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[bookmark: _Toc132984178]Introduction
The marketing strategy of the business companies helps them to gain the attention of the consumers in the worldwide market. Thus, business organizations take different marketing policies and promotional strategies in diverse geographic areas to meet the interest and tastes of the consumers. McDonald’s is one of the most popular and leading business companies that have run their business in the chain restaurant and food beverage industry worldwide. McDonald’s aims to add more balanced options in meals to enhance the happiness and food-consuming experience of consumers globally (McDonald, 2023). The overall contrast of the marketing strategy of McDonald's in two different countries as India and the UK will go to discuss in a detailed manner within the entire study. 
[bookmark: _Toc132984179]PESTLE analysis of the UK and India
Political factors
UK- The UK has a parliamentary democracy which is governed under a constitutional monarchy. Political stability index of the UK market is 0.54 (Countries, 2021). The overall political scenario is quite stable which provides the right environment for businesses to operate. Hence, the political factors are favourable for the business in the market.
India- India is the largest democracy of the world and has a -0.62 political stability index (Countries, 2021). Over the past few years, various new reforms have been undertaken by the Government for the development of the nation and providing the right climate for the conduction of business operations. Hence, these factors can also be termed as favourable for the business.
Economic factors
UK- The UK was greatly impacted by the pandemic with significant decline in the economic growth. However, the country is recovering from the effect of the pandemic and GDP Growth rate of the UK is increased by 0.1% within the year of 2023 (Summary, 2023). An unemployment rate remains at 3.7% in the UK from November 2022 to January 2023 (Summary, 2023). Hence, the uncertainty over the economic conditions makes it unfavourable for the business.
India – India is one of the fastest growing economies of the world and attracts the highest rate of FDI ever year. Gross Domestic Product (GDP) of India expands by 0.8% in 2022 (Summary, 2022). The country was able to address the impact of the pandemic on its economy in an effective manner. An unemployment rate of India increased to 7.80% in March of 2023 (Summary, 2023). Currently, the economic factors for India are also unfavourable for a business to set-up shop.
Social factors 
Hofstede is one of the most helpful online sites which help to make an effective country comparison between multiple countries within a study (Hofstede Insights, 2023). The country comparison of India and the UK has shown below using the insights from the Hofstede country comparison. There are various advantages and disadvantages involved with the model and the same has been highlighted below-
Advantages
· Provides a comprehensive understanding of different cultures
· Helping in avoiding any cultural obstacles and perform effectively in a foreign market
· Makes it easy for a business to globalise
Disadvantages
· Accuracy and relevance of the model is often questioned
· Fails to consider the cultures at the micro-level within the nation
· Out-dated model
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Figure 1: Country comparison
(Source: Hofstede Insights, 2023)
The different cultural backgrounds and geographic factors in India and the UK make it essential for McDonald’s to go with different marketing strategies and segmentation processes. The above picture has exhibited that the power distance in India is higher than in the business market area of the UK. 
UK - The rate of individualism in the UK is higher compared to the UK, and the level of freedom in the UK helps McDonald’s to target couples and GenZ consumers as their demographic target. There is a lot of flexibility and liberal nature available in the UK market which provides a favourable condition for a business.
India - On the other hand, as the indulgence of the people in India is lower than in the UK, consumers in India are most influenced by the advice of family members and friends. Hence as behavioural segmentation McDonald’s targets consumers who have the inclination to spend leisure time with family members and friends. There is a lot of complexities involved with the Indian market which makes the entire situation unfavourable for a foreign business. 
Technological factors
UK – The UK is one of the most technologically advanced nations with some of great advancement being made in the country. AI, blockchain, IoT and robotics have found their application in various places in the country’s entire operations. Hence, the technologically advanced environment creates a favourable condition.
India – The technologically infrastructure of the nation is not that developed but significant investment is being made by the country to make a shift towards a digital economy. India has been able to create a digital culture but the application of the same at the entire level still requires more cooperation and planning. The current technological infrastructure of India when compared to the UK can be said to be unfavourable.
Legal factors
UK- Employment law of the UK helps both employees and employers to protect employer’s interest and worker’s rights significantly (Home, 2023). However, it is beyond the scope of this work to discuss the legal structure of a nation for a business. Nonetheless, the ease of doing business index would be able to provide the required insights on whether the legal factors are favourable or not. The UK is ranked at 14 on the ease of doing business index which makes the environment favourable.
India - Legal factors of India provide equal opportunities and discrimination laws for everyone (Legal Factors, 2023). The rank of India is 63 on the index and this in term can be said to be unfavourable when compared to the UK.
Environmental factors
UK- UK faces challenging environmental conditions by which various sector of the UK market is hampered (Home, 2023). The Government has set a target of achieving net zero emissions by 2050 and meeting the SDGs. The focus on environment can be said to be a favourable aspect for a business.
India - Demand for eco-friendly products helps India to maintain demand-supply model successfully (Environmental Factors, 2023). India is also significantly committed towards meeting the sustainable development goals (SDGs) and has developed numerous policies along the way. Similarly, this is favourable for a business.
[bookmark: _Toc132984180]Similarities and dissimilarities of PESTLE analysis of the UK and India
Similarities- The UK is effectively politically stable country in the global market and similarly India is also politically stable country in the market. The economic and environmental conditions are similar and favourable for a business. 
Dissimilarities- There is dissimilarity among the cultural, technological and legal factors for the nation.
[bookmark: _Toc132984181]Porter’s five forces model
Porter’s five forces model refers to a framework by which competitive environment of a company is known to everyone in the global market. This model is used as a guideline for understanding competitive forces. These forces can influence a variety of business sectors in the global market. Five elements of this model are bargaining power of suppliers, bargaining power of customers, competition in the industry, threat of substitute products, and potential of new entrants into the industry (Anastasiu et al. 2020). 
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Figure 2: Porter’s five forces model
(Source: Anastasiu et al. 2020)
Bargaining power of suppliers
UK (Medium)
There are large numbers of suppliers in the UK market and this provides McDonalds with various options to get the required materials. However, McDonalds needs to engage with suppliers with proper quality standards in order to provide the best quality service. Hence, the entire force for the business can be said to be moderate. The moderate power makes the forces favourable.
India (High)
Similarly in India, different types of factors are engaged in power of suppliers such as: number of suppliers, and uniqueness of products and ability of suppliers. There are also high number of suppliers in the market but very few are able to meet the quality standards set by the company. Hence, the force is high for the business in the market. The high power makes the force unfavourable. 
Bargaining power of customers 
UK (High)
Bargaining power of customers in the UK market is high since there is very limited differentiation with the products and its prices. The consumers in the UK also have various options while the switching costs in also low in the market. Hence, the bargaining power for customers is high in the market. The high power creates unfavourable forces for the business.
India (High)
The case in India is also quite similar to the UK with consumers having wide range of options to select from and the switching costs are low. Hence, the buyer’s power is also high in the country. Similarly, the force is unfavourable for business.
Competition in the industry
UK (High)
A large number of competitors are available in the global market for McDonald's. The major competitors are KFC, Pizza Hut, Burger King, Subway and Five Guys. Those competitors always try to provide better quality foods and services in the UK market which makes the force high. The high competition in the market creates an unfavourable environment.
India (Moderate)
The overall competition in the Indian market can be said to be moderate since only foreign brands are present in the country providing competition to McDonald and there are no domestic competition faced by McDonalds as is the case in the UK. The moderate competition can be said to create a favourable condition for a business.
Threat of substitute products
UK (Moderate)
There are various other foods like Pizza and Hot Dogs which can be considered as substitutes fir the offerings of McD in the UK market. However, these offerings cannot completely replace burgers and thus the threat is moderate in the UK market. There is a favourable environment due to lack of substitute.
India (High)
India is a nation with multiple cuisines across various cultures and the country has items like Bada Pav and Pav Bhaji which can considered as substitutes for the product. Hence, the threat is high in the Indian market. The environment is unfavourable due to high threat.
Potential of new entrants 
UK (Low)
The investment and experience to open a food chain like McD in the nation is quite high and thus the threat of new entrants is low. On the other hand, this provides a favourable environment for the business to function in the country.
India (Low)
The case is same for India as it is for the UK where the experience and investment required is quite high. Hence, the threat is low and the overall condition is favourable.
[bookmark: _Toc132984182]Similarities and dissimilarities of Porter’s five forces model 
Similarity- The competition is high in both the nation and the threat of new entrants is low while bargaining powers of customers is high on both nations.
Dissimilarity- Bargaining power of supplier in India is more than the UK market. Different religions and backgrounds customers are available in the UK market. For this reason, bargaining power of customers in the UK market is effectively high than the India market.  The threat of substitutes is high in India as compared to UK 
[bookmark: _Toc132984183]SWOT analysis of McDonald's 
	UK 
	India 

	Strength
· Strong brand value in fast food brands.
· Most valuable brand in the global market. 
	Weakness 
· Poor supply chain management
· Employee engagement 
	Strength 
· Usage of modern technology and machines.
· Valuable brand 

	Weakness
· Lack of employee safety standards. 
· 

	Opportunities 
· Provide unique and creative foods to their customers. 
· Maintaining brand image and brand value. 
	Threats 
· Poor technology innovation in the workplace. 
· 
	Opportunities 
· Expanding business activity in different regions. 
	Threats
· High price of fast food products.
· Lack of research related to new trends in fast food products. 



Table 1: Swot analysis of McDonald's
[bookmark: _Toc132984184]Similarities and dissimilarities of the SWOT analysis 
Similarity- Strong brand value and brand equity of McDonald's is similar for both the countries UK and India. Poor employee engagement is another similarity that is present in both the nations.
Dissimilarity- Modern technologies and machines are mainly used by McDonald's in the UK market to provide better quality foods. Competition level is effectively high in the UK market than India market as different competitors are available in the UK. 
[bookmark: _Toc132984185]Marketing strategy of the enterprise in two different countries
[bookmark: _Toc132984186]Segmentation
Market segmentation is actually a marketing strategy through which business companies select a group of potential customers to make sales of certain products or services and presented those products to potential consumers to gain their interest. An effective segmentation policy and its effective business decision to gain the interest of potential consumers mostly help a business organization to enlarge its entire consumer base within a certain business market periphery (Liu et al. 2019). The steps to make a definite segmentation plan for a definite product article within a certain area mostly help the business organization meet the demand and interest of the targeted consumers within that particular business market area (Hill and Garrow, 2019). The market segmentation process helps to pave the path for the business companies to take effective strategic decisions to sell and promote a certain product or service to the selected group of consumers within a certain business market periphery. 
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Figure 3: Market segmentation
(Influenced by: Liu et al. 2019)
Demographic
Demographic market segmentation is one of the most effective market segmentation processes for business companies in recent day’s business market periphery. The overall process of market segmenting business market for a company through demographic segmentation concentrates on selecting the target audience or consumers for a business company based on their age group, gender, and income rate (Suh and Chow, 2021). Business companies can go with the most effective product varieties, pricing policies, and marketing approaches after selecting their targeted market segmentation using the demographic market segmentation process. It mostly helps business companies to go with the most suited business strategies and avail a higher business growth in recent day’s business market surroundings within a certain business market area. 
McDonald’s keeps their focus on providing premium quality food items to its consumers. Thus, the company usually goes with a premium pricing structure within its business both in the business market area of the UK and India. Although, it can be said that McDonald’s targets people with a higher income range as their potential consumers in both business market areas of the UK and India. On the other hand, most consumers both in India and the UK from the age group 20-35 have a superior inclination towards availing of fast food products from renowned global companies in the business market area. Hence, McDonald’s selects people from the average age group of 20-35 as their demographic segment and keeps their focus on gaining the attention of the consumers from this particular age group in the business market area of the UK and India. 
Psychographic
Psychographic segmentation is another key segmentation process that has been used by the business organization within their marketing and product depreciation strategy. The entire process which is defined within a psychographic segmentation can be defined as the process of dividing the consumers through psychological characteristics including personality, lifestyle, social status, opinion, and attitudes (Nadanyiova et al. 2020). A large number of couples in the business market area of the UK like to have food experiences together with their partners within lavish and high-quality restaurants and food shops. In most cases, people belonging to the higher class are inclined towards availing premium priced food articles in recent days business market periphery of the UK. Hence, as the psychographic segmentation, McDonald’s targets the consumers from higher class and couples who love to spend their time together within high-class food shops in the business market area of the UK. On the other hand, a large number of high-class consumers in India have a critical inclination to spend their leisure time with family members. Thus, McDonald’s targets high-class people who like to spend their leisure moments with family as their targeted psychographic segmentation in the business market area of India. The company provides various combos and the family pack offers to consumers in India to gain their attention towards McDonald’s. 
Behavioural
Behavioural segmentation is another effective market segmentation process that helps business companies to gain the awareness and affection of the targeted consumers within a certain business market area. The entire process of behavioural segmentation process can be defined as the process of segmenting consumers on the basis of their behavioural patterns (Cortez et al. 2021). In both businesses market areas of the UK and India McDonald's chose the people who have a significant behavioural inclination towards fast food products. The company keeps its concentration on the overall interest and purchase-making intention of the fast food lovers in the UK and India to gain a higher business edge over the rivals in the business market area of the UK and India.
Geographic
Geographic segmentation is another key market segmentation process in the recent day’s competitive market that helps business companies to target potential consumers in the global market and escalate the entire product or service sales rate of a company to its competitors. The process of target consumers in product designing, manufacturing, and marketing process regarding the residential position (Brown et al. 2019). Most of the consumers in the UK who belong to the urban areas have their inclination towards availing food items from the high-class food shops all around the UK. Hence, most of the outlets of McDonald's are situated in various popular cities and urban areas of the UK to gain the attention of the consumers in the business market area of the UK. On the other hand, in India, most consumers who work within IT companies have a superior interest to avail of food products from highly popular global brands. Hence, as the geographic segmentation, McDonald's opened their restaurant and food shops neighbouring the working sectors in India, especially in the areas where a large number of IT companies run their business. It provides the most significant impact on the business of McDonald's and helps the company to escalate its sales rate in the business market area of India.
[bookmark: _Toc132984187]Targeting and positioning
Targeting is the process of selecting potential consumers from a certain chosen segmentation of the company in the international market. The process of positioning can be defined as the process through which consumers perceive a certain product or service of a company within a certain business market area (Bartik et al. 2020). There are four basic types of market targeting strategy which is respectively mass marketing, segmented marketing, concentrated marketing, and micro marketing. The overall process of mass marketing involves taking steps to gain the attention of the widest possible consumers within a certain business market periphery (Melović et al. 2020). In contrast in segmented marketing business company look to gain the notice of the consumers from the selectively segmented population within a certain area. Niche or concentrated marketing is the marketing approach that aims to gain the attention of a singular segmented consumer within a certain geographic area. On the other hand, micromarketing helps a business organization gain the attention of a large consumer base by following the latest trends and keeping its focus on improving relationships with segmented consumers (Hilmar, 2022). The overall business of McDonald’s in the business market area of the UK has been established effectively and the company earns large financial revenue from the business market area of the UK. Hence, the company in the UK has kept its focus on segmented and concentrated marketing as its targeting approach. Hence, the company concentrated on mass marketing and micro marketing to enhance its entire sales rate in the business market area of India.
[bookmark: _Toc132984188]Positioning Map of McDonald’s in the business market area of the UK and India
[bookmark: _Toc132984189]Positioning map in India
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Figure 4: Positioning Map of McDonald’s in India
(Source: Self-Made)
[bookmark: _Toc132984190]Positioning map in the UK
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Figure 5: Positioning Map of McDonald’s in the UK
(Source: Self-Made)
[bookmark: _Toc132984191]Similarities and differences between the two countries in relation to STP
McDonald's selects people of average age group of 20 to 35 to sell their products successfully in the UK and Indian markets. For this reason, similar demographic segmentation is maintained by this particular company in the global market. High-class people from both countries are segmented by this particular company as psychographic segmentation throughout the world. McDonald's selects people who always try to grab fast food products from the market, as a behavioral segmentation for the UK and Indian markets. This is also similar segmentation for this particular company in the market. McDonald's opens their restaurants and outlets in urban areas and various popular cities in the UK market. In India, this company opens outlets where various types of IT sectors are available. This is dissimilarity for this particular company in geographic segmentation. 
Marketing Mix
Marketing mix mainly focuses on promoting a product and service of a company to generate revenue and profitability in the global market. On the other hand, marketing mix helps a company to maintain key marketing strategies, by which a firm can create brand awareness, drive product sales and build customer loyalty successfully. A comprehensive marketing plan is maintained by a company in the market with help of this marketing mix concept (Vieira et al. 2019). Multiple areas of focus are included in this marketing mix strategy and they can include four elements (4Ps) and seven elements (7Ps).
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Figure 6: 7 p’s of marketing mix
(Source: Tien, 2019)
In this paper, 7 p’s marketing mix of Mcdonald's are mentioned by which this company can enhance profitability and productivity significantly. This marketing mix can helps with lead generation and plan discussions about a business marketing practices. 7 p’s of marketing mainly include physical evidence, place, promotion, process, product, and people and price (Tien et al. 2020). These factors are beneficial for McDonald’s to increase sales and revenue in the market. The dissimilarities and similarities between the operations of McDonalds in both the countries can effectively be understood with the help of these seven elements in the mix. Factors of the 7 p’s marketing mix are discussed elaborately below:
Product: 
Every company has a responsibility to think of its services and products as intangible products. Product of McDonald’s is also intangible, for this reason this firm can save its valuable time and spend its time taking care of physical aspects like packing and services. Company management team has a duty to tell customers about services and products of McDonald’s. This particular company can fulfil demands of customers and markets in a successive manner. Consequently, customers are easily attracted by this particular company. McDonald’s can easily explain its marketing and business strategies with help of 7p’s of marketing mix (RAHMAN, 2023). One of the “largest quick service restaurants” is McDonald’s in the world marketplace. This firm can easily earn high profits from market to enhance its market value and market revenue. 
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Figure 7: Spicy nacho cheese wedges
(Source: McDonalds, 2023)
McDonald’s has a duty to provide fresh and better quality foods to its customers. McDonald’s has 1.421 no of restaurants in the UK and rank of this country is seventh throughout the world (Atlas Big, 2022). More than 70% of all the organisations restaurants are available in the UK market as a franchising organisation and those restaurants are operated by local business women and men. A variety of products are sold by McDonald’s in the UK market like: spicy nacho cheese wedges, smartest McClure, chocolate donuts and banana milkshakes (Laliberte, 2023). For this reason, this company can easily earn more profit from the UK market. Rank of India is 19th in the world and this company has 300 restaurants in India (Atlas Big, 2022). McDonald’s earns more profit from India to sell “McAloo Tikki Burger”, “McSpicy Paneer Burger”, “McSpicy Chicken Burger”, and “Mexican Cheesy Fries”. McDonald's does not offer franchise opportunities for operating its business activity in India. This is a dissimilarity of McDonald's between India and the UK market for franchising opportunities.
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Figure 8: McSpicy Paneer Burger
(Source: McDonalds, 2023)
Price
Price can easily be said to be the most important aspect within the mix since it directly dictates the profits and revenues of the business. This company has a duty to use a vast range of pricing strategies to sell its products successfully. Some popular pricing techniques are “cost-plus pricing”, “price discrimination”, “value pricing” and competitive pricing (Simnica, 2020). A competitive value-driven price for customers is provided by this particular restaurant gaint in the global market. Pricing strategy helps a company to understand purchasing behaviour of customers in the market, by which this company can easily earn high profit. Sometimes customers use pricing strategies to understand quality and quantity of products. Overhead costs like rent, insurance, and advertising policies are included in this pricing strategy. 
Cost of labour and materials are also included in this pricing strategy of Mcdonald's. Cost of McDonald’s products is effectively high in the UK market rather than India market. A McDonald’s burger is available in India around 100 rupees which is equivalent to around $1 USD (Home, 2023). This company sets its prices of products with a demand based methodology in both market UK and India. This company sets their own price structure in the global market to enhance their revenue and profitability. 
Place
Place within the entire mix are helpful for an organisation to provide its products to its customers. McDonald’s has different distribution strategies in different countries. This company provides various options including home delivery in some countries; however some countries are not capable enough to get McDonald’s products at their doorsteps. This company provides a home delivery contract with UberEats in the UK market to provide better quality and quantity of foods at the doorsteps of customers (RAHMAN, 2023). In India this company also maintains a contract with Zomato to deliver all food items to their customers successfully. For this reason, this brand can easily improve or better its profitability and productivity respectively. Online distribution strategies are followed by this company in both countries UK and India. 
Many of McDonald’s services are available in the market 24 hours in different markets to fulfil demands of customers and markets. An intensive distribution process is managed by this company in India and the UK market. An intensive distribution process helps a company to enhance its profitability and productivity in the global market (Nakoset al. 2019). These channels are beneficial for McDonald’s to distribute its products on doorsteps of customers. This is similar for these two countries to provide better quality products and services to its customers.
Market entry methods
Advantages of franchising
· Maintaining efficient growth in the workplace of McDonald's. 
· Providing relevant opportunities to employees by which these individuals provide better performance. 
· Increasing brand awareness and brand value of McDonald's successfully. 
Disadvantages of franchising 
· Lack of initial investment process. 
· Poor rules and regulations related to work process and strategy. 
· Lack of financial privacy in the workspace. 
Promotion strategies of McDonald’s 
Promotion process is helpful for an organisation to build an unqiue perception or image in the minds of the customers that is other from the competitors. Different types of promotional strategies are available such as: television, advertisements, newspapers, internet, magazines and other media outlets to communicate with their customers. McDonald’s mainly uses advertisement promotional strategies in the global market to maintain a strong relationship with their customers, consumers and online delivery framework. Advertising strategy helps this particular company to reach more customers significantly in the market (Ye et al. 2021). For this reason, McDonald’s can easily maintain a strong customer base in the UK market and Indian markets to attract more customers. This advertising policy is effectively beneficial for McDonald’s to provide different discounts and offers to its customers. 
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Figure 9: Advertising costs of McDonald’s
(Source: Influenced by Statista Research Department, 2023)
Digital marketing strategies are helpful for McDonald’s to send constant information to people. The company operates within the food industry which is important for the brand to continuously communicate it offers and discounts along with new offerings to the customers. McDonald’s spent approximately 398.3 million U.S. dollars on their advertising policy in the UK market to attract more customers (Statista Research Department, 2023). Advertising costs are divided into two categories: “contributions to advertising cooperatives” and “production costs for TV and radio advertising”. McDonald’s mainly spends 334.5 million U.S. dollars for contributions to advertising cooperatives and also spends 63.8 million U.S. dollars for production costs. This creates a positive impact on financial growth of this particular company in the UK market and Indian markets respectively. In India McDonald’s uses televisions and hoardings to maintain their advertisement policy. For this reason, Indian customers can easily know about product prices, offers and discounts of McDonald’s with help of promotional strategies (Jian et al. 2021). This is also similar for both countries of McDonald’s using promotional strategies. 
Processes in McDonald’s 
Market value and market share of an organisation are enhanced with help of work processes and strategies. McDonald’s also performs various kinds of activities to provides both its products and services to customers in the most effective manner. Food preparation is an essential activity in the overall process for this particular company (Ratten, 2020). Whole process of food preparation is effectively transparent and customers can easily understand this process effectively. A flexible work process is maintained by this particular company in different marketplaces. 
Better quality and quantity of products and services are provided by McDonald’s in the UK market. For this reason, customers are easily attracted by this particular company in the global market. Customer care assistants are also managed by this particular company in market to attract more consumers effectively (Libai et al. 2020). Indian market is beneficial for McDonald’s to enhance its market value and market share respectively. Promotional strategy is also essential for McDonald’s to maintain a smooth process of work in the market. This is also similar for both markets of McDonald’s due to its work processes and strategies. 
People of McDonald’s 
One of the biggest employers in the UK market is McDonald’s. Approximately 120,000 people work in different restaurants in the UK market. 70% of its restaurants are maintained by domestic businessmen and women, for this reason, this company can easily understand the purchasing behaviour of local customers significantly (RAHMAN, 2023). Consequently, this company can easily fulfil demands of markets and customers successfully in different marketplaces. McDonald’s engages different employees in the workplace, by which this company can easily get modern strategies and ideas related to work process. This company provides proper training programs to their employees during working hours. Hence, McDonald’s spends £43 million on employee development and training every year in the UK (RAHMAN, 2023). This creates a positive impact on economic condition of this company. 
Main objective of marketing mix is to identify issues of both customers and employees respectively in the market. In case an employee is not happy with company policies, this individual provides poor customer care services to its customers. For this reason, customers never come back to McDonald’s in future. Company management team of McDonald’s has a duty to devise relevant strategies to address wants and needs of both employees and customers. Demand wages of customers and employees are maintained by McDonald’s in the global market (Jian et al. 2021). A variety of ways are managed by Mcdonald's to collect several types of pieces of information in India. Simulation, demonstration and hands-on practice are included in different ways. This company also provides proper training and rewards to motivate all employees in the workplace. 
Physical evidence of McDonald’s 
Physical evidence is the last and final element of 7 p’s marketing mix of McDonald’s. This refers to elements of physical environment visitors and customers experience. This process is beneficial for this particular company to maintain McDonald’s functions and operations significantly. Impressions of customers are managed by this particular company in both markets UK and India. Interiors of McDonald’s are attractive, clean and hygienic for each and every customer (Home, 2023). For this reason, these individuals can easily be attracted by this interiors outlet of McDonald’s. Packing, logos and websites are managed by this particular company with help of Physical evidence of McDonald’s in the global market (Kim et al. 2019). McDonald’s always tries to create an attractive logos and advertisement policies for engaging more customers and consumers respectively. This company uses the same strategies in both countries to enhance its market value and market share properly. 
Similarities and dissimilarities in both the countries 
The product, pricing and promotion aspects are something are dissimilar for the brand in both the nation. The menu options that is offered by the company in both the nations is quite different with Indian menu having options customised to the taste of the people in the nation. On the other hand, the other elements within the marketing mix are similar in nature for the brand.
[bookmark: _Toc132984192]Directional development
A factor affecting value of undeveloped work processes and strategies are maintained with help of directional development of McDonald’s in market. Directional trending strategies are a suitable way for this particular development in the global market, by which this company can easily earn high profits from market (Wackowski et al. 2022). Revenues and profits of McDonald’s are managed with help of directional development in different marketplaces. A set of principles that helps a company to understand patterns and processes of development and growth in a successive manner (Belhadi et al. 2019). These principles are beneficial for McDonald’s to describe typical development as an orderly and predictable process. 
Competitive advantages are essential for McDonald’s to provide strengthen its brand value and brand equity successfully. This company has a responsibility to maintain consumer landscape shifts for engaging more employees, customers and other stakeholders respectively. Growth pillars of McDonald’s help to maintain strong foundation of this company (OUR COMPANY, 2022). This should be beneficial to meet successful moments for all time. McDonald’s always tries to gather long-term success respectively. McDonald’s has a responsibility to maximise its marketing strategy to enhance brand trust and brand value. Customers always try to grab better quality and quantity products from market to maintain its marketing strategy successfully (Tien et al. 2019). This company always tries to provide great taste and better quality foods to their customers, for this reason, these individuals are easily attracted by McDonald’s in the global market.
McDonald’s has a responsibility to feed and foster communities successfully by which customers can grab their necessary food from this particular company. This company always tries to maintain actions and communications properly with their customers and employees in the market (Cartwright et al. 2021). For this reason, McDonald’s can easily earn high profits from the market to enhance its brand trust and brand equity successfully. The diverse workforce serves as an advantage for the company to meet the demands or needs of its consumer base in the most effective manner. McDonald’s can easily solve any issue in the workspace with these development principles (GREGORY, 2022). These principles are beneficial for this company to build brand trust and brand value effectively. 
Iconic foods are beneficial for McDonald’s to attract more customers and this is something that has a direct contribution in the financial growth of the business in the market. In case this company fulfils demands of customers, brand trust increases automatically in the market. 70% of sales value is gained by McDonald’s for their iconic and creative foods (Home, 2023). This company has a responsibility to create new ones for making an attractive menu for their customers. At the same time, McDonald’s provides coffee to refresh morning visits and build a foundation for future growth. Mission of this company is to provide the tastiest burgers in the QSR industry to make those food items juicer and hotter (Atlas Big, 2022). This company offers great testing chicken through McChicken and McNuggets.
Ansoff matrix mainly refers to specific growth strategy of a company. Four components are included in this particular matrix such as: “market penetration”, “market development”, “product development” and “diversification”. “Market penetration” helps McDonald's to enhance sales within an existing market. “Market development” is also beneficial for McDonald's to sell its products into new markets (McDonald, 2023). McDonald's always tries to introduce a new product in the existing market to attract more customers from UK and Indian markets respectively. This company also tries to enter a new market with a new product to maintain current growth strategies of the UK and Indian markets respectively.
[image: ]
Figure 10: Ansoff matrix
(Source: Wackowski et al. 2022)
[bookmark: _Toc132984193]Justification of the approaches used by the company in two countries
Marketing strategy plays an essential role to enhance profitability and productivity of McDonald’s in both countries India and the UK. McDonald’s uses a 7 p’s marketing mix to maintain its marketing strategies successfully (RAHMAN, 2023). This particular company provides a variety of foods in the UK and India markets to enhance its brand value and brand equity successfully. Competitive advantages are gained by this particular company in the global market to strengthen their business operations successfully (OUR COMPANY, 2022). 7 p’s of marketing mix are managed by this particular company in two countries. In India, this company provides various kinds of foods at low prices according to the UK market. 
Marketing objectives are effectively essential for this particular company to focus on its resources and marketing mixes respectively. Leadership approaches are used by McDonald’s in different two countries. These approaches are beneficial to inspire employees, identifying goals and objectives, and increasing salary of employees (Ali and Anwar, 2021). Leadership approaches of McDonald’s are beneficial to provide various kinds of opportunities to employees.  For this reason, these individuals can easily enhance their skills and knowledge related to work processes and strategies with help of this leadership approach. In case an employee gets proper remuneration for extra time, this individual always tries to provide better performance in the workplace. 
Company management team of McDonald’s tries to provide rewards to their employees for better performance in the market (Keeet al. 2021). Consequently, this company can easily motivate its workers for providing the best performance. McDonald’s generic strategy determines basic approaches to develop competitive advantages successfully. This particular company mainly focuses on intensive growth strategies to maintain its market value and market share respectively (GREGORY, 2022). This particular strategy is helpful for the viability and growth of McDonald’s in different two countries. One of the biggest fast-food restaurant chains in the world, McDonald’s uses intensive growth strategies to support business expansion and development respectively. This creates a positive impact on economic growth of McDonald’s in two countries. 
[bookmark: _Toc132984194]Recommendation 
	TOWS Matrix
	External factors

	
	Opportunities
Provide unique and creative foods to their customers.
	Threats
High price of fast food products. 

	Strength
Usage of modern technology and machines.
	High quality and quantity fast food products are delivered by McDonald's. 
	McDonald's always tries to provide better quality fast food to their customers. 

	Weakness
Lack of employee satisfaction
	Work processes and strategies are hampered due to lack of employees in the workplace. 
	Company management team has a responsibility to provide better opportunities to employees of McDonald's. 


Table 3: TOWS Matrix


[bookmark: _Toc132984195]Conclusion
The entire study has been keeping its focus on discussing the marketing strategy of the McDonald’s in the business market surroundings of India and the UK. The entire study has been discussed the overall position, targeting, and market segmentation policy of McDonald’s while discussing the contrast between the policies in India and the UK. It most effectively helps an empirical idea of the key marketing strategies of McDonald’s in the UK and India. The cultural differences between the UK and India have actually increased the need for McDonald’s to go with a different marketing strategy in these two countries. The overall marketing mix of McDonald’s in the business market area of India and the UK is also discussed in a detailed manner within the entire study. The cultural differences between India and the UK also have been portrayed within the entire study using the Hofstede country comparison index.
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