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Executive Summary:

This detailed report highlights on the Strategy and Strategic Management structure used by the Fast- Food Franchise Macdonald to gain the Competitive advantage in the global market. The report implements the factors of Strategic Management Framework, i.e., Strategic Development, Strategic Implementation, Strategic Analysis and Strategic Review and relate the same to MacDonalds. Starting a small Speede Service Restaurant to reaching the growth and Maturity stage and creating the Sustainable Environment for different sectors like employment to everyone and boosting the economy of a particular nation, Fast- Food business has come a long way. However, this is the kind of industry with equal criticism, responsible for negative health implications due to self-awareness among consumers. Hence the Fast- Food industry like MacDonalds need to be on Front Foot, balancing the revenue, brand value and the goodwill of the consumers. To create a balance, a strategy needs to be used which takes into consideration the impact on all the Stakeholders and implement the most appropriate one. Fast- Food chain like Macdonald must focus on a healthy alternative of the food and beverages instead of high- calorie and high- fat contents. Not possible to eliminate fully, but it can be cut out to an extent which can create a huge overall impact. The packaging wastage at Macdonald is more than the upper limit, hence more biodegradable and reuse alternatives need to be implemented in order to create an environment- friendly approach. Macdonald has been very successful in managing the change throughout years and competing the rivals despite a strong competition. The Green Strategy like transforming the food system to be more resilient, reducing the packaging waste and taking a holistic approach to protect natural resources are also implemented by the business in order to conserve the environment. 












Introduction:
This Case study is the analysis of the Fast- Food Franchise Macdonald considering the factors of Strategic Management Framework that includes Strategic Analysis, Strategic Choice, Strategic Implementation and Strategic Review. The Framework is useful for any small or large firm so that it ensures all the team members work towards the same goal, encourage stakeholders to make donations, minimizes unnecessary spending and give employees a focal point of motivation. The vision and Mission of Macdonald are clearly defined and has always met the expectations of the consumers. The detailed analysis of the External factors like PESTLE and Five Forces help the reader to understand how the outside factors like political scenario of the nation and Economical condition impact the internal environment and operation. For instance, the ease of trade and franchising business model has proven advantageous to Macdonald’s business. The Five Forces help to understand the influence of suppliers, consumers, Competitors, Substitutes and New entrants in the market. SWOT Analysis is carried out to figure out the Strengths, weaknesses, Opportunity and Threats for an organization. The analysis of this tools is done in order to implement the changes to cope with the dynamic environment. The Strategic choice of Macdonald is based on consumer and the cultural belief, for instance English countries has different customer preference hence the menu is different from Asian countries and MacDonald in India has more vegetarian options than other countries respecting the food habit. The operational strategy is designed in a way that the taste, ingredients, food quality and cheaper price are standard across the world, for instance, the fries taste the same irrespective of the location and price is designed so that anyone can afford. The Organizational and hierarchical structure is also discussed on detail which shows that Macdonald has divisional operational structure. The cost Leadership strategy is the biggest competitive advantage for Macdonald. 












MacDonalds

[image: McDonald's - Wikipedia]


Macdonald was started by two brothers, Dick and Mac MacDonald, who moved to California to seek opportunity that they couldn’t find in England. They introduced their Speedee service streaming 15 cent Hamburgers in California which became successful in short span of time and that success motivated them to start the franchise. They settled their Speedee Service system at San Bernardino with limited Menu including Hamburgers, shakes and fries, and sold other 14 franchises, out of which 10 became the operating restaurants (Anon., 2017-2022).



Vision of MacDonalds:
The qualitative mission, Macdonald aims to be the most preferred customer eating and drinking base by serving good food to people in a friendly and Comfortable environment. It seeks to become Socially Responsible while giving favourable returns to its Shareholders.  MacDonalds mission is not just to serve the food and make money out of it but also to make delicious feel- good moments easy for everyone by serving moments of feel- good, all with light-hearted, unpretentious and welcoming behaviour that customer accomplish (Anon., 2017-2022).

Mission of McDonalds:
The company seek to build its success by surrounding people that comprises communities, suppliers, owners, customers and Employees. To Satisfy maximum number of customers across nations, to build customer relations, to provide Employment by fair means, to adhere to the values and ethics. They also seek to create customer awareness of the product, make them feel positive about their association with Macdonald and to make them remember the offered products (Anon., 2017-2022).


Values of MacDonalds:

MacDonalds has three core values that has gained the trust among the customers.
1. Serve: They put people and customers first.
2. Inclusion:  Their doors are open to everyone.
3. Integrity: They do the right thing.

And not just in words but in actions also MacDonalds have proven their values.

Foundation of MacDonalds:
Meeting Customer’s basic demand is the core of the foundation of MacDonalds. They also provide the respectful and inclusive workplace for the existing employees and giving equal opportunity to new employees (Anon., 2017-2022).


MacDonalds Today:
“MacDonalds has over 38, 000 restaurants in more than 100 nations with stock price of US$270. 29”.
They were the first restaurant to sell Hamburgers, fries and milkshakes as a meal (Anon., 2017-2022).













Strategic Management Framework:

[image: ]

“The Strategic Management Framework provides a detailed overview of the Strategy process adopted by many organizations. The Framework separates the strategy process into four major activities, i.e. The Strategic Analysis, The Strategic Choice, The Strategic Implementation and The Strategic Review.”








Strategic Analysis:
External Environment: PESTLE Analysis (Greenspan, 2022)

[image: mcdonalds-pestel-analysis]

PESTLE Analysis is used to examine the external factors that might affect the organization positively or negatively (Greenspan, 2022).

1. Political Factor: This factor refers to the effects of governmental actions and policies on the McDonald’s business. How does the political factor affect the fast-food restaurant business where McDonalds has its established franchise in more than 100 countries (Greenspan, 2022).

· International Trade Agreements(opportunity): McDonalds has the opportunity to expand its multinational business because of improved international trade which is the end result of improved political culture in a particular country and relations with different countries which enhances the global chain.
· Strict Government regulations for health (Threat and opportunity): The Strict guidelines imposed by government of various countries, especially in recent times has proven a threat for the fast-food business because of the unhealthy food ingredients that impacts an individual’s health to a greater extent.

Despite the alertness for the healthy diet and lifestyle among people, the political factors have still proven an opportunity for the Fast-Food business because of the transparency of the ingredients to the customers and it is an individual’s choice of food habits.



2. Economic factor: Economic changes directly or indirectly influence the performance of food industry in a particular country.  The various factors of the economy that affects McDonalds’ business are as below (Greenspan, 2022):

· Slow but stable growth of developed countries (Opportunity): The Slow and stable growth of developing countries has proven an advantage for the McDonalds to grow their business. The US market has been the biggest contributor to the company’s revenue, but the stable growth of European market has also benefited McDonalds in recent times.
· Slowdown of Chinese Economy(threat): The recent slowdown of the economy of China has created a threat to McDonald’s business because Chinese market was one of the major sources of MacDonald’s revenue.

Overall, the world economy has proven an opportunity for Fast- food industry due to the rapid changing lifestyle and Macdonald has implemented smart strategy of franchising its business in the fast-growing economy.

3. Social Factor: Social trends and culture influence consumer behaviour which in turn affect the macro- environment of Food Business and its revenues.  Below are few sociocultural factors that affects the business (Greenspan, 2022):

· Rising Disposable income (Opportunity): The rising disposable income has influenced consumers to buy convenient fast food instead of cooking meals at home.
· Busy Lifestyle in Urban places(opportunity): The thrive to earn more has impacted the lifestyle of people in urban cities which has affected the Revenue of McDonalds because of daily take aways or dine in at the convenience of McDonald restaurant.
· Increasing Cultural diversity (threat and opportunity): The increase in diversity in a country can prove as opportunity and threat at the same time since McDonalds need to optimize its recipe to achieve high overall customer satisfaction, however this also gives McDonalds an opportunity to develop flexibility in market.
· Increasing awareness of healthy lifestyle (threat and opportunity): The healthy lifestyle trend is against McDonalds, because of its unhealthy implications like obesity and weight gain among teenagers and young.



The Sociocultural factor creates both opportunity and threat to same measure. The corporate social responsibility and stakeholders’ management initiatives counteracts the negative effects; hence it still is an opportunity for McDonalds.





4. Technological Factors (Opportunity): This factor pertains to the impact of technologies on the macro- environment of the business. Below are the technological factors that affects the macro- environment of an organization (Greenspan, 2022):

· Increasing business automation (opportunity): The automation in business has been proven as an opportunity, because it has increased the productivity which in turn increased revenue, however that requires changes in MacDonald’s operations Management.

· Increasing sales through online delivery(opportunity): The increase in the online platform has benefited not only customers to order at the convenience of a click but also food business since the sales has grown dramatically. The revenue has increased to a greater extent.


Overall, the technological factor has only proven as an opportunity for McDonalds and other food business.



5. Environmental factors: The factors below have created both an opportunity and threat to the food business.

· Change in climate conditions in some regions (Threat):  Climatic condition determine the availability and stability of food supply which influence the company’s supply chain. It can prove a threat if there are no abrupt vegetable supplies. Developed countries like United Kingdom, where there is nil vegetable farming has to face challenges, however they have come up with an alternative of importing the same form other Asian countries. Hence it can be a threat and opportunity at the same time.



6. Legal Factors: Changes in legal systems and new laws shape the macro- environment of the restaurant. The following legal factors creates an opportunity or threat to MacDonald’s environment:

· Increasing Health Regulations in workplaces and schools (threat): Health regulations can limit the sale of fast food especially at school, which has proven as a threat to MacDonalds being a fast- food supply chain.


· Rising Legal Minimum Wages: MacDonalds or any other food industry has no control over this, hence this is proving a threat to the business, because in order to compensate, they have to increase the price of its food sometimes, which will in turn impact consumers directly.

Overall, the changes in laws in some countries has impacted the MacDonald’s revenue in a negative way and poses a threat for the same.
















Five Forces Analysis of Macdonald (Gregory, 2022):
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1. Competitive Rivalry:

· High number of Food services firm (Strong force)- The High number of Food services is a strong force for Rivalry for MacDonalds.
· Low Switching cost (Strong force)- In Addition, the low switching cost has made it easier for the customers to switch to the substitutes of MacDonalds.


2. Bargaining Power of Buyers (Strong Force):
Low Switching cost and High availability of Substitutes (Strong Force)-The ease of changing from one restaurant to another and varieties of options for the same influence Macdonald business to a greater extent. This gives the consumers/ buyers, a strong force that affects the Fast- Food company’s external environment.

3. Bargaining power of Suppliers (Weak Force):
Large number of Suppliers and vertical Integration of Suppliers (Weak Force)- Large number of suppliers has weakened the effect of individual suppliers on MacDonalds Corporation. Most of the McDonald’s suppliers are not vertically integrated which is the result of weak regional and global alliance among food and beverage suppliers.


4. Threat of Substitutes (Strong Force):

· High Substitute availability (Strong Force)- The availability of large number of substitutes nowadays has made it easier for customers to switch, which is a strong force for the substitutes.

· Low cost-performance ratio of many substitutes (Strong force)- Many Substitutes are now providing the same quality of food at reasonable price that provides customer satisfaction.


5. Threat of New Entrants (Moderate Force):

· High Variability of Capital costs (Moderate Force)- The threat of new entrant is moderate, because of high capital cost. However, it is still not difficult for a new market to enter and create a competition to McDonalds. Hence it is a Moderate Force.

· High Cost of Brand Developments for food service companies (Weak Force)- It is costly to build a strong brand in the fast-food industry specially to compete against the brand like Macdonald.  Hence it is a weak force for the new entrants to create a brand value that MacDonalds has created.



Hence, the five forces for MacDonald shows that the influence of rivalry, buyers, substitutes and entrants is too strong because of its new competitors like burger king and other local rivals like peri-peri in the United Kingdom. Except the suppliers which is a weak force and is in the favour of Macdonald, they must implement innovative strategy. For instance, raising the awareness of the ingredients among the consumers might build a strong trust that an impression that the customers are taken care of and the purpose is not just to make profit.






SWOT Analysis of Macdonald (Anon., 2022):
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Strength (Anon., 2022):
Some of the strengths of MacDonalds that has helped them in becoming one of the fastest- growing food chains are
· Macdonald has a great brand value across nations with strong financial back up.
· The symbolic food of Macdonald, i.e. burger and French fries are considered tastiest by the consumers.
· One of the biggest strengths of Macdonald is its Acquisition of ‘Dynamic Yield’, that has ensured its progress towards more personalised Marketing and customization.

Weakness (Anon., 2022):
There are always Pros and Cons of any business, some of the weaknesses of Macdonald that hampers its business are:

· The lack of variations and innovations in the Menu has forced Macdonald to loosen its charm over the years.
· The negative publicity revolving around the unhealthy contents and health implications like weight gain and obesity is one of the biggest weaknesses of Fast- food chain.

Opportunities (Anon., 2022):

The Organization can align their Strengths to grab an opportunity to increase their growth. Some of the Opportunities that Macdonald has created for their business are as below:

· There are several Meal options available at MacDonalds and it has also launched the menu in America for $1, $2, $3 and $5 which attracts many customers because of the affordability.
· Macdonald is already present in selective locations in Asian Countries. They can also expand their business in other Asian countries considering the geographic conditions and taste- preference.
· Macdonald has initiated collaborative partnership with food delivery services which has not only benefited customers to order at the convenience of their home or office but also has also generated more revenue than before.




Threats (Anon., 2022):
With Competition comes threat in Market. Some of the threats are discussed below:

· The large number of Competitors like Burger King, KFC, and many local cafes give tough competition to Macdonald.
· Macdonald has been in limelight for negative publicity relating to the waste production.
· Macdonald is also considered an outdated restaurant, because of tough competition from Rivals.







Strategic Choice:

Strategic Choice of Macdonald:
Operational Strategy (Gregory, 2022): Below are few Strategies that the Macdonald operations has implemented to gain the Competitive Advantage (M. K., & Q. B., & Salaheldin, 2008):
1. Design of Goods and Services: Macdonald’s goal in this strategic area of operation is to provide affordable food products. The products sizes are kept minimal in order to make them affordable.
2. Quality Management: The company aims to provide the best quality food at the most affordable price and uses production line method to maintain the quality. Consistency is the key strategy of Macdonald that has created a brand value for the business (Lawrence & Weindling, , 2011).
3. Process and Capacity design:  This Strategic decision area of operations management focuses on Maintaining process efficiency and to fulfilling market demand.
4. Location Strategy: Macdonald’s Goal in this Strategic area of decision is to reach out to maximum locations.
5. Job Design and Human Resources:  This area of Strategic decision focuses on trainings to polish the skills for the staff. They provide various Training and Learning for the Employees.
6. Supply Chain Management:  This particular strategy is about the diversification of supply chain to attract more suppliers across the world to reduce Supply chain risk.
7. Scheduling: Macdonald’s strategy involves regular schedules to address Fluctuations in Local Market. It uses corporate conventions for the same.
8. Layout Design and Strategy: This area of Strategic Decision focuses on Maximizing space utilizations for restaurants in Majority of locations.



Strategy choice by Macdonald’s:
Macdonald has attained great profitability due to the quality of food they provide to the customers. The best Strategy that Macdonald has used is the differentiation strategy, where the price is ranged according to varied customer’s preference and the geography. The Market research of Macdonald carried out research about the taste preference of the costumers and found out that many customers are attracted by sweeter breakfast, hence they come up with the idea of merging the sweet taste of pancakes with the salty taste of Bacon to attract maximum number of customers. Apart from the differentiation strategy, Macdonald was the first food franchise to merge with a beverage brand like coca cola, which is one of the most successful strategies to be used by all the fast-food franchise today. (Gregory, 2022)



[bookmark: _Hlk123148414]Globalisation and Diversification Strategy by Macdonald’s (Gregory, 2022):

Macdonald was the first fast-food firm to implement globalisation strategy, where it has expanded its business to different continents including Russia, Australia, China, India and other Asian countries. Macdonald has not only implemented Globalisation strategy but also diversification strategy, where it has taken into consideration the culture and taste preference of different cultures across the world.


[bookmark: _Hlk123148573]Macdonald Business Strategy and Competitive Advantage (Dudovskiy, 2022):

“Macdonald business strategy is a combination of cost Leadership and International market expansion strategy. The fast food- chain is a giant real estate company. Macdonald’s earn only some fraction of profit from its food and drinks and majority of its income is generated by renting the property to franchisees”.
Although product and Service Standardization are the strong basis of Macdonald’s strategy by offering uniform menu like hamburgers, Big Mac, several chicken sandwiches, Chicken McNuggets, Wraps, French Fries, Oatmeal, Shakes, desserts, sundaes, pies, soft drinks, coffee and other beverages. They also consider the local taste and preferences of the customers of their local franchise.

1. Cheat Prices is MacDonalds main competitive advantage, they convince customer to make a meal of the basic stuffs that includes bread-based item, fries and a beverage, instead of going with a single option, which ultimately force customer to spend more than their craving. However, this strategy has proven beneficial for both the consumers and the business by engaging customers in multiple options at a reasonable price and also creating a standard bill to pay for majority of customers which makes them feel equal.

2. Fast Service: Macdonald is known for its fast service without compromising the quality.

3. Standard taste: The standard basic taste is also one of the biggest advantages of Macdonald despite of varied geography and resources, Macdonald has a standard taste because of their standardized cooking style and use of ingredients, which has helped them to gain the customer loyalty and image branding all across the world.



Marketing Strategy of Macdonald (Anon., 2022):
McDonald’s is investing into both online and offline Marketing Strategy. The most common method that Macdonald or any other organization uses for Marketing is Advertisement like TV, Radio, and social media platform by offering new schemes to attract new customers and retain existing customers.
Apart from Marketing, Marketing research is one of the best tactics used by Macdonald to merge their brand image and deliver what is being promised to the costumers. There is efficient tool that Macdonald uses which is- SIPOC (Supplier- Input- Process- Output- Customers), which is the integration of supplier, customer and company to improve the service quality.  The research involves understanding external factors like changing customer needs, macro trends, competitive landscape and the rules and regulations of the country and aligning the same to the internal management or making the changes in the internal environment as and when necessary.
There are two types of research methods that Macdonald use, i.e., Qualitative and Quantitative, The Qualitative method is a one- on- one interview with 35 people, which is basically an experimental method, where a product is put on Menu for certain amount of time, to check how the customer react to the specific product, and if the sale is subpar that product is kept on Menu permanently considering that the majority of customers has liked the product. Whereas, Quantitative method involves telephonic interview with around 2000 people across nation and to receive the Feedback so that changes can be made accordingly.
The main competitive advantage of Macdonald compared to its rival like Burger king and KFC are Nutrition, Convenience, Affordability, innovation, quality, Hygiene and Value-added service.

Secondary Research of Macdonald: Macdonald is also involved in secondary Market research where the focus is on healthier menu. Questionnaire and Likert scale are two methods to verify if customers are happy with the healthier menu and what they genuinely want (Anon., 2022).




Macdonald vs Burger King (Majaski, et al., 2021):

When it comes to fast- food restaurants, two names that come to everyone’s mind are, Macdonald and Burger King. Macdonald is the Pioneer of Fast- Food Franchise business however its one of the biggest rivals Burger King has given tough competition to the brand in terms of Revenue and Market share. According to A Report by Citi Research, Burger king outperformed Macdonald by significant Margin for the Q3 2017. At a time when MacDonalds menu is complicated, burger king is rebranding and repackaging old items to help consumers.
Overall, Macdonald has greater Market share and revenue compared to its rival Burger king, since Macdonald was the pioneer brand, hence Macdonald has implemented Innovatory Strategy and has a competitive advantage of early mover as compared to Burger king. However, Macdonald also uses defend strategy against the attacker strategy of Burger king.


Hamburger War between Macdonald and Burger King (Majaski, et al., 2021):
In 2013, Burger king introduced the big- bang sandwich with two patties, a three layer bun and a special sauce which gave a tough fight to the famous big Mac from Macdonald. When Macdonald relaunched the McRib Sandwich, burger king launched a $1 BK BBQ as a cheaper alternative.  In 2018, Burger king announced a double quarter-pound burger in competition to McDonald’s quarter pound-pound burger.

Coffee War between the two (Majaski, et al., 2021):
While MacDonalds partnered with Starbucks years ago, Burger king did the same by acquisition with Tim Hortons, Macdonald still remain ahead of Burger king when it comes to serving beverages because of the varied options and reasonable price. Burger king, for Instance has used one of the Attack Strategy.

Franchise (Majaski, et al., 2021):
For instance, both Macdonald’s and Burger king require similar investments. Burger king has revenue of $1.81 billion as per 2021 report with 19, 247 franchise stores all across the world and $23.22 for the same year with 40, 031 franchise store across the world.



From Customer’s insight:
When talking from customer point of view, there are few areas where Macdonald is preferred compared to Burger King.

1. Easier Access: One of the benefits of eating at Macdonald’s is that it is easy to find the store compared to Macdonald since latter one has more store locations.  Sometimes, there are more than one store in one locality which makes it easier for customer to choose between the two.
2. Cheaper Price: Though both the restaurants offer similar price for the food with little difference, however when it comes to a bigger meal, Macdonald is the preferred option with lower price compared to Burger king and Flexible options of meals.
3. A little Healthier: Fast food can never be healthier, however when it comes to comparison between the two, Macdonald wins because of a slight less fat content compared to its rival.




Macdonald has always implemented Defensive Strategy, being an innovator of the fast- food franchise business, it has presented everything on plate that gives easy access to rivals to make slight modifications. Hence Macdonald needs to implement Attack strategy instead of allowing its competitors to do the same by innovating new options in the food that burger king has already done. Macdonald is lacking behind when it comes to the Analysing the rival’s strategy and hence its rivals take the advantage of the same.
Macdonald also need to work on its Trade rights and Design rights to ensure its trademark are not copied. For instance, Burger king has copied the colour from Macdonald’s logo.



Some changes that Macdonald has implemented after Covid-19 Pandemic in its menu (Anon., 2022):

1. All- day Breakfast Menu:
McDonald’s started testing an all- day breakfast menu in San Diego and Nashville. They figured out that their grills aren’t big enough to prepare both lunch and breakfast simultaneously. Hence, they stopped serving breakfast after 10:30 am on weekdays.
2. Restarting Kale:
Macdonald is testing Kale as an ingredient in Breakfast that will be served in nine southern California locations and is already being served in three salad at Macdonald’s in Canada. Kale is one of the best options for Foodies especially vegetarian because of its juiciness.
3. Improving the quality of chicken:
Macdonald announced plans to remove out the use of human antibiotic in its chicken by 2017. The company is planning to upgrade its fried chicken recipe which would be buttermilk crispy chicken”, that will be made with real buttermilk.
4. Macdonald’s is rolling out Customizable burgers:
Macdonald is launching new customizable burger options in its US restaurants that enable customers to build their own sandwich from the list of premium ingredients.


[bookmark: _Hlk123148736]
Few Factors in the Dynamic environment that has helped Macdonald to achieve Competitive advantage.

During the beginning of Macdonald’s era, US citizens were pacing up with new lifestyle, where parents followed hectic schedule of working more to earn more money, Macdonald took advantage of the same to fulfil the routine meal habit of family.  Although the idea of serving line burgers and fries was founded by two brothers but it was Ray Croc who had the marketing plans to expand Macdonald globally (Anon., 2020).
While moving towards the globalization strategy, Macdonald had a strong market research and has developed a deep knowledge of potential customers. Despite many Environmental factors in different nations, Macdonald has achieved success. For instance, Majority of people in India are vegetarians due to religious beliefs which might had proven as a dead end for fast- food franchise in India, however Macdonald came up with the strategy of introducing veggie Marburger that suites Indian taste, and was made with vegetables and mayonnaise without egg content. Macdonald serve a “prosperity burger” during Chinese New Year in four countries including China, Taiwan, Hong-Kong and Singapore.  Hence Macdonald has taken care of cultural values of different nations.
Not just the cultural values, but Macdonald has also considered the financial aspect when expanding their business globally. They compete with the prices of the local food- chain instead of having a standardised price worldwide which makes it affordable for the costumers.
Technology has also played a greater role in maintaining the global brand image that Macdonald has over the years. They have always on the foot forward with the changing technologies to make the job easier for the customer and also for the staff. Infect, Evolution in technology has made it easier for Macdonald to pace with the busy customer flow. The Beverages has been automated and the staff no longer need to prepare them manually which saves lots of time and effort. Not just in areas of service, but technology has also played greater role in reaching out to customer more transparently and has given direct access to the consumers to order at the fingertip of technology.



At the initial stage, Macdonald was at a general corporate level strategy where they were planning which market they should be into, the long term sustainable goal, the cultural and leadership style, later when it has achieved the brand loyalty among customers its strategy converted into individual business level where its main objective was to compete with the rivals successfully, the innovations that needs to be done with changing time, the customers to focus on and the value that they add.  

Macdonald has perspective strategy approach rather than emergent strategy approach which is a rare scenario for any successful firm, because the chosen strategy does not always work and the emergent strategy needs to be taken into consideration where various options are tried after a failure of a particular strategy. However, in case of MacDonald, the perspective strategy worked in its favour. 


Strategic Implementation:

[bookmark: _Hlk123148862]Organizational Structure of Macdonald’s:


[image: mcdonald-organizational-structure]
Macdonald has Divisional Organizational structure and based on the geography; operational responsibilities are assigned. The Current Organization Structure of Macdonald’s was implemented by CEO Steve Easterbrook in 2015. The three sectors of Macdonald organizations are (Cuofano, 2022):

1. United States:
This consists of United States, being the first nation where Macdonald started its business.
2. International Operated Market:
This comprises of markets that has wholly owned the business, countries like Australia, United Kingdom, Russia, Canada, France, Germany and Italy.
3. International development licensed markets:
All the remaining market covers IDL which includes more than 80 different market where company has licensed its Franchise market.





[bookmark: _Hlk123148889]Macdonald’s Hierarchical Leadership Structure (Cuofano, 2022):

McDonald’s leadership’s structure has multiple levels of Management between managers of individual stores and CEO.

Few of the disciplines under corporate sector includes, Global impact, Strategic alignment, Office of the CEO, Digital customer engagement, Marketing, Finance, IT, Restaurant Development and solutions, customers and Supply chains.

McDonald’s also operates six functional groups, with each group headed by either a senior                                    vice president or vice president. These groups are: Learning and Development, Compliance, Communications, Technology, Accounting, Diversity, Equity and Inclusion.



[bookmark: _Hlk123148956]The Franchising Business Model:
“Franchising is a business model where the owner(franchisor) of a product, service or method utilizes the distribution services of an affiliated dealer (franchisee). Usually, the Franchisee pays a royalty to the Franchisor to use the brand, process or the product and the Franchisor support the Franchisee in starting the business by providing service as a part of Franchising agreement” (Gregory, 2022).


[bookmark: _Hlk123148982]Macdonald’s heavy Franchised Business Model:
Macdonald is heavy Franchised Business Model. In 2021, over 56%of the total revenues came from franchised restaurant. The Company generated over $23 billion revenue in the same year, which comprises of $9. 78 billion from owned restaurants and $13 billion from franchised business (Gregory, 2022).
[image: mcdonalds-business-model]


Franchising Strategy is one of the best competitive advantages of Macdonald. The first fast-food chain to launch the strategy across the globe. And the Standardized Organizational structure developed has helped the business to maintain the Maturity stage of the business and has ensured that business do not enter into Decline stage (Cuofano, 2022).
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Resources of Macdonald:
“Resource is the stock or supply of money, materials, staff and other assets that can be drawn on by a person or organization in order to function effectively” (Anon., 2020).
The engagement between Resource and the Capabilities of a firm creates a foundation of competitive edge. There are two types of Resources for any firm, i.e. Tangible and Intangible.

1. Tangible Resources: The Tangible Resource of a firm are the physical resources that includes physical, Human Resource, Financial, etc.

· Physical: The Physical resources of MacDonalds are the restaurant locations with the average sitting capacity of 50 persons. The restaurant has latest cooking food and storing equipment.

· Financial: Macdonald is involved with two banks, CIMB and Maybank and these two banks are responsible for any financial activities inside and United States.



2. Intangible Resources: The Intangible Resources include Goodwill of the firm. In case of Macdonald, it is Capabilities, Services, Quality development in collaboration with good suppliers, etc.

· Capabilities: Macdonald’s capabilities lie in its systemization which makes it to presume that company can accurately illuminate the techniques with capabilities.

· Services: The Services provided by MacDonald is fast and accurate with minimal error.









Change Management at Macdonald’s:

It is really crucial for an organization to adapt to the change in the Internal Environment with the change in the External Environment like Changes in the economic condition that affects the profitability or value of money or Technological growth, in order to sustain its competitive advantage since there are new technologies getting introduced daily in the market. By implementing changes, skills are enhanced which enhances productivity indirectly. Changes can be made in different sectors in a firm like Management, Operations and Organization Structure, Business plan, and so on.
The change Management in Macdonald’s integrated marketing operations is about implementing the changes in health considering the obesity level in children and young adults. The objective of Integrated Marketing operation is to launch new products to the consumers so that they can be aware about the ingredients since Macdonald’s menu has been in criticism (Anon., 2018).


Resistance to Change (Anon., 2018):
It is never an easy task to implement changes in any organization. With every innovation comes changes and with changes comes barrier for any organization. Resistance may occur before, during and after the implementation of the change. Change is implemented considering the betterment of an organization, if not done properly, a firm can be a victim of extreme resistance and the results can be reversed which may impact the productivity severely. Macdonald is striving to bring the environmental changes through changes in promotional activities to bring changes in the internal and external environment simultaneously.  As a result of the changes, Macdonald has been facing problems with their employees who are little stiff to adapt to the change, since it is against the culture of the firm. There was a mixed response for the change. Some of the employee that do not favour the specific change believe that it may change the direction of the company and they  may not be able to properly convey the outcome.

Managing the Resistance (Anon., 2018):
It is the responsibility of any organization to manage the resistance to change. For instance, Macdonald would be able to convince to their Employees about the positive outcome of changes and that it would not just benefit the consumers but also them. This can be done in few stages including providing training to the employees on how to implement and cope up with the changes, and Feedback after changes has been made. The Management should ne able to synchronize the activities that comes with changes due to the different cultural background of the employees working at Macdonald and making them believe that changes will empower them for the longer run.




Strategic Review:
[bookmark: _Hlk123149243]
Cost Leadership Strategy by Macdonald:
Cost leadership is a generic strategy that firms employ to gain the competitive advantage by producing the goods at a lower cost than their competitors. Reduction in production prices can reduce the price of the products that attract more customers which in turn generate more sales and increase the revenue.  The Cost leadership can be achieved in three major steps, Firstly, the firm must have a clear understanding of how much is it costing them for the production. Secondly, a firm must find innovative ways to cut cost like using cheaper alternatives of the material or finding a new supplier or reducing the supply chain or reducing the packaging cost. Thirdly, by passing some of the cost savings to the customers which will help adding value (MToolBox, 2022).

1. Vertical Integration: Macdonald has cost leadership strategy, they have the cheapest price in the market compared to its competitors, for instance they try to reuse the oil that is used in frying Fries for the engine of the vehicles.  Vertical Integration is also linked to the cost- leadership strategy. For example, Macdonald’s owns facilities that produce standardized mixture of ingredients instead of different ingredient for all the products. That help them in saving effort and cost at the same time.  As a result of Standardised ingredients and processes across the world, they are able to take the advantage of economies of scale and get better deals from suppliers.

2. Vertical Fusion: Macdonald not only generate Standardized ingredient blends but also it manages its product transportation and raises its beefs through contracted growers.

Target Audience of Macdonald: Macdonald is targeting broad audience from children to teenagers to youngsters to aged people. Hence, they have the advantage of cost leadership strategy.



[bookmark: _Hlk123149309]Macdonald’s Resource based approach (MToolBox, 2022):
Macdonald has both upstream and downstream approach when it comes to resources: Since it has standardized production technique and the raw materials are bought in bulk and they use innovations to reduce production costs they have upstream approach. However, they have advertising and marketing to promote their non- standardized items and high level of customer service which is a downstream approach which is the result of upstream activity.




Macdonald’s Core Competence: The Macdonald operation was set-up to provide exceptional value in a quick manner to produce food ahead of time. They have mastered the art of quick and efficient service. Another core competence is its standardization products in the ingredients irrespective of the geographical location which its competitors lack.


Recommendations: Macdonald can further reduce the production price by recycling the packaging material. Since majority of its materials are paper cups and paper bags that cannot be reused, and to make them it is required to cut down the trees which is not an environmentally friendly practice. Plastic is even more hazardous to the soil of the earth; however, it can be recycled. Hence the best practice can be using the aluminium cans or the glass bottles which can be recycled and reused for the beverages.
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Market Options Matrix (A.A, 2017):

[image: Using The Ansoff Matrix to Develop Marketing Strategy]

Market Penetration: Macdonald’s applies various strategies to promote its existing products in existing market. The offer various kinds of meals which has a standard combination of Mac Hamburger/ Wrap, Fries and a beverage (cappuccino, Latte, Soft drinks, milkshakes, etc). They also have happy meal for kids. They also offer discounts on group purchasing and meals. They always thrive on reaching out to the customers with great offers and promotions.

Market Development: Macdonald is always proactive on expanding its market to the new geographical locations. They are already established in more than 100 countries and are planning to set up their franchisee in Nigeria, Armenia, Tunisia and various other nations.

Product Development: Product development refers to launching new products in the existing markets. Macdonald invest a lot of time in understanding the customer needs and then launching new products that satisfy the customer’s taste buds. For instance, in India, MacDonalds has launched the products that do not contain beef since people in India do not eat beef like MaAlloo Tikki, McSpagetti, Mcpizza and Royal Paneer and the same has been done in other Asian countries. Even in other English countries like US, UK and Australia, Macdonald keeps on launching new products like desserts and drinks like Oreo Flurry and M&M Flurry are the two examples.

Diversification: The Diversification strategy is one of the riskiest strategies for any company. However, Macdonald has proven itself in diversification. They have worked on Horizontal diversification. Mccafe was established to compete with Starbucks and other coffee houses. They had plans on Mcstop which is a new venture where only beverages will be served. They had also established a hotel in Switzerland, “The Golden Arch” Hotel.


Green Strategy by Macdonald (Anon., 2022)

Climate Action: Macdonald is focussed on reducing emissions at their restaurants to combat the climate changes. They joined the United Nation race to path to Zero emission by 2050. The CEO from different parts of the world participated in COP26 to share the notable developments in the climate journey. They have achieved a 2.9% reduction in the absolute greenhouse gas of their restaurants compared to 2015 figures and a reduction of 7.8% in supply chain GHG Emissions. This is achieved through savings in restaurant energy and supply chain. The Energy saving method involves investing in areas such as renewable energy, LED lighting, energy- management system and energy-efficient kitchen equipment. All the McDonald’s suppliers are expected to set climate targets, measure emissions and make reductions. These expectations are communicated to the suppliers through sourcing teams and accessed through CPD disclosures and other reporting feedback mechanism. Suppliers are also supported with a climate action toolkit. 

Packaging Toys and Waste
Macdonald has been in limelight for tons of waste every day. As of 2021, 82.7% of packaging material and 96.8% of primary fibre packaging comes from recycled or certified sources aiming for 100% certified, recycled or renewable materials by the end of 2025. The goal is to reduce the plastics in happy meal toys and transition to more sustainable materials by the end of 2025. This can be achieved by eliminating unnecessary packaging and transitioning away from virgin fossil fuel- based plastics and increasing the use of recycled materials by engaging in partnerships with brands and non-governmental organizations. 

· By Switching to Fibre wraps instead of paperboard cartons, McDonald’s Netherlands have saved 250 metric tons of packaging
· Macdonald’s Canada has switched to napkins that are 20% smaller and produced with 100% recycled fibre. 
· Germany, France and Netherland have switched to paper wraps and bags for selects menu items, eliminating approximately 5,000 metric tons of packaging.

Nature, Forest and Water
Macdonald help to preserve nature and support biodiversity to help manage nature- related risks. Nature- based solutions are an important part of how they are acting on climate change and supporting more resilient food system and communities. They rely on ingredients that grow in the natural world. Natural resources like healthy soils and grasslands are important for the farming system that produce food for the menu. Also, water is the main source for the value chain. Hence is very crucial to preserve these resources for future generations and for the business.
Since 2020, they have continued to substantially achieve deforestation- free supply chains across their primary commodities, i.e, beef, soy for chicken feed, palm oil and coffee and 97% of them supported deforestation- free supply chains. In California, the water efficiency plans in restaurants resulted in 30% reduction in usage, an annual saving of 3.7 million gallons of water.  



Conclusion:
The report has highlighted various strategy implemented by Macdonald to achieve the competitive advantage in the Market like Cost- Leadership Strategy and Globalisation Strategy. Some of the key highlights of the firm are their innovative tools and standardized work method that has helped them gain a brand value among varied customers across globe. Macdonald has also been involved in Making a difference with Renewable Energy. They have invested in two big projects in US, i.e. wind farm and solar farm that will increase the amount of renewable energy generated by the project.  The renewable energy projects will help to prevent emissions 700, 000 metric tons of greenhouse gas emissions.
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al Structure

McDonald's has a divisional organizational structure where each division - based on geographical location - is assigned operational
responsibilities and strategic objectives. The main geographical divisions are the US, internationally operated markets, and
international developmental licensed markets. And on the other hand, the hierarchical leadership structure is organized around
regional and functional divisions.
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McDonald's Heavy Franchised Business Model Expla'ned%

McDonald's is a heavy-franchised business model. In 2021, over 56% of the total revenues came from franchised
restaurants. The long-term goal of the company is to transition toward 95% of franchised restaurants (in 2020
franchised restaurants were 93% of the total). The company generated over $23 billion in revenues in 202, of
which $9.78 billion from owned restaurants and $13 billion from franchised restaurants.
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