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[bookmark: _8imatuapffjg]1. Introduction 
In the fast-food industry, McDonald’s is a global leader and has developed a robust reputation for affordability, convenience, and innovation (Mcdonalds.com. 2024). However, with the growing concern of consumers regarding the quality and nutritional value of the food that they consume, McDonald's has a good chance of diversifying its products and services. The study will propose a new service, ‘McDonald’s FitMenu’, which is an AI-based meal plan that is tailored according to the health concerns of the consumers (Amiri, Li and Hasan, 2023). As a continuation of McDonald’s strong brand recognition and global market penetration, FitMenu will employ the use of artificial intelligence to determine the customers’ preferences, dietary habits, and activity levels to suggest the most suitable meals (Amiri, Li and Hasan, 2023).
[image: ]
Figure: The company’s logo
(Source: Mcdonalds.com. 2024)
This brand extension has a synergy with the current tendencies in the food industry, which are connected with the increase in the popularity of the healthy lifestyle and, at the same time, it helps McDonald's to stand out from the competitors who offer only regular menu (Kotler et al. 2020). In light of this, it is recommended that the company applies targeted segmentation, customer profiling, and an effective marketing mix (7Ps) to establish FitMenu as the perfect solution to healthy eating while maintaining the product’s taste and ease of access. This strategy will assist in better consumer relations and expand market share, and it will prove McDonald's dedication to adapting to consumers' needs.
[bookmark: _rck4f4g5i05a]2. Brand Extension 
McDonald’s FitMenu is a new brand that offers consumers a new way to order meals based on their desires, needs and exercise goals. The increased concern for health and fitness among consumers makes it easier for FitMenu to fill in the gap between fast food and nutritional meals by providing consumers with an easy option of getting healthy meals at an affordable price (Cornelissen et al. 2022). The new service will be available through McDonald’s mobile application and through ordering terminals located inside the restaurants, where the customers will be able to specify their preferences in terms of diet, fitness, and possible food allergies. The system will have the capacity to produce personalised meal recommendations and, therefore, the blend of proteins, carbs, and healthy fats (Amiri, Li and Hasan 2023). 
Low-calorie meals, high-protein meals, plant-based meals, and keto meals will be offered to suit the needs of different customer types. McDonald's FitMenu targets consumers who are concerned with their health and fitness, active lifestyle, and working population. To encourage the use of the application, McDonald's will offer a rewards program where users can earn points for selecting FitMenu items (Azzimani et al. 2022). It improves the image of the company as well as the loyalty of the customers while also bringing the company in tune with the changing health-conscious and technologically advanced eating habits (Azzimani et al. 2022). Thus, McDonald’s FitMenu has the potential to change the landscape of fast food and raise new standards for personalised nutrition since it operates on a global scale and has a digital environment. 
McDonald’s FitMenu corresponds to the company’s brand principles of convenience, customer-centricity, and novelty to meet the new trends of a healthier lifestyle. The availability of AI-personalised, healthy meals is an addition to McDonald’s mission of offering convenient, cheap, and readily available food to people all over the world (Patra et al. 2024). This brand extension strengthens McDonald’s market position as a customer-oriented, innovative fast-food chain. It also captures McDonald’s long-standing commitment to innovation in response to the evolving market environment.
[bookmark: _v2w9ox533zud]3. STP for the New Brand Extension 
[bookmark: _gewxxujz7is9]3.1 Market Segmentation 
Segmentation is a significant process that breaks down a huge market into smaller and more defined groups of consumers (Kotler et al. 2020). Market segmentation categorises consumers into groups that are likely to have something in common, thus helping McDonald's to market itself well. 
· Geographic Segmentation
Target Market: The service will primarily be situated in urban and suburban areas since these areas are associated with fitness trends, a fast pace of life, and the use of technology.
Regional Health Trends: As obesity rates are increasing and health awareness is growing, more people in the United States, United Kingdom, Canada, and Australia need personalised nutrition (Kurtz et al. 2022).
· Demographic Segmentation
Young adults (18-34 years): The target group of the fast-food lovers, students, and other young working individuals who are conscious of their fitness levels (Wang and Wang, 2024).
35-50 (Working Professionals and Parents): Targeted working-class individuals and parents who need healthy and convenient food options for themselves and their families. 
Customer classification: The middle to high-income earners who are willing to spend on their health but are also conscious of the costs (Usgaonkar, Naik and Shetty, 2023).
· Psychographic Segmentation
Tech-savvy consumers: A group of customers who use applications, artificial intelligence, and personalised offers.
Target group: Environmentalists and vegan customers who are concerned about the quality of the food they consume.
· Behavioural Segmentation
Frequency of Purchase: McDonald’s should focus on the customers who frequently visit the restaurant.
Brand Loyalty: The idea of FitMenu will also be associated with McDonald's Rewards Program, which will make customers order more often.
Health-Conscious Consumer: This segment is focused on consumers who are conscious of the number of calories in the foods they consume and need high protein and plant-based meals (Sharma et al. 2024).
[bookmark: _cbbfctbgsuy]3.2 Targeting Strategy
Health-Conscious Consumers: Fitness enthusiasts, gym-goers, and diet-conscious individuals.
Busy Professionals: Working population and students since they are always in search of delicious and healthy meals to grab as they continue with their busy schedules.
Digital Generation customers: This relates to millennial and Gen Z customers who rely on artificial intelligence to make their purchase decisions and personalised offers.
Target Consumers: Vegetarians and those who are sensitive to the environment and the sources of their food.
[bookmark: _6wm1glndzbkj]3.3 Positioning Strategy
Positioning is also significant in distinguishing FitMenu from McDonald’s conventional products and other related brands. McDonald’s FitMenu will be a concept that will be aligned with the use of Artificial Intelligence to offer healthy, tasty, and personalised meals. 
· Differentiation strategy: how FitMenu is exceptional
As stated in Michael Porter's Differentiation Theory, one of the strategies that can help a firm achieve competitive advantage is product differentiation, that is, offering additional features that go beyond price (Tkemaladze, 2025). Based on this, FitMenu will rely on three main sources of competitive advantage:
AI-Powered Personalisation: Unlike similar competitors that offer healthy meals that do not necessarily meet the dietary needs, fitness, and health concerns of individuals, FitMenu will incorporate the use of artificial intelligence to enable it to serve personalised meals to its clients.
Healthy and Nutritious Foods: The inclusion of organic foods, plant foods and protein foods will be used in FitMenu to meet the needs of green consumers and fitness freaks (Weisse, 2024).
· Positioning Statement:
“For the health-conscious consumers and the working population, Mcdonald's FitMenu brings an AI-based, customised meal solution for health with convenience.”
· Competitive Advantage and Market Positioning
FitMenu does not have the conventional fast foods that are associated with McDonald's but instead presents balanced meals. Unlike Subway and Panera, FitMenu now has an AI to build meals for customers and links to fitness apps. Compared to meal Subscription Services (like HelloFresh and Blue Apron), the new service by McDonald’s will present a convenient, cheap, and fast meal option with no contracts.
· Positioning Map
[image: ]
Figure: Positioning Matrix
(Source: Self-made)
[bookmark: _uft8uncjkeee]4. Customer Persona Profile
A customer persona is a hypothetical or fictional representation created and developed based on research on the target market, demographic data, and consumer behaviour (Hsu et al. 2024). It is useful in helping business organisations to identify customer needs, their preferred products and the way they purchase them. Customer persona also helps McDonald’s FitMenu to create effective marketing strategies and devise products that would be suitable for the target customer (Hsu et al. 2024). It confirms that the new product meets the consumers’ lifestyle, their values, and their desire to be healthy. This targeted approach leads to the engagement of more clients, the satisfaction of the existing clients, and the efficiency of the advertisement promos that result in the success and acceptance of the new FitMenu brand extension..
	Factors
	Descriptions

	


Demographic Information
	Name: Mr. Alex
Age: 28 years
Gender: Male
Location: London, UK
Education: Business Administration
Occupation: Marketing manager 
Income: 65,000 pounds per annum
Lifestyle: Busy, health-conscious, and career-focused

	




Psychographic Information
	Health and fitness
	· Use fitness like Apple Health 
· Goes to the gym for 4-5 times per week 

	
	

Personality Traits

	· Tech-savvy and enjoy using AI-driven solutions 
· Highly ambitious, productive, and value efficiency
· Prefer brands that align with sustainability goals and health

	
	
Food preferences
	· Enjoy customised meal plans 
· Prefer organic, sustainable, and plan-based options 
· Choose nutritious and quick meals 

	

Pains Points and Needs
	· Seeks for affordable and personalised food menus
· Struggle to find fast and healthy meals 
· Foods that align with fitness and dietary goals


[bookmark: _373a9iheryfo]5. Marketing mix strategies
The marketing mix is a set of tactics consisting of the 7Ps, which are Product, Price, Place, Promotion, People, Process and Physical Evidence, used to meet the needs of customers, increase the competitiveness of the firm and achieve the company's goals (Kotler et al. 2020). In the current marketing mix strategy, the 7Ps are useful for McDonald’s new service strategy in order to provide a comprehensive approach. 

Figure: 7Ps of Marketing Mix
(Source: Self-made)
· Product strategy
The product strategy is focused on AI-personalised healthy meals, which allow customers in order to receive tailored meal recommendations based on their fitness goals (Mustapha, Mustapha and Mustapha, 2024). By using the AI technology in FitMenu, the meals are customised to contain the right proportions of macronutrients, high-protein, low-carb, and plant-based meals. Personalisation is an important aspect of this strategy; consumers have an option of entering their dietary needs and preferences through the McDonald's application to develop a diet plan (Cavdar Aksoy et al. 2021).
· Pricing strategy
The strategy employed in the pricing of McDonald’s FitMenu is the value-based pricing strategy so that the customers consider the price worth the value they get in terms of health, personalisation, and quality of the ingredients used (Hinterhuber and Snelgrove, 2021). Pricing of the meals will be based on the level of personalisation with basic meals through the FitMenu will be relatively cheaper, while highly customised meals are more expensive. This is aligned with the Perceived Value Theory, which states that customers are willing to pay for meals that are customised to their fitness needs (Singh et al. 2021).
· Place strategy
FitMenu will initially be launched in some of the urban markets with high demand for healthy foods and then expand depending on the market acceptance. The distribution strategy involves the use of McDonald’s mobile app through which the customers can place orders that have been customised by the use of artificial intelligence for either takeaway, eating-in, or delivery (Sardjono et al. 2023). Partnerships with fitness centres, offices, and wellness companies will help to open up the services. Smart vending machines placed in gyms, universities, and co-working spaces will offer healthy meals that can be accessed quickly and are suitable for working people and those who exercise (Kotler et al. 2020).
· Promotional strategy

Figure: Promotional strategies for the new service
(Source: Self-made)
The promotion involves the use of both online and offline media. Social media marketing, affiliate marketing, using influencers and advertising through artificial intelligence will improve brand exposure (Hooley et al. 2020). Influencer marketing strategy is significant, where fitness influencers and nutritionists recommend the AI-personalised FitMenu and enhance the reliability of the product for the consumer. Interactive social media campaigns will be utilised, such as quizzes to determine customised meal suggestions (van der Bend et al. 2022). Traditional forms of advertising, such as billboards at fitness centres, subway lines, and business centres, can also be part of McDonald's shift towards offering healthier products. Promotions such as loyalty programs, first-time orders with AI-personalised products and services, and limited-time offers can be advertised as seasonal FitMenu products.
· People 
The people strategy contributes to having an adequate number of employees who are trained on the AI-based meal personalisation and nutrition (Starke et al. 2025). The employee training will be based on the recommendations made by the artificial intelligence system, the ways of improving customer service, and the techniques for persuading consumers to make healthier choices. Fitness and nutritionists from McDonald’s should be employed and aligned with the customer service team to provide directions on the right meals to order (Raj and Singh, 2021). 
· Process 
The process strategy aims at improving the use of artificial intelligence in meal customization while at the same time providing efficiency in the delivery of services (Whittington et al., 2023). The McDonald’s application will be designed with an easy-to-use interface that will enable customers to input dietary requirements, fitness objectives, and food allergies in order to get the appropriate recommendation on meals within a short span of time. This is not only beneficial to the customers but also helpful in regard to the preparation of the orders. It will also use historical data to determine the demand for each item for the day to avoid food wastage and ensure appropriate restocking (Nweje and Taiwo, 2025). In addition, the application of AI in self-service kiosks and drive-thru systems will enhance order accuracy and reduce the time taken in the preparation of healthy foods and their deliveries to the clients.
· Physical evidence
The packaging will be biodegradable, which will be in line with the sustainable aspect of the brand, and on the package, there will be macronutrient content, calorie content, and an AI-recommended value depending on the consumer’s need (Wu 2021 Misra and Mohanty 2021). This approach is environmentally friendly and also promotes health consciousness in individuals. Particular stores will have separate FitMenu zones selling products with simple and rather minimalist designs focusing on healthy eating. Lighting by natural lighting and environmentally friendly and simple interior design will be applied to contrast the fast-food environment and promote healthy eating.
In order to build on this concept, intelligent vending machines will be placed in places with heavy traffic, including gymnasiums, working places and transport facilities. These machines will provide easy access to FitMenu products. They will have digital interfaces for the AI to recommend meals to the customers, thus improving the customer experience while at the same time creating a modern image of the company that caters for the needs of the busy lifestyle consumers.
[bookmark: _5pk532lrteux]6. Conclusion 
The study has summarised that McDonald’s FitMenu is a successful example of a brand-sustaining addition that responds to the new tendencies of health-oriented, convenient, and individualised dietary choices. This report has explained the use of AI in developing FitMenu, which provides personalised meals to its users based on their preferences, thus increasing the customers’ satisfaction and brand loyalty. The 7Ps marketing mix covers all the aspects that are vital in marketing; hence, there is a combination of product differentiation, effective pricing strategies, ideal place, and suitable promotion. Digital integration, influencer marketing, and AI recommendations ensure that McDonald's deploys a tailored fast-food solutions strategy.  The company’s FitMenu has thus positioned itself well within the competitive environment by having well-trained staff, efficient AI-driven processes, and strong physical evidence of its commitment to health. 
This not only increases the market share of the brand but also enhances the company's image as one that cares about its clients and is ready to adapt to the newest trends. Currently, there is a growing trend of people seeking healthy foods, and McDonald's FitMenu can change the market since healthy foods will be more popular among consumers. McDonald’s should expand FitMenu in several urban locations initially, advertise through digital media to target customers, and involve fitness enthusiasts to endorse the product. Further, healthy menu innovation and engagement of customer feedback will help maintain customer loyalty and improve customer experience, which will help the business to sustain the health-conscious market in the long run.
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