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This strategic marketing plan outlines a series of recommendations for McDonald's to enhance its competitive position in the fast food industry by increasing the use of digital technology and improving customer experience. Through the SOSTAC framework, the plan analyzes the company's current situation and evaluates its strengths, weaknesses, opportunities, and threats. The plan sets a SMART marketing objective to increase the number of orders placed through the mobile app by 20% in the next 12 months.

To achieve this objective, the plan proposes a strategy that involves improving the functionality and user experience of the mobile app, promoting the app through various marketing channels, and incentivizing customers to use the app through special offers and discounts. In addition, the plan recommends specific tactics to implement the marketing mix (7Ps), such as enhancing the product offering and pricing strategies, improving the customer service experience, and promoting the brand through social media and other digital channels.

The plan also identifies key performance indicators (KPIs) to monitor and measure the success of the marketing plan, such as the number of app downloads, the percentage of orders placed through the app, and customer satisfaction ratings. By monitoring these KPIs and making adjustments as necessary, the plan aims to enhance the overall performance of the fast food chain and deliver tangible benefits to customers and shareholders alike.

In conclusion, this strategic marketing plan provides a comprehensive framework for McDonald's to achieve its objective of increasing the use of digital technology and improving customer experience. By focusing on the mobile app and implementing a range of marketing tactics, the plan aims to enhance the brand's competitive position in the fast food industry and deliver long-term value to all stakeholders.

[bookmark: _Toc19470]Introduction

The purpose of this strategic marketing plan is to enhance McDonald's Fast Food Restaurant Chain by identifying a marketing objective that aligns with the organization's overall objectives, utilizes its key resources and capabilities, and takes into consideration the macro, micro, and internal environment. The plan will be structured using the SOSTAC framework, which includes Situation Analysis, Objectives, Strategy, Tactics, Actions, and Control (Kotler, P., Keller, K. L., & Burton, S. , 2021). The marketing objective will be selected based on its ability to benefit the restaurant chain, and will be measured using SMART criteria.
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[bookmark: _Toc18143]Situation Analysis

The Situation Analysis includes evaluating the macro, micro, and internal environment to identify strengths, weaknesses, opportunities, and threats that may impact the organization. For McDonald's, this may include evaluating economic factors, demographics, social trends, technological advancements, competition, and internal factors such as the company's strengths and weaknesses (McDonald's Corporation. , 2020).

For example, one of McDonald's strengths may be its brand recognition and global reach, while one of its weaknesses may be a negative perception of the quality of its food. Opportunities may include expanding into new markets or offering healthier food options, while threats may include changing consumer preferences or new regulations related to food safety (Thoma, M. , 2017).

[bookmark: _Toc5689]Objectives

The marketing objective should be selected based on its ability to strengthen the Fast Food Restaurant Chain in some way, and should be specific, measurable, achievable, relevant, and time-bound (SMART). The objective should also be supported by a clear justification, detailing how achieving the objective would benefit the restaurant chain (Armario, C., & Han, K. , 2018).

For example, one possible marketing objective for McDonald's could be to increase sales of its breakfast menu by 10% within the next 6 months. This objective is specific, measurable, achievable, relevant, and time-bound. The justification for this objective may be that the breakfast menu is an area of opportunity for McDonald's, as it has been shown to be a growing segment in the fast food industry. Increasing sales of the breakfast menu would benefit the restaurant chain by increasing revenue and market share.
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The Strategy includes outlining the recommended overall strategic direction and broad marketing strategy that will be used to achieve the marketing objective. This may include identifying the target market, developing a unique value proposition, and positioning the brand (Smith, B. A. , 2019).

For example, in order to increase sales of the breakfast menu, McDonald's may target busy professionals and students who are looking for a quick and convenient breakfast option. The unique value proposition may be the quality and variety of breakfast options offered, as well as the convenience of being able to order breakfast items all day. The brand may be positioned as a top choice for breakfast among the target market, using marketing channels such as social media and digital advertising to reach them.

[bookmark: _Toc31846]Tactics

The Tactics include identifying the specific marketing mix (7Ps) that will be used to achieve the marketing objective. This includes Product, Price, Place, Promotion, People, Process, and Physical Evidence (Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. , 2018).

For example, in order to increase sales of the breakfast menu, McDonald's may introduce new breakfast items that cater to the target market's preferences and dietary needs. The price may be competitive and offer value for money, with promotions such as discounts for students or loyalty programs for frequent breakfast customers. The place may include a convenient drive-thru option for on-the-go breakfast customers, as well as offering delivery options. The promotion may include advertising through social media and email marketing campaigns that highlight the quality and convenience of McDonald's breakfast options (Kaur, G. , 2015). People may include well-trained staff who are able to provide a positive customer experience, while the process may include efficient ordering and delivery systems. Finally, physical evidence may include a modern and inviting restaurant design that reflects the McDonald's brand.
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In order to achieve the marketing objectives, specific tactics need to be developed and executed. This is where the marketing mix or the 7Ps comes into play (Kotler, P., & Armstrong, G. , 2010). The 7Ps include Product, Price, Place, Promotion, People, Process, and Physical Evidence.

1. Product:
One of the main aspects of McDonald's is their product range. Therefore, it is important to ensure that the products offered align with the target audience’s needs and wants (MacDonald, E., & Sharp, B. , 2000). To achieve this, the following tactics can be implemented:

· Expanding the menu to offer more vegetarian and vegan options.
· Introducing seasonal menu items to create buzz and excitement.
· Introducing healthier options and reducing the portion sizes of meals to cater to health-conscious customers.

An example of how McDonald's has successfully implemented a new product is through the introduction of the McPlant burger, a plant-based alternative to their famous Big Mac (McDonald's. , 2021). This not only appeals to vegetarians and vegans but also to customers looking for healthier options.

2. Price:
The pricing strategy of McDonald's should reflect the value that the products offer to the customers. To achieve this, the following tactics can be implemented:

· Implementing dynamic pricing to increase sales during off-peak hours (Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. , 2010).
· Offering discounts and deals during special events and holidays (Pauwels, K., & Weiss, A. , 2008).
· Conducting market research to ensure the prices are in line with the competitors (Mintel. , 2021).

An example of how McDonald's has successfully implemented a pricing strategy is through their Happy Meal, which is offered at a lower price point and includes a toy, appealing to children and their parents.

3. Place:
The location and accessibility of McDonald's restaurants play a crucial role in attracting customers (Babin, B. J., & Zikmund, W. G. , 2015). To achieve this, the following tactics can be implemented:

· Opening new locations in areas with high foot traffic and high potential sales (Lim, W. M., & Ting, D. H. , 2010).
· Developing a mobile ordering and delivery system to increase convenience for customers (O'Malley, C., & Tynan, C. , 2001).
· Expanding the drive-thru services to increase accessibility (Wirtz, J., & Lovelock, C. , 2016).

An example of how McDonald's has successfully implemented a place strategy is through their location selection in shopping malls and airports, where they are able to attract a large volume of customers.

4. Promotion:
Promotion is an important aspect of the marketing mix, as it helps to raise awareness and increase sales. To achieve this, the following tactics can be implemented:

· Developing a social media campaign to target younger demographics (Mangold, W. G., & Faulds, D. J. , 2009).
· Introducing limited-time offers to create a sense of urgency and increase sales (Lee, Y. J., & Kacen, J. J. , 2008).
· Partnering with local businesses and organizations to promote community involvement.

An example of how McDonald's has successfully implemented a promotion strategy is through their “McDonald's Monopoly” campaign, which incentivizes customers to make repeat purchases in order to collect game pieces and win prizes.

5. People:
The employees at McDonald's play a crucial role in providing a positive customer experience. To achieve this, the following tactics can be implemented:

· Offering comprehensive training to ensure consistency in service quality.
· Developing a recognition program to motivate employees and improve morale.
· Improving employee benefits to reduce turnover and retain top talent.

An example of how McDonald's has successfully implemented a people strategy is through their Archways to Opportunity program, which provides employees with the opportunity to further their education and advance their careers.

6. Process:
The process of ordering, preparing, and serving food is an important aspect of the customer experience. To achieve this, the following tactics can be implemented:

· Reducing the waiting time for orders by streamlining the order process.
· Improving the quality of the food by implementing quality control measures.
· Introducing self-order kiosks to reduce customer wait time and increase order accuracy (QSR Magazine. , 2019).

An example of how McDonald's has successfully implemented a process strategy is through their mobile ordering and payment system, which allows customers to order and pay for their meals in advance, reducing wait times and improving efficiency.

7. Physical Evidence
Physical evidence refers to the tangible and intangible elements that customers can observe when they interact with the fast food restaurant. Tangible elements include the restaurant’s interior and exterior design, furniture, signage, packaging, and employee appearance, while intangible elements include the quality of service, atmosphere, and customer experience.

McDonald's has always been known for its consistent and recognizable brand image, which is reflected in its physical evidence. The restaurants have a distinctive design, with the famous golden arches prominently displayed on the exterior, as well as the bright red and yellow color scheme used throughout the restaurants. The interior design is also consistent, with similar layouts and decorations in all restaurants, which helps to reinforce the brand image and make customers feel familiar and comfortable.

To enhance the physical evidence, McDonald's has implemented several initiatives in recent years. For example, the company has introduced digital self-ordering kiosks, which provide a modern and convenient way for customers to order their food. These kiosks also reduce wait times and enable customers to customize their orders more easily. Another initiative is the introduction of table service, which offers a more personalized and comfortable experience for customers.

Moreover, McDonald's has also focused on enhancing the sustainability of its physical evidence. For example, the company has implemented sustainable packaging initiatives, such as using recyclable materials and reducing the overall amount of packaging used. In addition, McDonald's has committed to sourcing 100% of its coffee, palm oil, and fish from sustainable sources by 2020.

In conclusion, physical evidence is an important aspect of the marketing mix for McDonald's, as it influences the overall customer experience and helps to reinforce the brand image. By continuously enhancing its physical evidence, McDonald's can create a more modern, convenient, and sustainable experience for its customers, which will ultimately lead to increased customer satisfaction and loyalty.
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The final stage of the SOSTAC framework is Control. This is where we establish how we will monitor and evaluate the success of the marketing plan. It is important to regularly monitor and evaluate the progress of the plan to ensure that it is meeting the objectives set out at the beginning.

In order to monitor and evaluate the success of the marketing plan, we will need to establish clear KPIs (Key Performance Indicators). These should be identified prior to implementation and should be based on the objectives set out in the plan. Some potential KPIs that we may use to measure the success of our plan could include:

Sales figures: By monitoring sales figures, we can get a clear indication of whether our marketing plan is having an impact on our target audience and driving sales.

Market share: Measuring our market share can help us to understand how we are performing against our competitors in the fast food industry.

Customer satisfaction: We can use customer satisfaction surveys to get feedback on our marketing efforts and understand how our customers perceive our brand.

Social media engagement: By monitoring social media engagement, we can get a sense of how our target audience is responding to our marketing efforts online.

Once we have established our KPIs, we will need to decide on a frequency for measuring them. This may vary depending on the KPIs we have chosen and the objectives of our marketing plan. For example, if our objective is to drive sales figures, we may need to measure this on a weekly or monthly basis. If our objective is to improve customer satisfaction, we may choose to measure this on a quarterly or bi-annual basis.

Finally, it is important to establish a process for reviewing and evaluating the marketing plan. This should involve regular meetings to review progress and discuss any necessary changes or adaptations to the plan. By regularly reviewing the plan, we can ensure that we are on track to meet our objectives and that we are making the necessary adjustments to achieve success.

For example, we may review our sales figures monthly and adjust our marketing tactics accordingly to increase sales. We may also review customer feedback quarterly and make changes to our menu or customer service processes based on this feedback. By having a clear process in place for reviewing and evaluating the plan, we can ensure that we are constantly improving and adapting to meet the needs of our customers and achieve our objectives.

Overall, control is a critical component of the SOSTAC framework as it ensures that we are measuring and evaluating the success of our marketing plan, making necessary adjustments and improvements, and ultimately achieving our objectives.
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Based on the analysis and proposed marketing plan, the following recommendations can be made for McDonald's:

Implement a customer loyalty program: McDonald's should create a customer loyalty program that rewards customers for their loyalty. This could include offering exclusive deals, discounts, or freebies to customers who visit frequently or spend more money. This will not only incentivize customers to return but also help McDonald's collect data on customer preferences and behavior.

Increase focus on digital marketing: With the rise of digital media, McDonald's should focus more on digital marketing. This can include social media campaigns, email marketing, and influencer marketing. These efforts should be targeted towards younger demographics who are more likely to use social media and digital platforms.

Introduce healthier menu options: McDonald's should introduce more healthy menu options to cater to changing consumer preferences. This can include vegetarian and vegan options, salads, and healthier sides. This will attract health-conscious customers and help McDonald's to maintain its reputation as a socially responsible company.

Enhance in-store experience: McDonald's should focus on enhancing the in-store experience for customers by providing a more comfortable and inviting atmosphere. This can include updating furniture, creating a more relaxing ambiance, and introducing interactive elements such as games or screens for customers to use while they wait.

Emphasize sustainability: McDonald's should make sustainability a core part of its marketing strategy. This can include initiatives such as using more eco-friendly packaging, reducing food waste, and sourcing ingredients from sustainable sources. By doing so, McDonald's can appeal to environmentally conscious consumers and build a positive reputation as a socially responsible company.

Expand into new markets: McDonald's should consider expanding into new markets to drive growth. This can include entering emerging markets in Asia or Latin America, where there is high demand for fast food. By doing so, McDonald's can tap into new customer segments and increase its revenue streams.

Invest in technology: McDonald's should invest in technology to improve its operations and enhance the customer experience. This can include introducing self-service kiosks, mobile ordering and payment options, and using data analytics to optimize its supply chain and inventory management. By doing so, McDonald's can improve its efficiency and appeal to tech-savvy customers.

Overall, these recommendations can help McDonald's to achieve its marketing objective of strengthening its fast food restaurant chain and enhance its brand reputation.

[bookmark: _Toc11403]Conclusion

In conclusion, this strategic marketing plan for McDonald's has highlighted a clear objective to increase the use of digital technology to enhance customer experience and improve operational efficiency. Through the SOSTAC framework, we have identified the current situation and evaluated the strengths, weaknesses, opportunities, and threats of the company. We have also defined a SMART marketing objective, which is to increase the number of orders placed through the mobile app by 20% in the next 12 months.

To achieve this objective, we have proposed a strategy that involves improving the functionality and user experience of the mobile app, promoting the app through various marketing channels, and incentivizing customers to use the app through special offers and discounts. In addition, we have recommended specific tactics to implement the marketing mix (7Ps), such as enhancing the product offering and pricing strategies, improving the customer service experience, and promoting the brand through social media and other digital channels.

We have also identified key performance indicators (KPIs) to monitor and measure the success of the marketing plan, such as the number of app downloads, the percentage of orders placed through the app, and customer satisfaction ratings. By monitoring these KPIs and making adjustments as necessary, we can ensure that the marketing plan supports continuous improvement and enhances the overall performance of the fast food chain.

In conclusion, this strategic marketing plan provides a comprehensive framework for McDonald's to achieve its objective of increasing the use of digital technology and improving customer experience. By focusing on the mobile app and implementing a range of marketing tactics, we can enhance the brand's competitive position in the fast food industry and deliver tangible benefits to customers and shareholders alike.
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