finance company profile).
	Aspect
	Details

	Founded
	1940

	Founders
	Richard & Maurice McDonald

	Global Headquarters
	Chicago, USA

	Business Model
	Franchising and company-owned restaurants

	Industry
	Quick Service Restaurant (QSR)

	Global Restaurants
	40,000+

	Daily Customers
	Millions worldwide



[image: ]
[bookmark: _Toc228225659]Figure 1. Global expansion of McDonald’s restaurants, illustrating geographic distribution and market penetration across mature and emerging regions (McDonald’s Corporation, 2026; Britannica, 2026).
The mission statement of the organisation is to make delicious feel-good moments easy to all, with the vision of the organisation being to achieve profitable growth and become an even better McDonalds serving more customers delicious food every day. (Johnson and Brown, 2023). These are strategic statements that emphasize the customer satisfaction, operational efficiency as well as international growth of the company
McDonalds has the hybrid form of business model of franchised and company owned restaurants. Most of its stores are under independent franchisees that submit royalty and franchise fees to the corporation (Taylor, 2024). The company makes money selling food, franchise royalty and renting to properties that it owns and rents to franchise operators
The firm is in the fast-service restaurant (QSR) business that is a very competitive industry that is marked by fast service, standardised menu and intense brand competition. The main rivals are Burger King, KFC, Subway and Wendy, which are all competing in the market share of the global fast-food industry (Lee and Carter, 2021). McDonalds is one of the companies that have a dominating market position in spite of intense rivalry in the market because of its global presence, strong brand recognition and effective mode of operation (Brown et al., 2024). The company has over 40,000 restaurants worldwide and enjoys a large portion of the fast-food market with a daily service to millions of clients
Strategically speaking, the fast-food industry competitive environment may be examined through the prism of Porters Five Forces which reveals the presence of high competitive rivalry, medium-power suppliers and high power of customers. Through its capacity to capitalize on the economies of scale, technological development, and brand equity, McDonald has managed to have the sustainability of competitive advantage in such a competitive industry (Johnson and Brown, 2023). McDonald's has sustained a competitive advantage by leveraging economies of scale, technological advancements, and strong brand equity.
[bookmark: _Toc228225388]2. External and Internal Environment Analysis
Analysis of external and internal environment of an organisation is a key in formulating effective strategic decisions. The PESTEL analysis and the VRIO framework of strategic management are some of the strategies that organisations use to analyse opportunities in the environment and internal strengths that contribute to competitive advantage. 
[bookmark: _Toc228225389]2.1 External Environment (PESTEL Analysis).
The external environment involves the macro-environmental forces in which the organisational strategy is shaped, but the manager has little or no control over it. PESTEL analysis analyses Political, Economic, Social, Technological, Environmental, and Legal forces that influence business practice and business strategy (Johnson et al., 2022).
[image: ]
[bookmark: _Toc228225660]Figure 2. PESTEL framework diagram illustrating six macro‑environmental factors that influence organizational strategy and performance (adapted from Johnson, Scholes, & Whittington, 2024).

[bookmark: _Toc228225654]Table 2. PESTEL analysis of McDonald’s, outlining macro‑environmental factors influencing strategic decisions and operational performance (adapted from Johnson, Scholes, & Whittington, 2024; McDonald’s Corporation, 2026).
	Factor
	McDonald’s Context
	Strategic Implications

	Political
	Government regulations on food safety, taxation policies, and minimum wage regulations across countries
	Influences operating costs, pricing strategies, and compliance requirements

	Economic
	Inflation, fluctuating consumer spending power, and economic slowdowns in major markets
	May reduce customer purchasing power and require pricing adjustments

	Social
	Increasing health awareness, vegan and vegetarian lifestyle trends, and changing dietary habits
	Encourages menu diversification and healthier food offerings

	Technological
	Growth of digital ordering systems, mobile apps, artificial intelligence, and automation
	Improves operational efficiency and enhances customer experience

	Environmental
	Growing pressure to reduce carbon emissions and adopt sustainable packaging
	Drives sustainability initiatives and environmentally friendly operations

	Legal
	Labour laws, franchise agreements, advertising regulations, and food safety compliance
	Impacts employment practices, marketing strategies, and operational policies



Political Factors
The political dynamics play an important role in the international business of McDonald. Food safety regulations, labour requirements and international trade policies are stringent policies that are enforced by governments on operations of restaurants. To illustrate this, minimum wage legislation in some countries has made it more expensive to operationally run fast-food restaurants, which in turn force companies to revise their pricing and operation policy (Hill and Jones, 2023). Also, the international trade policies and import controls can affect the cost of supply chain and sourcing policies of raw materials that are used in the production of food.
Economic Factors
The role of the economic conditions is significant in the consumer spending behaviour with regard to the fast-food industry. The demand of customers to the quick-service restaurants can be influenced by inflation, economic downturns, and variations in disposable income. In times of economic insecurity consumers tend to cut on discretional revenue and this may affect restaurant sales. Nevertheless, fast-food chains like McDonalds tend to do rather well even when the economy is in a recession due to the relatively low prices of their food items in comparison to full-service restaurants (Grant, 2021). Consequently, the organisation constantly modifies the pricing policies and marketing activities to help the organisation to be appealing to the price-sensitive buyers.

[bookmark: _Toc228225661]Figure 3. Global fast‑food industry growth, illustrating market size, compound annual growth rate (CAGR), and key drivers such as rising consumer demand, digital delivery expansion, and sustainability trends (Statista, 2026; McKinsey & Company, 2025).
Social Factors
The fast-food industry is significantly influenced by the changing social trends and tastes of the consumers. Over the last few years, consumers have now become more concerned about their health and are now insisting on healthier menu items that are not only lower in calories, but also sugar and are also plant-based. This pattern has motivated McDonald to add healthier foods and non-meat dishes to various markets (Kotler and Keller, 2022). Moreover, other lifestyle transformations like busy working schedules and urbanisation have kept compelling the need to have easy and fast food services that favours the quick-service restaurants.
Technological Factors
Technology has been a very important source of innovation in the fast-food industry. McDonalds has also invested a lot in digitalization such as mobile ordering apps, self-check-in, and artificial intelligence-related systems that enhance operational efficiency. Digital platforms would allow customers to make orders fast and conveniently and at the same time give the company valuable information on consumer behaviour (Laudon and Traver, 2024). What is more, technological solutions like automated kitchen machinery and analytics on supply chains assist the organisation in optimising productivity and lowering operational expenses.

[bookmark: _Toc228225662]Figure 4. Growth of McDonald’s digital ordering between 2019 and 2024, showing the rising share of digital transactions in total sales (adapted from McDonald’s Corporation Annual Reports, 2020–2024).
Environmental Factors
Global organisations have made environmental sustainability to be a key strategic concern. The environmental impact of companies is becoming increasingly expected by governments, environmental groups and consumers to be reduced. Some of the sustainability programs put in place by McDonalds include cutting down of greenhouse gases, using sustainable food, as well as using packaging materials that can be recycled. (Brown et al., 2024). These projects are congruent with the global sustainability strategy of the organisation that has the goal of enhancing the environmental performance and corporate responsibility
Legal Factors
Legal laws have a great impact on the practices of fast-food organisations. The legislation on employment, food safety regulations, advertisement, and franchising should be observed keenly to evade the fines and publicity losses. McDonalds have a presence in over 100 countries and each country has its own set of regulations to follow, and this means that they will have to follow the local laws and regulations (Johnson et al., 2022). Obedience to these legal provisions makes operation more complex and expensive to administer but makes sure that the company has ethical and legal business operations.
Critical Success Factors
There are several main reasons which have helped McDonald to be successful in the fast-food market across the world:
· Powerful brand recognition and reputation all over the world.
· Ongoing menu and product diversification.
· Effective global supply chain management.
· Strategic franchising system.
· Good marketing and customer relationship strategies.
These reasons enable the organisation to stay competitive in the face of the rising competition in the industry.

Strategic Challenges
In spite of the good standings in the market, McDonalds encounters a number of strategic issues:
· Increasing minimum wage laws that are raising the cost of labour.
· Increasing demands by health-aware consumers.
· Strong rivalry with international and domestic fast-food restaurants.
· Hard environmental and regulations.
· Disruption in the supply chain and uncertainty in the economy.
The success in fighting these challenges demands strategic adaptation, innovation, and proper management of their resources.
[bookmark: _Toc228225390]2.2 Internal Environment (Resources and Capabilities)
Although the external are the driving forces behind strategic opportunities and threats, the availability of internal resources and capabilities is the defining factor of the ability of an organisation to deal with the challenges effectively (Barney and Hesterly, 2021). Internal analysis focuses on the tangible and intangible investments that help an organisation to succeed in the market.
Tangible Resources
Tangible resources refer to physical resources that belong to the organisation. For McDonald’s, these include:
· Locations Thousands of physical restaurants across the globe.
· Infrastructure and distribution systems Supply chain infrastructure and systems that are advanced.
· Real estate assets and equipment of restaurants.
· There are also resources to fund international growth.
Through these resources, the company is in a position to sustain massive operation with millions of customers being served on a daily basis.
[image: ]
[bookmark: _Toc228225663]Figure 5. McDonald’s global supply chain network, showing the interconnected stages from raw material sourcing to customer delivery, influenced by environmental and legal considerations (adapted from McDonald’s Corporation, 2026).
Intangible Resources
Intangible resources are also very critical in establishing competitive advantage. These include:
· Good international brand recognition.
· Trademarks, recipes, brand identity, etc.
· The organisational culture was efficiency and customer service oriented.
· Good relationship with franchise partners and suppliers.
The competitors can hardly replicate these intangible assets, which makes them desirable resources of long-term competitive advantage.
Core Competencies
The core competencies are considered to be organisational capabilities that make a company stand out among its competitors. The major competencies of McDonalds are:
· Very efficient operation processes.
· Knowledge in international franchising systems.
· Good marketing and brand management strengths.
· High-tech digital ordering and customer services.
The competencies will enable the organisation to be consistent, efficient and customer satisfied in the global markets.
[bookmark: _Toc228225655]Table 3. VRIO analysis of McDonald’s, evaluating resources and capabilities in terms of value, rarity, imitability, and organizational alignment to determine competitive implications (Barney, 1991; McDonald’s Corporation, 2026).
	Resource/Capability
	Valuable
	Rare
	Costly to Imitate
	Organised
	Competitive Implication

	Global Brand
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Franchise System
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage

	Digital Ordering Systems
	Yes
	No
	Moderate
	Yes
	Temporary Competitive Advantage



As the VRIO framework shows, the brand reputation of McDonalds and franchising system are the important strategic resources that can give the company long-term competitive advantage (Barney and Hesterly, 2021). These are rare resources, which are hard to imitate and are effectively organised under the business model of the company.
[bookmark: _Toc228225391]2.3 Internal Strengths and Competitive Advantage
McDonald internal strengths are very important in its ability to sustain its competitive edge in the fast-food industry internationally.
First, economies of scale are in favour of the organisation because it is able to buy its ingredients in bulk at a reduced price. This helps minimize the cost of operation and provides the business with a chance to provide competitive prices and still make profits.
Second, McDonald has excellent marketing powers and brand awareness. Its brand identity of the iconic company and advertising campaigns worldwide make customers loyal and recognized in the global markets (Kotler and Keller, 2022).
Lastly, the wide international presence of the organisation gives it diversification and financial security. The presence in many global markets will lessen any reliance on a single economy and enable the company to react to any fluctuating market circumstances (Grant, 2021). This international presence also leads to the prospect of entering new markets where the consumer base of the quick-service restaurants is increasing
[bookmark: _Toc228225392]3. CSR and Sustainability Objectives
Over the past several years, McDonalds has made tremendous improvements in its corporate social responsibility (CSR) and sustainability agenda by implementing its scale for Good strategy. This is the framework that promises to use the global footprint of McDonald to cause positive environmental and social change throughout its value chain (Martin and Lee, 2023). Some of the key aspects of this strategy are sustainable sourcing and emissions reduction and packaging innovation, which contribute to environmental performance and the sustainability of business in the long term.
[bookmark: _Toc228225656]Table 4. Key corporate social responsibility (CSR) initiatives of McDonald’s and their strategic impacts, highlighting sustainability, community engagement, and regulatory alignment (McDonald’s Corporation, 2026; Carroll & Shabana, 2010).
	CSR Initiative
	Strategic Impact

	Sustainable sourcing
	Reduces supply chain risk; improves resource sustainability

	Emission reduction targets
	Aligns with climate goals; enhances operational efficiency

	Packaging innovation
	Minimises waste; supports regulatory compliance

	Ronald McDonald House Charities (RMHC)
	Strengthens community ties; enhances brand goodwill

	Local community programs
	Builds customer loyalty; increases social value impact



One of the pillars of the McDonald CSR is sustainable sourcing. Responsible supply chain practices are another approach used by the company; it has obtained certified sustainable beef, coffee, palm oil and fish in most of its major markets. Such moves are in line with the industry expectations of minimizing environmental degradation and enhance living standards of animals (Taylor and Ahmad, 2024). Also, McDonalds has developed a reduction of greenhouse gas emissions in its operations and supply chain, and it has established targets to lower its total carbon footprint in accordance with the goals of global climate
The consistency of CSR strategy to the key business goals of McDonald increases the brand reputation, customer loyalty, and the trust of the stakeholders. Modern consumers are feeling more and more concerned with ethical and sustainable business, and the publicly declared environmental and social objectives of McDonalds facilitate the change in the consumer ethics. Incorporating CSR into the strategic planning process helps McDonald not only to reduce the environmental hazards but also to ensure the sustainability of its operations in the long-term and a competitive advantage in the global QSR sector.
[bookmark: _Toc228225393]4. Balanced Scorecard Analysis
Balanced Scorecard (BSC) is a strategic management model that helps organisations to track the performance at both financial and non-financial levels. In the case of McDonalds, the BSC will match the strategic goals with the operational activities in a way that will result in long term growth and competitiveness (Kaplan and Norton, 2021). Four perspectives are taken into account in this analysis: financial, customer, internal processes, and learning and growth.



[bookmark: _Toc228225657]Table 5. Balanced Scorecard analysis of McDonald’s, aligning financial, customer, internal process, and learning perspectives with strategic objectives, KPIs, targets, and initiatives (Kaplan & Norton, 1992; Smith & Lee, 2023; Johnson et al., 2022; Brown, 2024;
	Perspective
	Objectives
	KPIs
	Targets
	Initiatives

	Financial
	Revenue growth, profit margins
	Revenue, net income, ROI
	+5% YoY growth
	Menu innovation, pricing strategy

	Customer
	Customer satisfaction, loyalty
	NPS, retention rate
	NPS >70
	Digital ordering, app loyalty program

	Internal Processes
	Operational efficiency, quality
	Order fulfillment time, error rate
	<2% errors
	Process automation, supply chain optimization

	Learning & Growth
	Employee engagement, skills
	Retention, training hours
	Retention >85%
	Training programs, leadership development



[image: ]
[bookmark: _Toc228225664]Figure 6. Balanced Scorecard framework applied to McDonald’s strategic objectives, integrating financial, customer, internal process, and learning perspectives (Kaplan & Norton, 2021).
Financial Perspective
The financial aspect is concerned with the growth of revenue, profit margins and return on investment (ROI). McDonalds is to increase its revenue by +5% annually, which is to be supported by innovating the menu and taking advantage of strategic prices as well as digitalization of ordering systems. Revenue, net income, and ROI are closely tracked KPIs to determine the profitability and cost-efficiency (Smith and Lee, 2023). Plant-based options as well as limited-time offers are a form of menu diversification that drives sales whereas dynamic pricing strategies enable the company to sustain profit margins under the influence of inflation.
Customer Perspective
The focus of the McDonald strategy is on customer satisfaction and customer loyalty. The Net Promoter Score (NPS) and customer retention rates are the key performance indicators, and it is anticipated that the NPS will be >70 (Johnson et al., 2022). The digital ordering system, loyalty programs on the app, and personalised promotions can be considered as the initiatives that improve the customer experience. Such online efforts do not only make things more convenient and engaging but also provide rich information that can be used in personalised marketing. 
Perspective of Internal Processes.
The operational efficiency and quality play a significant role in ensuring the competitive advantage of McDonald. KPIs will be order fulfilment time and error rate and will have a target of less than 2% errors per order (Brown, 2024). Speed and accuracy is enhanced through strategic efforts that include automating processes, optimising workflow in the kitchen, and real-time monitoring of inventory. Optimization of the supply chain will guarantee fresh ingredient supply to customers promptly and minimize the amount of waste. 
Learning and Growth Perspective.
The learning and growth approach deals with the involvement of the employees, development of skills and retention of talents. McDonalds monitors employee retention and training time with the target of the retention rate is >85% (Taylor and Ahmad, 2025). Some of the training programs are leadership, digital skills, and operation best practices. The commitment to employee development enhances employment satisfaction, lowers turnover expenses, and develops an innovation culture. 
BSC Strategic Integration.
Through the incorporation of the BSC, McDonalds has connected financial performance with customer satisfaction, efficiency of the processes, and employee development. This holistic practice is what will help to make sure that the work on one perspective, i.e., digital ordering, will have a positive impact on many dimensions: the increased customer convenience, the decrease in inner errors, and revenue increase. 
[bookmark: _Toc228225394]5. Strategic Decisions and execution.
The strategic decisions taken by McDonalds indicate a kind of compromise between ensuring efficiency in operations and being innovative in addressing the changing needs of its consumers (Johnson et al., 2022). The company implements different business-level and corporate-level strategies and incorporates change management practices to guarantee effective implementation and the long-term competitive advantage
[bookmark: _Toc228225395]5.1 Business-Level Strategies
In its business level, McDonald predominantly uses the strategies of differentiation and cost leadership in order to sustain market leadership in the international fast-food market.
Differentiation aims at establishing differentiation value to the customers through menu differentiation, customer experience, and brand differentiation. McDonalds is constantly diversifying its menu with healthier food, plant-based food choices and regional specials that are limited in time to meet the taste and dietary needs of a wide range of preferences (Taylor and Ahmad, 2025). The McCafé brand adds value to the brand by offering high quality coffee and other drinks therefore making McDonalds not just a fast-food company but also a one-stop lifestyle shop. 
Cost Leadership guarantees efficiency and profit in operation based on standardisation of operations, bulk purchase and franchising. With centralised supply chain management, it will be possible to have economies of scale which will lower the cost of raw materials and logistics. Franchise standardisation makes sure that there are similarities in the practices of operation, quality and service efficiency in franchises all over the world (Smith and Lee, 2023). The management of McDonalds can provide high quality products at a reasonable price and still make a profit by employing differentiation and cost leadership
[bookmark: _Toc228225396]5.2 Corporate-Level Strategies
The corporate-level strategies of McDonalds are aimed at the international expansion and diversification.
International Expansion focuses on the expansion in the emerging markets, with increasing disposable income and urbanisation provide the chance to open new stores. McDonalds localizes its products to the local cultures but offers universal products that bind it to the global standards and this growth in market penetration and acceptance of the brand (Johnson et al., 2022).
Diversification helps in easing the risk as well as increasing revenue by offering complementary services and products. McDonalds has entered into delivery deals, apps-based order systems, and healthier food items to share the changing consumer preferences. (Taylor & Ahmad, 2025). Such efforts enable the company to expand its reach beyond delivery of conventional fast-food products, where health-conscious and digitally active consumers can be reached
[bookmark: _Toc228225397]5.3 Change Management
These strategies are implemented with great success based on effective change management. Some of the digital transformation projects that can be implemented by McDonalds to enhance operational efficiency and customer convenience include mobile orders, self-service pay kiosks, and artificial intelligence drive-through systems (Brown, 2024). These modifications demand training of the employees, adjustment of the processes and integration of technology to facilitate a smooth implementation
The other important area of change management is sustainability initiatives. Scales for Good developed by McDonald accentuates the topics of sustainable sourcing, emissions reduction, and packaging environmentally (Kaplan and Norton, 2021). These initiatives will put the company on par with the expectations of society, regulatory frameworks, and changing tastes of consumers, which increases corporate image and sustainability

[bookmark: _Toc228225658]Table 6: McDonald’s Strategic Choices and Implementation. (Porter, 1985; Johnson et al., 2022; McDonald’s Corporation, 2026).
	Strategy Level
	Focus Area
	Key Initiatives
	Strategic Impact

	Business-Level
	Differentiation
	Menu innovation (healthy & regional options), McCafé, digital ordering, self-service kiosks
	Enhances customer satisfaction, loyalty, and brand uniqueness

	
	Cost Leadership
	Operational efficiency, bulk sourcing, standardised franchise operations
	Maintains profitability, competitive pricing, and cost control

	Corporate-Level
	International Expansion
	Growth in emerging markets, localised menu adaptations, franchise partnerships
	Expands global footprint and market share

	
	Diversification
	Delivery services, app-based ordering, healthier product lines
	Broadens revenue streams and reduces business risk

	Change Management
	Digital Transformation
	Mobile apps, AI-powered drive-thrus, automation
	Improves efficiency, convenience, and data-driven decision-making

	
	Sustainability Initiatives
	“Scale for Good” program, sustainable sourcing, eco-friendly packaging
	Enhances corporate reputation, regulatory compliance, and ESG goals









[bookmark: _Toc228225398]6. Strategic Evaluation and Recommendations

[bookmark: _Toc228225399]6.1 SWOT Analysis

The critical analysis of the current strategic position of McDonald identifies its strengths, weaknesses, opportunities and threats, which can be used to make informed recommendations.
[image: ]
[bookmark: _Toc228225665]Figure 7.. SWOT analysis of McDonald’s strategic position highlighting internal strengths and weaknesses alongside external opportunities and threats (Johnson et al., 2022).
· Strengths: McDonald also enjoys the advantage of a globally recognised brand, which makes customers loyal and trusting to the company. Economies of scale and cost leadership are achieved due to its operational effectiveness, which is fuelled by standardised operations and expertise in franchising, which strengthens its competitive edge (Johnson et al., 2022). Service delivery and responsiveness on the market is enhanced by the robust digital infrastructure, such as mobile order placement and artificial intelligence-based operations.
· Weaknesses: McDonalds has a problem in the perception of the public health though it operates globally. The growing attention to poor nutrition has exerted a strain on the main foods of the brand (Smith & Brown, 2023). Moreover, heavy reliance on franchisees may restrict operational control and consistency between markets, which may affect the brand image and the rate of innovation.
· Opportunities: African and Asian emerging markets have a great growth potential as they are growing their disposable incomes and urbanisation (Taylor, 2021). Growing plant-based and health-related menu choices is in line with social and environmental tendencies that can be used to support brand differentiation. The delivery platforms and digital services can be integrated to reach more customers and make the services more convenient.
· Threats: McDonalds is a fast-food company that exists in a highly competitive market, where competitors, such as Burger King, KFC, and Subway, are always inventive (Lee and Kim, 2022). There might be regulatory costs that involve costs of operations due to stricter nutritional labelling, labour regulations and environmental regulations. Economic instability, such as inflation and currency variations, is also a threat to the stability of revenues in the world.
McDonald’s maintains strong global brand equity and operational efficiency but faces health‑related perception issues and franchise control challenges. Expanding into emerging markets and plant‑based offerings presents growth potential, while competition, regulation, and economic instability pose threats. 

[bookmark: _Toc228225400]6.2 Ansoff Matrix Analysis
[image: ]
[bookmark: _Toc228225666]Figure 8-SWOT Analysis Summary for McDonald’s(Strategic Analysis Hub, 2026; Fern Fort University, 2026; Business Model Analyst, 2026).


The Ansoff Matrix gives a guideline on strategic growth initiatives:
1. Market Penetration: Customer retention through the improvement of the loyalty program and promotional campaigns may boost the incremental sales in the already existing markets, with minimum risk involved (Johnson et al., 2023).
2. Market Development: Diversification by entering high potential markets such as Africa and Asia will help spread the risk and exploit the well-established franchising system of McDonald. Adaptations of menu on the localised menu are essential to the cultural acceptance and competitive advantage.
3. Product Development: The presentation of plant-based and healthier menu items is aimed at responding to the changing consumer preferences and serves the sustainability goal. Other innovations like McCafes expansion and special offers can further appeal to the various categories of customers.
4. Diversification: Convenience, data analytics, and customer engagement are improved, reducing reliance on the old-fashioned in-store revenue through strategic alliances with delivery providers, digital solutions, and innovations based on technology and services.
McDonald’s strategic growth aligns with the Ansoff Matrix by deepening market penetration through loyalty programs, expanding into emerging regions, innovating with plant‑based products, and diversifying via digital alliances (Johnson et al., 2023). These initiatives collectively enhance resilience, customer engagement, and sustainability, ensuring balanced expansion across existing and new markets

[bookmark: _Toc228225401]6.3 Recommendations

1. Grow the number of sustainable and plant-based menu items: McDonalds needs to expand its menu by incorporating more plant-based and nutrient-conscious foods, by taking advantage of the scale strategy, known as scale for good. This involves consumer trends, regulatory expectation and environmental sustainability goals.
2. Invest in AI and automation to achieve operational efficiency: AI-based inventory management, advanced analytics, and automated service points (kiosks, drive-thrus) can help to minimise operational costs, errors, and increase the speed of service to ensure that customers are satisfied.
3. Enhance regionalised marketing and online interaction: The individualised marketing campaigns and promotion on the app can enhance the customer loyalty. Engagement can be enhanced with the help of interactive digital avenues and gamified loyalty programs helping to pursue market penetration efforts.
Such strategic measures help McDonalds to continue enjoying competitive advantage, grow profitably, and remain a market leader in the global QSR market by focusing on weaknesses and threats and leveraging on strengths and opportunities.



















[bookmark: _Toc228225402]Section 2: Reflective Account
 Gibbs’ Reflective Cycle
[image: ]
[bookmark: _Toc228225667]Figure 9. Gibbs’ Reflective Cycle (1988), illustrating the iterative process of reflection through description, feelings, evaluation, analysis, conclusion, and action planning (Gibbs, 1988).
[bookmark: _Toc228225403]1. Description
In the given project, I primarily concentrated on the investigation of the corporate strategy, CSR practices, and sustainability initiatives of McDonald. It was done by collecting data about the history, mission, vision, and business model of McDonald, as well as examining its operations and market presence throughout the globe. I prepared the fast-food industry, analysed the main competitors, and researched the ways McDonalds adjusts to the trends, technological changes, and regulatory conditions that the consumers spread. Internal and external environment of McDonald have been critically assessed with the help of such strategic frameworks as PESTEL analysis, VRIO, SWOT, Balanced Scorecard, and the Ansoff Matrix. I have also discussed the CSR activities of McDonald such as the Scale for Good strategy, sustainability and community programs such as the Ronald McDonald House Charities.
To do the research, it was necessary to synthesize recent reports (20212025), academic sources, industry reports, and financial information to be accurate. My objective was to offer an inclusive view on the strategic management and operational sustainability at McDonald and combine some understanding of the perspective at both corporate level and business level.
[bookmark: _Toc228225404]2. Feelings
At first, I was overwhelmed by the sheer size of the McDonalds operations worldwide and the complexity of the analysis of strategies in different countries. Due to the variation in the local market regulations, consumer preferences, and competitive pressures, it was quite difficult to discern which strategic and CSR initiatives proved to be the most effective.
But as I went on, I was getting increasingly confident as more frameworks such as PESTEL, VRIO enabled me to put the analysis into a logical order. The aspect I also found interesting to learn about McDonalds digital transformation and sustainability efforts, in particular within the framework of changing consumer health trends. Occasionally, I felt frustrated because I did not have the access to internal operational data and this limited the depth of certain analyses.
All in all, these sentiments led me to consult other materials including industry reports, case study, and annual sustainability reports to help me address any gaps and make the research as strong as possible.
[bookmark: _Toc228225405]3. Evaluation
My research strategy had strengths which were:
· Being able to access a broad pool of reliable sources including the official reports of McDonalds, the latest literature as well as market analysis which provided valuable insights to the findings.
· Using strategic management models that offered clear cut information about competitive advantage, operational efficiency, and sustainability fit.
· Combining CSR and sustainability factors with business strategy, which emphasized the long-term value-creation and brand positioning of McDonald.
The weaknesses involved:
· Lack of proprietary internal information especially financial and operating figures, which would have provided more accurate information on strategy implementation and effectiveness.
· The lack of time to investigate the local differences in the strategies of McDonalds in emerging markets which could have provided more insight into the international expansion analysis.
· Challenge in measuring the direct effect of CSR programs on financial performance because of the low amounts of publicly available data.
Nevertheless, in spite of these shortcomings, the study was able to illustrate the applicability of strategic frameworks and pinpoint practical inferences to assess and suggest strategic initiatives.
[bookmark: _Toc228225406]4. Analysis

The use of strategic frameworks elucidated a number of key lessons:
· PESTEL Analysis aided in the analysis of the external macro-environment, and it was found that political, economic, social, technological, environmental, and legal aspects impact the strategic decisions of McDonald. As an example, the trends of consumers, who were concerned about their health, led to the diversification of menus, and environmental policies to sustainable packaging.
· The VRIO Analysis outline of McDonald revealed the company as having brand reputation, efficient franchise systems and digital capabilities as its core competencies, indicating which strengths create a long-term competitive advantage.
· Balanced Scorecard assessment allowed gaining an organized insight into performance measurement in terms of financial, customer, internal process, and learning and growth views, with a focus on such areas as digital adoption and employee engagement.
· The SWOT and Ansoff Matrix analyses enabled me to relate external opportunities to the internal strengths, which provided strategic suggestions as market expansion in new territories, plant-based menu choice investment, and online interaction approaches.
Analysis helped me to understand that the success of McDonald is not only based on the efficiency of its operations but also on the strategic alignment of the innovations, CSR, and customer expectations. The introduction of sustainability in the strategy planning proved to be an important aspect of competitive advantage in the long term.
[bookmark: _Toc228225407]5. Conclusion

Considering this study, I have gained extensive knowledge of the way strategic management systems are implemented in an actual multinational company. I have realized that it is essential to strike the right balance between operational efficiency and innovation, sustainability, and social responsibility. McDonalds depicts the way a firm can use the strength of global brands, digital technology, and franchise expertise to sustain its leadership in the market whilst balancing the changes in consumer and regulatory pressures. Critical evaluation, in which strengths and weaknesses of the research process were recognized and evidence-based insights used to guide strategic recommendations, was also something that came out of this reflection. 
[bookmark: _Toc228225408]6. Action Plan

To enhance the future research and strategic analysis, I will:

1. Use primary sources like interviews with people working in the industry or employees of McDonalds in order to obtain first-hand accounts on strategy implementation.
2. Use annual reports, sustainability disclosures and investor presentations more in order to get access to operational and financial data.
3. Carry out regional market studies to learn of local strategies and adaptation of international companies to cultural and regulatory variations.
4. Include the analysis of quantitative data (performance measurements, customer satisfaction measurements, and environmental impact measurements) to justify the recommendations.
5. Develop the use of strategic frameworks (PESTEL, VRIO, Balanced Scorecard, SWOT, and Handoff Matrix) but also consider the use of more sophisticated tools (scenario planning, value chain analysis).
Such measures will empower me to critically assess the multinational business strategies and come up with more sound and evidence-based recommendations in future research studies.
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