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[bookmark: _Toc135081415]Executive Summary 
[bookmark: _qopbgjjyg0uk]This marketing plan will be structured around the SOSTAC model as the primary framework, supplemented by the SMART objective methodology and the 7Ps marketing mix. The inclusion of plant-based food options represents a sociocultural factor that could potentially influence the growth of McDonald's in Malaysia. In this scenario, it is crucial for McDonald's to successfully enter the vegan market by launching two vegan offerings within the next 17 months. Diverse strategies, tactics, and actions will be implemented to achieve this objective. Subsequently, a continuous monitoring process will be implemented to ensure the effectiveness of the aforementioned strategy. Finally, suggestions for enhancing the performance of McDonald's Malaysia will be emphasized.


[bookmark: _Toc135081416]1.0 Introduction 
After conducting a thorough audit of McDonald’s internal and external environments, as well as the macro and microenvironment, the PESTEL analysis has been analyzed and enhancement and development opportunities have been discovered. The McDonald's brand will be improved by the implementation of this marketing plan, which will zero down on one of the aforementioned areas. The SOSTAC model will serve as the primary framework for this marketing plan, complemented by the SMART objective approach and the 7Ps marketing mix.
The SOSTAC model comprises six fundamental elements that must be taken into account when devising a marketing strategy, namely: situation analysis, the establishment of objectives, development of a strategic plan, tactical implementation, execution of actions, and monitoring and control (Cowley, 2016). The model was formulated over a period of ten years, originating from a meta-analysis of various marketing planning instruments (Reed FIDM, 2014). It involved identifying the shared components of these tools and amalgamating them into a fresh, more adaptable, and user-friendly approach.
Additionally, the SMART approach is widely regarded as the optimal method for formulating objectives, as it provides a precise framework for devising action plans and executing them effectively. The SMART model was initially introduced by George T. Doran in 1981, with the purpose of establishing the five fundamental criteria that must be met by any significant and efficient objective statement. The SMART acronym has been widely adopted by various initiatives and businesses as a dependable framework for developing objectives across diverse intervention levels (Ogbeiwi, 2017).
Furthermore, the conventional marketing mix comprises four fundamental elements, namely Product, Price, Place, and Promotion, commonly referred to as the 4Ps. Subsequently, the marketing mix consisting of the traditional 4Ps has been augmented to encompass the additional 3Ps, resulting in the contemporary framework of the 7Ps (Armstrong et al., 2014). The 7Ps, as commonly referred to in marketing, encompass the following elements: Product, Price, Place, Promotion, Process, Physical evidence, and People.

[bookmark: _1dyhk16dy8ll][bookmark: _Toc135081417]2.0 SOSTAC 
[bookmark: _p1ip8djajrgn][bookmark: _Toc135081418]2.1 Situation Analysis 
The initial phase of the SOSTAC framework involves conducting a thorough analysis of the current situation of McDonald's. Conducting a comprehensive analysis of an organization is crucial in obtaining a precise understanding of the environmental factors at play. The preceding internal and external analysis paper has undertaken an evaluation of McDonald's through the application of PESTEL, Porter's Five Forces, VRIO, and SWOT analyses. Thus, it has been determined that the social aspect of the PESTEL framework applied to McDonald's in Malaysia necessitates some enhancements. 
The larger societal norms and values exert a significant influence on customer purchasing trends and preferences. Alterations in prevailing cultural trends may exert either a favorable or unfavorable impact on the market demand for a given commodity. The market supremacy of McDonald's may face a potential challenge due to a change in consumer perceptions regarding fast food alternatives that prioritize health and wellness (Cuofano, 2023). The provision of vegan food alternatives constitutes a social and cultural aspect that may exert an impact on the expansion of McDonald's (Dzafri, 2021). Consequently, there is an occurring inclination in Malaysia to substitute conventional meat with plant-based equivalents. McDonald's is experiencing a decline in popularity among individuals who follow a vegetarian diet due to its inability to adequately cater to the demand for vegetarian menu items at its fast-food establishments. 

[bookmark: _g73sjqjj1hsd][bookmark: _Toc135081419]2.2 Objectives 
The establishment of objectives is an essential phase in the business process, whereby the organization aligns its goals with its understanding of the marketplace and consumer demographics. The implementation of a strategic marketing plan by McDonald's may benefit from the utilization of SMART objectives as a means of providing guidance and focus to the initiative.

[bookmark: _Toc135081420]2.2.1 Specific 
In order to qualify as an outcome, the designated achievement must constitute a foreseeable, near-term consequence or alteration that can be linked to the undertakings of a given project, intervention, or entity (Bjerke & Renger, 2017). In this instance, it is imperative for McDonald's Malaysia to effectively penetrate the vegan market by introducing two vegan products within the upcoming 17 months.

[bookmark: _Toc135081421]2.2.2 Measurable 
For the purpose of serving as an indicator, it is imperative that the designated goal track be a measurable variable that directly corresponds to the final outcome (Lawlor & Hornyak, 2012). Indicators are typically denoted in quantitative units such as numerical values, averages, percentages, ratios, proportions, rates, and so on.  In order to qualify as a target, a specific threshold or quantity must be met for the designated indicator. The measure of market penetration in all McDonald's branches in Malaysia will be determined by the presence of two vegan products in their availability and a 10% increase in return on investment (ROI) from the newly launched products.   

[bookmark: _Toc135081422]2.2.3 Achievable 
This variable denotes a feasible and significant benchmark for the indicator. The prior research indicates that McDonald's has already allocated a substantial amount of capital toward the implementation of meat-free options in other countries. Consumers who follow a vegetarian or vegan diet may have opted for alternative restaurant chains that offer plant-based menu items, rather than patronizing McDonald's (Nunes, 2020). The introduction of a meat-free product line has the potential to attract not only those customers who have previously opted out of consuming meat but also the increasing number of individuals who intermittently include plant-based options in their dietary choices, thereby potentially increasing McDonald's customer base. As a result, it is anticipated that the organization possesses adequate resource capacity to attain its marketing goal.

[bookmark: _Toc135081423]2.2.4 Realistic 
The attainment of the target level of an element within a specific period of time should be feasible using the resources currently available. In light of the accomplishments of vegan penetration in European countries and certain Asian countries (India, Hong Kong, China) in the past (Grealish et al., 2022), McDonald’s appears feasible to attain the chosen marketing objective in a realistic manner. Tyson Foods has introduced its plant-derived nuggets in Malaysia (Tyson Foods, 2021), while Nestle has further expanded its range of plant-based meal options in the same country (Jalil, 2022). Therefore, it is evident that there exists a burgeoning vegan market within the country, and it is feasible for McDonald's to attain its marketing goals, given the presence of a corresponding demand.

[bookmark: _Toc135081424]2.2.5 Time-Bound 
This element detailed the specification of time frames required by the use of particular dates, defined intervals, or recurring time intervals. McDonald's Malaysia aims to accomplish its marketing objectives within a timeframe of 17 months.

[bookmark: _chhxjymravc3][bookmark: _Toc135081425]2.3 Strategy 
This stage of the procedure elucidates the means to achieve the previously established goals. This phase is ideal for contemplating aspects such as targeting and positioning, strategic alliances, marketing automation procedures, visibility, and credibility, cooperation with additional databases and information, as well as tactical resources (Chaffey, 2022). McDonald's is intrigued by various consumer categories from the segmentation perspective. Initially, the offering of plant-based fast-food alternatives is particularly attractive to vegan consumers. Furthermore, the incorporation of healthier meal options has made it a profitable choice for individuals who are increasingly health-conscious within the community. The previously mentioned variables indicate that online targeting could potentially yield greater efficacy in reaching the aforementioned segments. This is supported by Kemp, (2023) report, which indicates that a significant proportion of the Malaysian population aged 18 and above, specifically 99.8 percent, are actively engaged with online platforms. McDonald's endeavors to cater to the health-conscious and vegan demographic while simultaneously preserving its reputation as a family-friendly, budget-friendly fast-food establishment with regard to its positioning. McDonald's has established itself as a leader in fast-food technology and serves as a benchmark for other industry players to follow.

[bookmark: _33ym3gj0xyhk]

[bookmark: _yr0rk0oxv5k3][bookmark: _Toc135081426]2.4 Tactics 
At this juncture, a commercial enterprise determines the instruments that shall be employed to attain objectives in accordance with the adopted strategy. Multiple procedures are implemented in order to facilitate the construction of a system, culminating in the creation of a formulated strategy. The marketing plan for McDonald's will be executed by utilizing the 7Ps of the Marketing Mix.

[bookmark: _Toc135081427]2.4.1 Product 
A product refers to the essential elements and components required to provide a service that generates value for consumers. It is a crucial aspect of the marketing mix, and its proper consideration in cooperatives can result in the contentment of both employees and consumers (Jain, 2013). McDonald's is widely recognized for its assortment of hamburgers, and additionally, the company has created a proprietary recipe for vegan burgers in the United Kingdom (McPlant Burger) and India (Veg Surprise Burger). Therefore, McDonald's has the capability to conduct a trial of the identical recipe for implementation in their outlets located in Malaysia. 

[bookmark: _Toc135081428]2.4.2 Pricing 
The pricing strategy is a highly adaptable component of the marketing mix that can significantly and immediately affect a firm's financial performance and profitability (Ryńca & Ziaeian, 2021). McDonald's employs a psychological pricing tactic by establishing product prices that are slightly below whole numbers, such as RM12.99 instead of RM13. The chain employs the bundling pricing strategy, which involves providing a reduced price for the purchase of a complete meal to incentivize consumers to increase their expenditure.

[bookmark: _Toc135081429]2.4.3 Place 
The term "place" pertains to the strategic determinations made by administrators regarding the optimal delivery of services to customers, which may encompass both virtual and tangible distribution channels (Jain & Jain, 2022). The recently introduced product is set to be accessible at all 320 McDonald's establishments located in Malaysia. In addition, patrons have the option to procure the McPlant and Veg Surprise Burger via McDonald's own delivery application, as well as alternative food delivery platforms like GrabFood, FoodPanda, and ShopeeFood.

[bookmark: _Toc135081430]2.4.4 Promotion 
Promotion encompasses the diverse methods of disseminating information to the clientele regarding the products or services provided by the company (Su-Mei, 2011). One of the primary advertising strategies employed by McDonald's is the utilization of television and online media. The retail promotional strategies encompass the mix-and-match menu, Happy Meals, and bundle offers that provide a cost-effective solution for customers to purchase two sets at a lower price than a single set.

[bookmark: _Toc135081431]2.4.5 Physical Evidence 
The concept of physical evidence encompasses the service surroundings and the five human senses, namely auditory, visual, olfactory, gustatory, and tactile (Kotler & Keller, 2012). The upcoming menu will be presented in packaging that features a vivid and uncomplicated visual layout that accurately portrays the contents of the food. The utilization of vivid and striking visual depictions of menu items enhances the coherence and evocativeness of McDonald's packaging, thereby reflecting the brand's playful perspective and providing a delightful and convenient experience to customers.

[bookmark: _Toc135081432]2.4.6 People 
Individuals or participants refer to workers affiliated with product or service suppliers, sales, or those who have a direct or indirect role in the associated procedures (Tanjung, 2021). The fact that McDonald's Malaysia was awarded the title of "Best Employer of the Year" for the eighth time earlier this year serves as evidence of the company's strong commitment to prioritizing employee satisfaction (Teo, 2022). The organization will implement training and skills enhancement initiatives for its workforce to adapt to the newly incorporated menu.

[bookmark: _Toc135081433]2.4.7 Processes 
The process encompasses various elements such as the design of processes, regulations, service blueprints, activity flow, customer participation, and self-service technological advances (Innanmaa, 2020). The act of preparing food is a crucial component of the broader process. The food preparation procedures at McDonald's are characterized by transparency, as the entire process is observable to patrons. The vegan burger will be prepared to utilize specialized equipment to prevent exposure to meat products, thereby ensuring its segregation from other McDonald's burgers.

[bookmark: _t7vro8konu71][bookmark: _Toc135081434]2.5 Actions 
Actions refer to the set of activities that are required to be executed utilizing appropriate tools to achieve the predetermined objectives. It involves the practical implementation of a plan through the execution of appropriate activities, which entail the consideration of various factors such as obligations, frameworks, processes, systems, checklists, specifications, and internal marketing, among others (Niemelä, 2019).
It is recommended that McDonald's employ social media advertising as a means of promoting its recently introduced menu items that cater to the vegan demographic. The marketing department intends to leverage the audience targeting feature on social media platforms by utilizing the Facebook browsing preferences of netizens to locate and repeatedly display McDonald's latest offerings, thereby generating a strong desire for these products. According to the results presented by Statista (2019), 37.9% of individuals who participated in the survey reported that they have engaged in purchasing behavior at least once, ranging from 1 to 25% of the time, subsequent to viewing a social media advertisement. This elucidates the frequency with which online consumers engage in purchasing behavior as a result of exposure to social media advertising.
In addition, the marketing team of McDonald's Malaysia will need to incorporate the McPlant Burger and Veg Surprise Burger into a bundled offering as part of their loss leader strategy implementation. The underlying principle of the mentioned strategy is predicated on the notion that setting prices for select merchandise below their production cost will attract a greater volume of consumers from rival companies, thereby resulting in increased revenue for other items (CFI, 2022). A Loss Leader Strategy that is effectively implemented will create a perception of an irresistible bargain for the customer. As an illustration, McDonald's provides a promotional offer of two meal sets for the price of one, incentivizing customers to purchase two sets rather than a single set to take advantage of the worthwhile deal.

[bookmark: _n197wlv0qleh][bookmark: _Toc135081435]2.6 Control 
During the final stage of evaluation, it is necessary to assess whether the implemented action plan has been executed effectively and in alignment with the intended objectives, in order to achieve optimal outcomes (Irwanto et al., 2021). Otherwise, the lack of clarity regarding the efficacy of the approach and the attainment of the objectives may persist (Fomina, 2020).
	Regarding social media advertising, McDonald's must weekly monitor multiple key performance indicators (KPI), specifically the traffic volume metrics, such as the number of visits and page views. The assessment of engagement metrics, such as the number of comments, liked posts, or favorited/shared tweets in relation to the total number of followers of a page, holds significant value (BDC, 2023). The monitoring of sales conversion rates will be conducted to compare the performance of social media followers with those from alternative sources.
	Furthermore, it is necessary that the implementation of the vegan burger bundle deals entails a consistent monthly increase in ROI of no less than 1% from the date of product launch. The customer retention rate is a significant metric during the post-launch phase, representing the proportion of customers who continue to patronize the restaurant after a specified period. As per the findings of Harvard Business Review, the expenditure incurred in procuring a new customer is significantly higher, ranging from five to twenty-five times, in comparison to the cost of retaining an already existing customer (Gallo, 2014). Therefore, it is imperative to strive towards maximizing the duration of customer retention within McDonald's premises. The analysis can aid McDonald's in comprehending the factors that retain their current clientele within their establishments and identify potential factors that may lead to their departure.




[bookmark: _ge15eddmve1e][bookmark: _Toc135081436]3.0 Recommendations 
The marketing campaigns of McDonald's demonstrate their remarkable capacity to accommodate diverse preferences and ways of living. According to the findings of the National Health and Morbidity Survey 2019, an estimated 3.9 million individuals in Malaysia are afflicted with diabetes. The prevalence rate has exhibited an upward trend, increasing from 13.4% in 2015 to 18.3% in 2019. That's around one in every five adults, earning Malaysia the moniker "Sweetest Nation in Asia" (Perialathan et al., 2020). McDonald's has the potential to capitalize on the current situation by implementing a strategy to significantly decrease individuals' sugar intake through the substitution of diet beverages or mineral water.
Studies have indicated that individuals tend to exhibit a preference for products situated in the center of retail displays, as evidenced by consistent eye-tracking data indicating heightened visual attention toward centrally located items (Sigurdsson et al., 2009). The mechanism pertains to individuals' beliefs regarding the rationale and methodology underlying the arrangement or positioning of objects. Regarding McDonald's touchscreen menus, it can be inferred that customers anticipate the first beverage option to be the most commonly ordered one. A significant proportion of customers tend to perceive the initial beverage option as satisfactory and do not proceed to deliberate on other potential alternatives. Consequently, McDonald's has the potential to prioritize beverages with lower sugar content, such as Coke Zero and Diet Coke, over alternative options.

[bookmark: _m6g6kz2jqh56][bookmark: _Toc135081437]4.0 Conclusion 
The primary objective of this marketing strategy is to cater to the burgeoning vegan movement in Malaysia through the introduction of two new offerings at McDonald's. Besides, the strategic marketing plan's objectives have been meticulously crafted utilizing the SMART methodology.  Consequently, it is fundamental for McDonald's to optimize its marketing mix to maintain a competitive edge. The organization can guarantee the standards of its products and services, the competitiveness of prices, the convenience of locations, the effectiveness of promotions, well-trained personnel, streamlined procedures, and welcoming physical evidence by giving attention to each of the 7Ps. In conclusion, the marketing plan has been elaborated utilizing the SOSTAC model, and suggestions for enhancing McDonald's performance have been incorporated towards the conclusion.
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