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[bookmark: _Toc113215337]Introduction
In the world of fast food, McDonald's is one of the best-known and most successful companies. It operates thousands of franchises in almost every country on earth and is consistently ranked among the top 10 most valuable brands in the world. Considering the external factors that affect the environment of the sector in its plans for international growth, McDonald's Corporation has developed plans. The article explains how the world's most successful food chain company maintains its dominance in the quick service restaurant market through the use of its competitive advantages.
[bookmark: _Toc113215338]Definition of marketing
An organization's marketing department advertises a product or service for a company, product line, or individual. Attempts to convince market users to pledge their loyalty to a particular company and purchase its goods. Marketers are integral to the success of any businesses. In addition to adding value to the organization, it aids in creating solid, long-lasting relationships with customers.
[bookmark: _Toc113215339]Main stages of marketing process
Marketing strategies employed by businesses may have an impact on consumers' perceptions of their brands.
The assistance of marketing may improve Macdonald’s public relations, market new goods and services, and attract new clients. Due to this, Macdonald’s need a cutting-edge marketing strategy. Marketing is most effective when it is based on a strategy. A strategic marketing strategy incorporates several distinct processes to help Macdonald’s reach its goals. Through this method, Macdonald’s will be able to identify what the consumer is looking for. In addition to improving services, it enables the development of goods.
For the project to be completed, objectives must be established. An analysis of many elements will be required before Macdonald’s can determine whether those objectives can be met. There are a number of distinct elements involved in this procedure. In advance, Macdonald’s should define those aspects of Macdonald’s marketing strategy in order to contribute to the expansion of the industry.
Objectives
To help Macdonald’s formulate a marketing strategy, the companies have created this mission statement. A comprehensive marketing strategy can be difficult to develop when Macdonald’s are not sure what company aims to accomplish. It is important to know why Macdonald’s are in business before advertise for a certain cause. It allows Macdonald’s to remain focused on a specific objective when marketing.
Situation Analysis
company needs to be analyzed for its potential effects on the various elements. Either the outside or the inside of a building could contain these elements. In the case of the Covid-19 epidemic, an external force can be observed. A large number of enterprises were affected by the pandemic. A number of companies had to lock their gates for a short period of time because of the weather.
In addition to high employee turnover rates and leadership changes, there may also be internal causes (Heitor, 2015). It is possible for an exterior element to be the cause of an interior component, resulting in the merging of them. Both the positives and the negatives of the organization will be identified by the analysis of internal and external facts. 
Strategy
Macdonald’s analysis has provided the company with the opportunity to use them. Creating a map will allow Macdonald’s to identify the ones that are most helpful to Macdonald’s. By defining target consumer and deciding how Macdonald’s will reach them, a marketing strategy helps Macdonald’s define marketing strategy.
Define Your Target Audience
Having a specific demographic in mind is vital to the success of company. There will be a limit to how much of the market can penetrate. Developing marketing that is geared specifically for a specific target audience requires to narrow focus. Macdonald’s with varying products can cater to different types of customers. In spite of this, most businesses will not succeed in achieving this (Battaglia, Landoni and Rizzitelli, 2017). If Macdonald’s are just starting to identify marketing strategy, it can be challenging to expand market so that it appeals to the majority of people. Due to this, Macdonald’s should focus on only one demographic as a potential customer at present. 
Set Measurable Goals
Be sure that Macdonald’s objectives can be achieved. Forming objectives that are unattainable in their current state will not benefit company. In addition to specificity, Macdonald’s objectives should also be measurable (Garcia-Murillo, Vargas Leon and Velez-Ospina, 2012). A detailed objective will allow you to track milestones and gauge how company is doing. In the long run, Macdonald’s objectives should put Macdonald’s in a position to attain prosperity. Providing an accurate schedule is only the beginning; they must also provide the tools required to follow it.

Identify and Set a Marketing Budget
There is no doubt that a marketing budget is important. A marketing budget will require enough support, so be sure to set aside money for it. In budget, Macdonald’s should account for advertising, branding, media relations, personnel, and other costs. The proposed budget should be within the reach of Macdonald’s. Macdonald’s may be forced to settle for less-than-ideal options in order to achieve Macdonald’s desired budget.
Implementation and Control
It is true that what Macdonald’s have just learned seems great on paper, but putting it into practice is the only way to reap the full benefits of it. Contacting consumers to encourage them to purchase goods is a great way to encourage them to purchase goods (Aparicio, Urbano and Audretsch, 2016). The effectiveness of emails containing advertising content is quite high. Additionally, online questionnaires could help Macdonald’s learn more about clients. To continue, Macdonald’s will need assets after Macdonald’s reach this point. It will cost money to market Macdonald’s product and recruit people. Macdonald’s will need to adjust to new situation. New directions are always being taken by the market. It may be necessary to adjust to certain circumstances on occasion. Monitor Macdonald’s competitors' activities constantly. As they make improvements to their system, Macdonald’s also benefit from them. The same should apply to Macdonald’s if they are adjusting to changing market demands. Remain focused and organized at all times. It is likely that Macdonald’s group will take similar actions.
[bookmark: _Toc113215340] PESTLE Analysis
In addition to the legal and environmental considerations, McDonald's PESTLE Analysis examines the myriad external factors that have an impact on its operations, including political, economic, social, and technological factors (Garcia-Murillo, Vargas Leon and Velez-Ospina, 2012). During the PESTLE analysis, the company's operations are examined in light of a number of external circumstances.
Political Factors: In terms of global dominance, McDonald's dominates the fast-food industry. Fast food restaurants are constantly at risk of being scrutinized because the government is primarily concerned with the health and welfare of the general population (Heitor, 2015). As a consequence, McDonald's will be shut down by the government if it fails to comply with the established hygiene and health laws. The cultural and gastronomic traditions of the West have become less popular in many nations. Despite Iranian hostility towards the United States of America, McDonald's is off limits there. In addition, Bermuda outlawed McDonald's after it became opposed to the fast-food industry (Battaglia, Landoni and Rizzitelli, 2017).

Economic Factors: Around the world, McDonald's restaurants serve customers in 120 nations. Due to a dependence on outside sources of resources, the prices of such commodities are prone to fluctuate frequently due to changes in currency exchange rates (Heitor, 2015). In order to remain competitive, it needs to constantly find ways to get the materials at less than market value. Many regions of the world have seen a decline in fast food consumption as a consequence of the current economic downturn. A large percentage of McDonald's employees quit their jobs quite often because its employee turnover rate is extremely high. In order to remain competitive, McDonald's must continue to acquire new workers (Uma Mageswari T and Bhuvaneswari. G, 2019).
Social Factors: A well-known feature of McDonald's is that it is willing to change when its customers are asking for it. To provide its customers with a taste of local cuisine, it adapted its dishes to a wide variety of countries. The popularity of quick-service restaurants has increased significantly as people in improving nations adapt their way of life (Aparicio, Urbano and Audretsch, 2016).
Technological Factors: For McDonald's to remain competitive in today's rapidly evolving technological landscape, it is constantly adopting new technology to enhance its consumer facilities for the benefit of consumers (Eierle et al., 2021). Self-order kiosks have recently been installed in each of its restaurants so guests do not have to wait in line at the counter to place their orders. It's more likely that customers will add to their purchases when they choose their own items rather than placing their order at the counter. Orders can be placed for desired foods and add-ons through the company's app, and food is delivered to the user's house (Kolios and Read, 2013).

Legal Factors: The Indian businessman Vikram Bakshi and McDonald's are currently embroiled in a legal dispute (Eierle et al., 2021). McDonald's is suffering the negative effects of its rivals' growth in these areas due to this litigation. The free toys that McDonald's offers with its "happy meals" have led to McDonald's being sued in the Canadian province of Quebec (Aparicio, Urbano and Audretsch, 2016).
Environmental Factors:
A large part of McDonald's commitment to environmental responsibility is the way it conducts all of its operations (Kumar, 2020).
McDonald's has set a goal of having all of its packaging made from renewable or recycled materials by 2025, and by that time, every McDonald's restaurant will practice waste elimination (Ma, Fang and Guan, 2016).
Branding derived from environmentally responsible sources makes up barely fifty per cent of the market at present.
Additionally, McDonald's has committed to reducing its power consumption by installing energy-efficient appliances and lighting at all its restaurants (Kolios and Read, 2013).
[bookmark: _Toc113215341]Porter’s Five Forces Analysis
In assessing McDonald's from Porter's Five Forces perspective, both the competitive environment in which the company operates and the factors affecting the industry as a whole is considered (Kumar, 2020). In light of a variety of internal and external factors, including those pertaining to competitors, consumers, and providers, among others, McDonald's Five Forces study is a useful tool for evaluating the company's market position (Kolios and Read, 2013). 
The Threat of New Entrants: Fast food chains such as McDonald's are some of the most widely known and distributed in the world. Due to the large number of competitors competing for a part of the fast-food market, the market for fast food is very saturated (Sridhar et al., 2016). They are now able to take advantage of economies of scale because they have been around for a long time. To build a brand reputation while investing in marketing and advertising, a new company will need to pay substantial startup costs if it wishes to have nationwide exposure for its restaurants. In order to enter the market and compete, a new company needs to fulfil this requirement (Ibrahim HACHIM, 2020). To ensure consistency across all of the retail locations, the company must have an established procedure in place from the time it purchases raw materials to assembling the finished products (Walsh, Bhagavatheeswaran and Roma, 2019).
The Threat of Substitutes:  In order to avoid waiting in line, many McDonald's customers order whole meals rather than burgers because of McDonald's global reputation in the fast-food industry (Sridhar et al., 2016).
In response, Subway, Domino's, Pizza Hut, and KFC, among others, are replacing it with franchises offering a comparable experience. There are more online options for meal supply now than ever before, which has made it easier for consumers to reach local eateries. A growing number of alternative products have been developed as a result. McDonald's is now offering both ready-to-cook meals and tiffin delivery services that are direct equivalents of tiffin delivery (Ibrahim HACHIM, 2020).
Bargaining Power of Customers: In order to live a healthier lifestyle, more and more people are cooking their own meals at home. It is because of this that McDonald's faces the threat of competition in the market (Ma, Fang and Guan, 2016).
Bargaining Power of Suppliers:
The vast majority of McDonald's distributors provide the company with raw materials, and McDonald's has exclusive partnerships with most of them. In this way, McDonald's is able to exert influence over its suppliers (Virglerova, Conte, Amoah and Massaro, 2020).
Competitive Rivalry: As a fast-food company, McDonald's is directly competing with a large number of rivals whose sales could directly affect its sales (Othman, Mohamed and Aziz, 2012). Similarly, many of these competitors continuously adapt to the tastes of different palates and offer competitive rates for their products. There are several fast-food restaurants that are its main competitors, including Burger King, KFC, Wendy's, and Burger Singh. Customers are switching to different options more often because they are not differentiated between them, and switching is not costly. The other fast-food restaurants are also in a healthy competitive environment despite McDonald's first-mover advantage (Aueatchasa and Fongsuwan, 2014).
[bookmark: _Toc113215342]SWOT analysis of Macdonald’s
McDonald’s Strengths
1. The reputation, name, and image of a brand are strong Income stability.
1. Control of quality and compliance with health protocols has been improved.
1. Share of the market is large.
1. Restaurant chain that leads the way in quick service.
1. Strategies for marketing that are effective.
McDonald’s Weaknesses
1. Dissatisfaction among employees.
1. It's time to revamp McDonald's breakfast menu.
1. Intense competition leads to customer losses.
1. A dissatisfied workforce.
1. Disputed franchisees.

McDonald’s Opportunities
1. Products with innovative features
1. Improving the image of the brand
1. Expansion globally.
1. Health products are in high demand.
1. Mobile Orders and McDelivery
1. Enhance the health options available.
McDonald’s Threats

1. Technology initiatives are risky investments
1. Competitors who are highly motivated.
1. Differences in culture pose an operational threat
1. A state of economic uncertainty.

[bookmark: _Toc113215343]Relation of two macro environment model
There are several factors where relation can be made between two macro environment model such as poster’s five forces model and SWOT analysis. After analysing the industry of MacDonald’s, there are some strengths of Macdonald’s such as weak bargaining power of supplier which is connected with porter’s five forces model (Aparicio, Urbano and Audretsch, 2016). Moreover, moderate threat of new entrants can be explained as another strength of MacDonald’s. on the other hand, the bargaining power of buyer is strong which can be defined as weakness of Macdonald’s. along with that strong rivalry is similar to the weakness of the Macdonald’s. here in this relation of two macro environment model, there are clear connection of these two model for Macdonald’s. 
[bookmark: _Toc113215344]Segmentation Targeting and Positioning Strategy
Management's ability to identify and focus on the most profitable customers is crucial to the success of a business. This model helps businesses determine their ideal clients and develop strategies for effectively marketing and selling their products and services to them (Walsh, Bhagavatheeswaran and Roma, 2019). Using the STP model as a guideline will guarantee the prosperity of any company. In addition to these aspects, there are many other factors that contribute to a business' expansion.
Segmentation
There is a purpose to market segmentation both at an operational and a strategic level. At the strategic stage, segmentation has a profound influence on the decisions made throughout the placement process. At the operational level, it can be used to identify the right customer groups more easily. It has restaurants in more than a hundred countries, making it one of the world's largest fast-food companies. As the fast-food market changes, the company must be able to quickly adapt to the changing habits and preferences of customers, as well as changes in demographics and supply chain management (Virglerova, Conte, Amoah and Massaro, 2020). A variety of demographics, regional characteristics, and psychographic aspects are considered when segmenting the customer base. In North America, Europe, and Asia, McDonald's restaurants can be found across a wide range of continents. Firms take a great deal of care to understand the cultural customs of their target markets. This means it caters to a variety of cultural groups through a variety of culinary products. Among American consumers, beef is more popular than chicken (Ibrahim HACHIM, 2020). In 
Targeting
To reach specific subsets of the community, the organization will first target certain subsets, and then tailor or place its goods accordingly. A notable difference between McDonald's and other large corporations that design and manufacture packaged products and have brand directors for the various brands they market, is that it does not have a director for its Big Mac brand or salad division. In certain promotional campaigns, snack products are only available for a limited time. These campaigns are focused on established client segments.
Positioning
The third step in the STP process involves selecting the void in the market that will be filled by a product or service. (Sridhar et al., 2016). A company's positioning is determined by its image and reputation in relation to its competition, so that customers inside its target market know what the brand represents in relation to its competitors. A company's positioning is determined by its image and reputation in relation to its competition, so that customers inside its target market know what the brand represents in relation to its competitors. Since positioning affects the strategy of a business, it is of vital importance to the process for developing marketing strategies. According to their life stages, McDonald's markets itself as a family-friendly, affordable restaurant to different types of consumers.
[bookmark: _Toc113215345]Marketing mix of McDonalds
As part of a marketing mix study, companies examine their marketing strategies through the lens of the four Ps. Through this, a company is examined in terms of the methods it uses to interact with its intended audience. During the fast-food restaurant market's international expansion, McDonald's uses a variety of marketing approaches to solve issues that exist within the industry.
Product Strategy
 McDonald's initially opened its doors with the purpose of offering the same range of products at every location. McDonald's initially opened its doors with the purpose of offering the same range of products at every location (Aueatchasa and Fongsuwan, 2014). It has nonetheless realized that despite consistency being more cost-effective, adaptability to local tastes is essential to the success of its business model. There are five basic food categories on the McDonald's menu: meat, chicken, bread, potatoes, and milk. In addition to offering a wide selection of meal and dessert options, the "McCafe" area offers beverages, ranging from coffee drinks to other types of drinks to keep you refreshed (Ibrahim HACHIM, 2020).
In order to meet the demands of their ever-evolving customers, and keep up with trends, they constantly update their menu. It is essential for franchisees to have accurate impressions of the potential of brand-new products before they are added to the list.
Pricing Strategy 
Aiming to appeal to customers from middle and upper middle-class cultures, McDonald's charges its goods at middle and upper middle-class prices. Every country has its own unique pricing system that McDonald's uses to determine the cost. Essentially, McDonald's pricing strategy is based on two components:
Bundle pricing strategy – McDonald's offers a lower price for its meal boxes and snack packs than it does for its individual products, unlike having to buy them separately.
Psychological pricing strategy- In order to appear more affordable than it really is, the corporation decides to price it at $.99 (Uma Mageswari T and Bhuvaneswari. G, 2019). The concept is designed to encourage clients to make purchases based on their projected cost.
Place Strategy 
McDonald's operates both independently owned outlets as well as those that are owned and operated by the company. Across more than a hundred different nations, the company operates over 37,000 sites. These restaurants offer dine-in and take-out options, so customers have the option of enjoying their meal at home or dining at one of them. The focus of their business is primarily on the restaurant industry. As a result of the outlets' amusement facilities for children, families are encouraged to frequent the outlets more often. Digital meal ordering is offered to McDonald's customers via the company's website. The company has also formed partnerships with several prominent online meal delivery services. Customers can pick from a limited selection of sweets and drinks at some of these stores' kiosks or counters.
Promotion Strategy 
Taking into account the cultural differences and other variations between nations is part of McDonald's marketing strategy. Different marketing initiatives are run by McDonald's in different countries. In a recent worldwide collaboration, they created a special month-long campaign featuring a Korean boy band called BTS.
Television, radio, and newspaper advertisements are some of the traditional marketing tools they use. Instagram, Facebook, and Instagram are platforms on which they advertise online. Communication with consumers and keeping them updated on current company events is what they do (Kolios and Read, 2013).
Among McDonald's promotional techniques, it makes extensive use of sponsorship. Image-creation is not complete without this step.
[bookmark: _Toc113215346]Conclusion 
To ensure success in achieving the plan's objectives, the entire organization must collaborate. For the plan to be implemented, certain individuals are given specific responsibilities following the development of the marketing strategy. Using short-term objectives as a guide, market feedback is collected by quantifying achievements. Even though McDonald's has a limited marketing budget, it is forced to do so. In the SWOT analysis, McDonald's Corporation identified a number of strengths and weaknesses that can be utilized to improve the company. Moreover, the STP strategy has been applied in the activities of MacDonald’s so that the company can effectively identify proper way for segmentation of the market, Targeting real customer and positioning customer’s mind. Last of all, a detailed marketing mix has been applied so that customers can understand the offerings of the Macdonald’s.
[bookmark: _Toc113215347]Recommendation 
Using SWOT to expand strengths and opportunities which is Managing the fast-food company should focus on retaining market share and lessening the impact of rival businesses. 
Preparing some marvelous promotion strategy so that customers can keep in mind the brand more effectively. 
In order to make such an attempt, McDonald's should use the marketing mix, also known as the 4Ps. 
To compete with its competitors, McDonald's should also speed up its product creation process. 
It may be possible for innovative foods to bring in new consumers and keep existing ones, even if the food service industry is filled with plenty of competitors.
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