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                                                   EXECUTIVE SUMMARY
This Business report examines McDonald's global difficulties, strategic positioning, and long-term suggestions. McDonald's, a fast-food industry leader, confronts several complex problems threatening its market dominance and long-term growth.
Economic constraints such as inflation and growing operating costs have substantially influenced McDonald's profitability. Furthermore, price sensitivity among customers, as well as increased competition from worldwide chains and health-focused brands, continue to put McDonald's flexibility under strain. Simultaneously, cultural developments towards health-conscious eating and environmental Sustainability need menu innovation and packaging changes. McDonald's issues are exacerbated by criticism of its environmental impact, regulatory restrictions, and labour law compliance.

This report examines McDonald's strategic position using the PESTEL and Porter's 5 Forces frameworks. It highlights its brand awareness and technological adoption strengths and identifies weaknesses in adjusting to customer needs and regulatory dynamics. Competitive evaluations highlight the need to combat emerging challenges from competitor brands and industry developments. To overcome these difficulties, the report suggests focusing on Sustainability, menu variety, supply chain optimisation, and digital transformation. With these tactics, McDonald's can maintain its market leadership while connecting with growing customer values and promoting a sustainable future.

This report emphasises the need for agility and innovation for McDonald's worldwide relevance and profitability.





INTRODUCTION
Strategic analysis is fundamental in negotiating the complexity of market dynamics, customer preferences, and competitive pressures in the fast food sector's constantly changing terrain. With an emphasis on McDonald's Corporation, a well-known fast-food company founded in 1940 by Richard and Maurice Mcdonald in San Bernardino, California, known for its creative marketing plans, large menu choices, and worldwide brand awareness, this business report on McDonald's is a case study that is especially pertinent because of its large market dominance, flexibility in response to changing consumer trends, and strategic difficulties in the present economic environment (McDonald's, 2024). Globally and in the UK, McDonald's has long been the fast-food company leader. Its capacity to keep a commanding presence through cost, ease, and quality has helped it appeal to various customers. However, spurred by several elements, including health consciousness, environmental concerns, and technological developments, the fast-food industry is seeing notable change. McDonald's must change its policies to satisfy consumers' growing demand for better dining alternatives, organic foods, and environmentally responsible methods while maintaining its brand identity.
Economically, the UK has had several difficulties affecting business operations and consumer spending. Changes in trade policy and labour market dynamics brought forth by Brexit have generated uncertainty, impacting operational costs and supply chains. Furthermore, the consequences of the COVID-19 pandemic have changed customer behaviour, which has increased demand for digital ordering systems and delivery companies. In this regard, Cerf (2019) suggests that McDonald's has to adjust to these developments and seize new opportunities to improve its position in the market. McDonald's deliberately must balance its expansion goals with the necessity of sustainable standards. Growing customer and regulatory body scrutiny of environmental effects and ethical sourcing policies calls for a review of its operating policies. McDonald's has to innovate its menu, reduce waste, and use more effective supply chain methods in a market where Sustainability is progressively valued. Moreover, the emergence of plant-based diets and alternative proteins offers McDonald's a chance to diversify its products and appeal to a broader customer base.

Using PESTEL, an external analysis will be applied to evaluate macroeconomic factors affecting McDonald's. McDonald's may expand positively and negatively depending on the political climate internationally. For example, Brexit has changed trade agreements and labour market circumstances, profoundly impacting the UK's political environment. Changes in regulations affect operational processes, especially those related to food safety and labelling. The UK government's emphasis on health and nutrition can also result in more stringent rules on selling unhealthy food choices, influencing McDonald's marketing plans. However, with improved trade agreements, McDonald's might find it more straightforward and less expensive to enter new markets and obtain ingredients globally under international trade agreements. For instance, food and drinks are among the items whose tariffs have been lowered under the recent Comprehensive and Progressive Agreement for Trans-Pacific Partnership (CPTPP) (GOV.UK, 2022). Given this, McDonald's may find it more appealing to enter new and developing areas of Asia-Pacific. 

Australia, Brunei, Canada, Chile, Japan, Malaysia, Mexico, New Zealand, Peru, Singapore, and Vietnam, and lately, the United Kingdom has signed a free trade deal. 
Political stability in important markets can also strengthen McDonald's expansion. Consumers are more willing to spend money in less political uncertainty, and firms are more likely to invest. For instance, McDonald's has witnessed tremendous expansion in China in recent years as political stability has developed and the nation's economy has expanded (Xu, 2023).
Government support for businesses: Certain governments provide businesses investing in their nations' financial and other benefits. McDonald's might gain from this should it want to enter fresh markets. For example, the Indian government has provided tax cuts and other incentives to international businesses, such as McDonald's, which invests in the nation's food and beverage industry (Kumar and Bhat, 2025).

Negative effects: 
Political unrest in important markets might disrupt McDonald's operations and cause sales to suffer. For instance, McDonald's has observed that since Russia invaded Ukraine in February 2022, their business there has suffered (BBC News, 2022).
Government rules: The government can also set company guidelines, adding to expenses and increasing operating difficulty. To encourage better eating habits, some governments in wealthy nations are, for instance, tightening rules on fast-food establishments. This may make McDonald's rethink its operations and menu, compromising its profitability. However, trade conflicts between nations may have another effect on McDonald's operations, suggests Wallace (2024). For instance, taxes on food and drinks have resulted from the continuous trade war between the United States and China. McDonald's now finds ingredients more costly and sells goods in both marketplaces with more difficulty. 

According to Han (2023), the overall impact of the global political environment on McDonald's expansion in the next few years will rely on numerous factors, including the particular political situations in important regions and the company's capacity to evolve with the surroundings. Moreover, McDonald's can suffer from the continuous war in Ukraine and how it influences world markets. Therefore, McDonald's management has to keep an eye on the global political scene and create plans to reduce such hazards. Furthermore, Zagashvili (2021) describes how the economic instability caused by inflation has caused swings in consumer expenditure globally. Following the COVID-19 pandemic, customer behaviour towards online meal delivery systems and convenience has changed. Rising labour and raw material prices also provide difficulties that call McDonald's to review operational efficiency and pricing policies.

According to the research by Sine Agergaard and Karen (2023), there is a growing trend towards healthy living as more UK customers search for better food alternatives, and their inclination towards wellness and health is becoming more pronounced. Ethical consumption is also growing as customers demand openness to Sustainability and sources. McDonald's is pressured to modify its menu and operations to fit these shifting customer tastes.
Technological developments have revolutionised the fast-food sector and caused reliance on digital ordering systems and delivery methods to grow. McDonald's has to make technological investments to improve customer experience, simplify processes, and use data analytics for more wise decisions. Maintaining competitiveness depends on how artificial intelligence and mobile apps are combined (Licong and Ghosh, 2023).

Environmental Components
According to Robertson (2021), Sustainability is a significant concern for consumers and regulators alike. McDonald's is under pressure to implement environmentally friendly practices, such as reducing plastic use and sourcing sustainable ingredients. The company must reduce waste to meet consumer expectations and regulatory demands. Furthermore, the business must prioritise energy-efficient restaurant designs and eco-friendly packaging to meet global environmental goals, consumer expectations, and legal requirements (WAGNER, 2021).
Legal Aspects: Laws on food safety, franchise agreements, labour laws, and data privacy significantly affect McDonald's operations. Following international regulatory guidelines helps one to have a good corporate reputation and prevent legal disputes.McDonald's depends on adherence to guidelines on employment, food safety, and advertising to be in business. Changing dietary recommendations and health claims rules changes the legal environment. Ignoring it might cause harm to the brand's reputation and legal sanctions (Warhurst, 2024).
Pangarkar and Prabhudesai (2024) describe Michael Porter's (1979) Five Factors analytical framework as representing five distinct factors that influence the total level of industry rivalry. It includes the bargaining power of customers and suppliers, the danger of new entrants and replacements, and the rivalry among current rivals.
Below is a representation of Porter's Five Forces: 
Dudovskiy (2022) believes a moderate risk of new competitors entering the fast food chain market exists. However, prospective newcomers must address the following factors in the fast food chain sector:

1. Significant capital expenditures are needed. Large sums of money must be spent on building infrastructure, obtaining leases for spaces, buying equipment, and hiring employees, among other things, while starting a fast food business. Given the high level of market saturation globally, obtaining capital for a new fast-food enterprise might be difficult.

2. Scale economies. The economies of scale favourably impact the cost structure of major market participants like McDonald's, Starbucks Coffee, Burger King, KFC, and Subway. On the other hand, new market entrants cannot take advantage of economies of scale to the same degree, which might be a significant obstacle to industry entrance. 

3. Originality and inventiveness. New businesses still have the potential to succeed in the fast food market despite entrance restrictions like the high capital needs and economies of scale previously discussed. They may accomplish this by developing new items to serve and integrating technology more thoroughly into different company operations. 

McDonald's faces a moderate to mild threat from new entrants. Startups and small enterprises may lack the resources and funding to compete with larger fast-food chains. However, established corporations and wealthy investors can enter the fast-food industry, which might not guarantee success; additionally, with a healthier menu choice and strong bargaining power, that could turn in their favour. (Garcia, 2022).
This ideology extends to McDonald's customer's bargaining power in the fast food sector, which is determined by a variety of factors, including the following:
• Customers want affordable, convenient, and healthy solutions. 
• Social media heightens consumer unhappiness and brand impression. 
• Health-conscious consumers choose home-cooked meals, plant-based diets, and meal kit services like "Hello Fresh." 
• Fast-casual businesses like Chipotle and Panera Bread are seen as healthier options. 
Industry Rivalry (High). 
• Competition from Burger King, Subway, and local fast-food companies remains strong. 
• Price wars and marketing initiatives fuel industrial competition. 
Suppliers' bargaining power can be classified as moderate to high since McDonald's relies on large-scale suppliers, yet interruptions in global supply networks can boost supplier influence. The company's sustainability obligations restrict supplier flexibility.
Strategic Recommendations: Yang (2023) suggests McDonald's implement the following ideas in order to strengthen its strategic posture while also aligning itself with environmental goals:
1. Sustainability: 
• Eco-Friendly Packaging: In order to satisfy the requirements of Sustainability, purchase packaging that is both biodegradable and recyclable.
• Net-Zero Commitment: Reduce carbon footprint by procuring renewable energy and increasing supply chain efficiency. Additionally, it reduces carbon emissions. (Nezhyva and Mysiuk, 2022).

2. Addressing Competitive Pressures:
Increase the number of plant-based and nutritious meal alternatives on the menu to attract customers concerned about their health. 
• consumer loyalty programs should be designed to increase consumer involvement via incentives and mobile promotions (Miquel Vidal and Castellano-Tejedor, 2022).
Pehrsson (2022) describes Bowman's Strategy Clock as a strategic tool that assists businesses in analysing and selecting a profitable position in the market based on price and perceived value; McDonald's positioning can be viewed as a combination of "low price" and "differentiation." Bowman's Strategy Clock offers eight strategic options represented in a circular mode. McDonald's aims to differentiate itself from competitors by offering novel menu items and enhancing the whole customer experience while still providing value to customers through competitive pricing.

Reflections on the Value of Strategic Management in a Sustainable Business    Environment:
Strategic management is important in a sustainable company environment for a variety of reasons:
1. Adaptability: In a fast-changing market, strategic management helps businesses respond to changing customer preferences, regulatory needs, and technology breakthroughs. Companies like McDonald's must stay adaptable to respond to sustainability trends and variations in customer behaviour effectively (Popescu, 2022).

2. Long-Term Vision: Birkinshaw (2022) suggests that Strategic management promotes a long-term mindset, pushing organisations to engage in sustainable practices that, although not yielding immediate results, contribute to long-term brand value and consumer devotion.

3. Resource Allocation: Birkinshaw (2022) further explains that effective strategic management ensures that resources are optimally allocated to sustainability efforts. Companies may improve operational efficiency while reducing environmental effects by prioritising investments in renewable energy, waste reduction, and ethical sourcing.

4. Stakeholder Engagement: A strategic approach to Sustainability involves a wide range of stakeholders, including consumers, workers, suppliers, and communities. This involvement encourages openness and cooperation, which are critical for developing trust and improving brand reputation (Stocker et al., 2020).

5. Competitive Advantage: Businesses that proactively incorporate Sustainability into their core operations can distinguish themselves in the market. Organisations may develop a unique value offer for their customers by integrating their business objectives with environmental and social aims (Lawrence and Weber, 2023).

6. Risk Management: Strategic management helps to identify and mitigate risks related to environmental, social, and governance challenges. By proactively addressing these risks, businesses may protect their reputations and assure compliance with new requirements (Stocker et al., 2020).

In summary, McDonald's UK's capacity to successfully blend long-term sustainability goals with customer-driven innovation that is both cost-effective and efficient is critical to the company's future success. The corporation can maintain its market leadership position while aligning with environmental and social demands in a continuously developing global economy. This may be accomplished through strategic planning, digital transformation, and responsible business practices.
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