PAGE  
PAGE  
i

The role of product innovation in McDonald's

                                        [image: image1.png]



                  Module name： Organisational Consultancy          

Name:Mian Wei

Student ID: 1903370

Executive summary

The current research used both primary and secondary sources to obtain information concerning McDonald’s food products in the market. Specifically, the information obtained from the customers through questionnaires revealed that the customers need the company to introduce a variety of different dishes to satisfy their customers’ needs. Besides, the customers’ feedback reflected that they wanted McDonalds to introduce food such as roasted potatoes, pizza and rice. Also, the feedback from the company managers through the interviews reflects that McDonalds needs to develop new products in order to attract more customers. Also, the secondary research findings show that McDonalds needs to employ quality control, add more dishes in the menu and try different styles of preparing these dishes. Also, based on the project findings customers showcase some satisfaction towards McDonalds dishes with few complains about lack of variety and health concerns.

Also, the findings communicate that McDonalds slightly lags behind in terms of assessing the needs and demands of its customers in the market. Beside, findings also show that the fast food restaurant needs to engage in product improvement and innovation in order to retain its customers in the market. In this regard, it is recommended that McDonalds should add new products such as mushrooms, vegetables and range of whole meal foods and contemporary traditional dishes.
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1.0 Introduction 

According to Yao and Zhao (2012) there are myriad transformations that have taken place in the global economic environment with regards to technology that seem to impact the strategies used by global companies. In this case, many organisations find it imperative to modify some of their business strategies in order to synchronise their strategies with these changes in a bid to maintain their respective market shares in the global markets. This is due to the increase in business competition across various sectors on a global scale (Adhikari, 2011). For this rationale, several companies operating on a global scale are imposed to undertake products research and development across various fields through innovation associated with techniques that entail; product innovation, product marketing and management process. In addition, this is based on the necessity of the organisation to implement innovative ideas that will aid in creating contrast between its products and that of the competitors in the market. Therefore, this research is undertaken considering the critical role of product innovation would play in McDonald's so that suggestions can be offered accordingly. 

In this vein, this report will highlight the main objectives of the project as well as present an in-depth coverage of the research methods and data collection techniques applied in the project. Subsequently, this will entail a discussion of the project findings and analysis. In addition, this will be followed by discussions and recommendation. The final part of this report will be offer conclusion. 

2.0 Aim and objectives of the project 

The primary aim of this project is to explore the role of product innovation in McDonald's. Three specific objectives will be focused on as outlined below; 

1. To evaluate customers' satisfaction with the dishes provided by McDonald's 

2. To conduct market research to fully understand consumers' needs in McDonald's 

3. To identify the need to improve products and carry out product innovation, so as to launch more attractive new products, increase the number of customers and increase sales revenue in McDonald's

3.0 Detailed research method/data collection 

3.1 Primary research findings

Data collection

The primary data is collected through questionnaire and interview methods. The use of two methods is important for this project to facilitate triangulation which entails using multiple methods to collect data about the same phenomena (Bryman, 2017). In this way, this project can achieve data in depth, and hence there is high confidence of the findings obtained from the two methods. The questionnaires were supplied to McDonald customers by online through the social media. To access customers of McDonald, the researcher logged in the social media site of McDonald and sent private messages to its followers. Through this, it was able to obtain 10 customers who participated willingly in questionnaire survey. The interview questions were directed to the managers of McDonald’s and it was conducted through telephone. This involved three managers whose contacts were found on the company’s website.

Analysis of results in the questionnaires

According to the results of the questionnaire, it is evidenced that a high percentage of the customers (65%) visit McDonalds every week and 20% of the customers visit McDonalds very often. This indicates that the company is very popular and many people prefer buying their meals. This is in sync with Anderson and Mirosa (2014) who argue that McDonalds is very popular which is why it attracts many customers. In addition, the questionnaires responses show that 50% of the customers felt that the McDonalds food tastes okay while 20% stated that it tastes good. This reflects that the company’s foods are considered to be average and do not have any unique taste that would make customers consider them very tasty. In this case, the company needs to make some improvements regarding its products innovations in order to enthral customers in the market. 

Also, the responses indicate that Chicken McNuggets scored the highest with 44% as the favourite dish, which was followed by French Fries, which scored 39%. This signifies that these two dishes are the most popular in the organisation and main drivers for increasing the company’s sales in the market. This confirms the findings of Johansen (2012), who mention that French Fries and Chicken nuggets are the most popular meals in fast food restaurants. 

Moreover, the customers’ feedback reflected that they wanted McDonalds to introduce food such as moon cakes, mushroom recipes and vegetable chips. This confirms that the company needs to introduce a variety of different dishes to satisfy customers’ needs. This is consistent with the findings of Anderson and Mirosa (2014) who states that it is imperative for fast food restaurants to introduce various dishes in order to combat brand monotony.

In terms of value for money, 66% of the customers’ feel that they get value for money when they purchase McDonalds’ food products. This means that food products at McDonalds’ are of good quality and charged fair prices. Lastly, the questionnaires reveal that 52% of the customers would recommend McDonalds to their friends. This finding communicates that McDonalds holds a positive image to its customers and thus why the customers show interest to recommend it to friends. This is in line with Cameron (2011) who notes that companies that portray positive image to customer are bound to experience positive word-of-mouth from these customers. 

Results from interviews

The findings indicate that main dishes offered by McDonalds are, French Fries, Big Mac, Snack Wrap, Happy Meal, Egg McMuffin and Chicken McNuggets. Accordingly, the managers stated that the McDonalds customer favourite dishes include Chicken McNuggets and French fries. Notably, this response matches with the responses provided by the customers in the questionnaires. This report holds that the managers of McDonald understand the dishes that have demand among the customers. This finding is supported by Pradhan (2012) who claims that it is critical for company managers to know the main products that attract demand so that they can understand what customers look for in these products and develop more products like them.
In addition, from the managers’ responses from the interview, it can be noted that customers are looking for healthier food choices such as vegetable and whole meal foods. This is in line with need for combating lifestyle diseases that are associated with junk foods. Accordingly, this results align with NHS (2020) that healthy eating habits enable one to live an extra decade of disease free life. Moreover, the managers reveal that the company is using product innovation to come up with new dishes that will fulfil the customers’ needs. This signifies that the company takes into consideration the needs and expectations of the customers and it will do all it can to achieve this because it understands the importance of product innovation. In this respect, this favours the sentiments put forwards by Reguia (2014) stating that it is vital for firms to understand product innovation because it helps to curb business extinction and enhance competitiveness. Regarding suggestions on product improvement, the majority of the managers agreed that it is vital to develop new flavours of the existing dishes and add new dishes such as organic foods such as whole meal foods and vegetables. 
3.2 Secondary research findings

In order to support this business consultancy report, the primary research was supported by secondary sources. In this case, the secondary aimed to determine the influence of product innovation on McDonalds, including customers’ recommendations and perspective regarding product innovation. Therefore, it is worth noting that the researchers from our team collected secondary data from various online books and journals that are related to the topic.

 For example, Pradhan (2012) findings show that McDonald offers a variety of dishes for its customers that enable it to attract high demand from consumer sin the market. This is because the company understand that offering a wide array of dishes for the customers will enable is to enhance customer satisfaction and retention in a highly competitive environment.  Also, Reguia (2014) noted that McDonald takes into consideration the preferences and behaviours of its customers in the market. This is due to the fact that the firm intends to modify some of its products through innovation to fully satisfy their needs, expectation and preferences. Moreover, it is notable that Anderson and Mirosa (2014) argue that McDonalds should employ quality control, add more dishes in the menu and try different styles of preparing these dishes. This is because it will help the company to boost demand as well as augment sales revenue. 

4.0 Discussions

4.1 Customers' satisfaction with the dishes provided by McDonald's

According to Canny (2013), customer satisfaction refers to the measure of how a company’s products or services meets of exceed the expectations of the customers. While assessing the customers’ satisfaction with the dishes provided by McDonalds, the findings presented that customers showcased substantial level of satisfaction about the organisation’s dishes. This is because certain aspects such as the quality of food, the taste of the food as well as the temperature of the served food play imperative roles in driving customers’ satisfaction in the fast food restaurants. Also, Al-Tit (2015), findings indicate that specific aspects of food quality directly influence the level of customers’ satisfaction in restaurants. In this case, the elements of food quality include; freshness of the food, enticing smell of the food, as well as a plethora of menu items. In addition, the results from the customers’ responses indicated that they were satisfied with the dishes offered by McDonalds. This can be based on the assumption that the foods taste good, have enticing smells and are considered to be fresh. For instance, if a customer orders for food and then realises that that food smells stale, the customer is likely to complain to the company’s management and end up not buying any food from the company ever again. This is because the company has failed to offer quality food. In this in turn will affect the demand of the company’s food in the market. Canny (2013) findings also indicate that companies that have many satisfied customers have more competitive edge in the market and for this reason fast food restaurants should ensure that they offer quality foods in order to foster customer satisfaction.  However, according to Dalavagas (2020) there are customers that have show dissatisfaction towards the foods offered at McDonalds. This is because they claim that the fast food restaurant lacks a variety of dishes that customers can choose from the menu. As such, some customers have suggested the company to include food such as rice, roasted potatoes and pizza. 
4.2 Consumers' needs and demands for fast food dishes

Ayo, Bonabana and Sserunkuuma (2012) define fast food as food that is prepared quickly by restaurants, which are readily available for consumers’ consumption. Regardless of the increasing concern for consumption of healthy diets, there is a growing demand for fast foods all over the globe that has led to the influx of fast food restaurants in various global markets. However, consumers are now aware of the benefits of healthy eating habits and for this reason, they have shifted their attention to companies that deal with fast foods that are low in fat. Because of this it is necessary for fast food restaurants to understand that consumers have amended their eating habits and diets in order to ameliorate their health and resultantly, these restaurants should shape the landscape of the market’s wellness (Wishnick, 2011). 
In this regard, the public usually subjects companies that do not have healthy diet options for their customers to criticism. As a matter of fact, McDonalds is among the fast food restaurants that face this challenge in the market even though it introduced some healthy options for its health conscious customer. For example, it introduced the burger with meat patty that is free from fats but the customers still had doubts about the authenticity of the product (New York Times, 2020). Results obtained by Schlosser (2012) show that it is important for fast food companies to ensure that they properly understand the needs and demand of the consumers in the market. This is because understanding their needs enables an organisation to provide fast foods that they deem to be appropriate and less harmful to their health. In this case, it can be assumed that McDonalds slightly lags behind in terms of assessing the needs and demands of its customers in the market (Schlosser, 2012)

In addition, it was found that customers need fast food restaurants to have high product diversity. This was reflected by the manner in which the customers of McDonald mentioned that they hoped the company would introduce more products specifically shedding light on rice, roasted potatoes and pizza. If at all McDonalds had prior knowledge about the needs and demand of its customers, it would have introduced the additional food products that customers are yearning for in the market. This attempt would enable the company to attract high demand for its fast food as well as enhance its flexibility in the market to respond to changes in the market resulting in high customers’ retention (Greenspan, 2019). 
4.3 Products improvement and product innovation needed by McDonald's  

Due to the increased level of competition in the fast food industry, many fast food restaurants have taken advantage product innovation to boost their competitiveness in the market (Sajid et al., 2015). Based on the findings from the customers and the managers of McDonalds, it is evident that the company needs to shape its business strategy in a manner that fosters product development and innovation in order to fulfil its customers’ needs. This is because the customers are increasingly seeking healthier food options. As such, this means that McDonalds should improve the existing food products or rather engage in product innovation to offer new menu to its customers. In this vein, it is essential for McDonalds to ensure that it alters the tastes and features of some of its food products especially like the Big mac food option as it has never changed ever since it was introduced by the company (Yao and Zhao, 2012). For instance, McDonalds can include some roasted potatoes or rice to be served with the Big mac food option which would reflect appropriate product improvement towards the customers. In addition, the company can also introduce some contemporary traditional food options that sought after by consumers in UK. This is supported by the findings by Sajid et al. (2015) that indicate that product innovation should be directed towards offering customers what they needs and demand from the market. In addition, through product innovation, McDonalds will be in a position to understand the needs of its customers including new characteristics as the company continues to develop new patterns of the product. Furthermore, product innovation will help McDonalds to take advantage of new market opportunities, create consumers’ value as well as experience growth in the fast food industry (Sharma, 2020). Also, according to Lundahl (2012), McDonalds will benefit from product innovation because it will result in higher productivity and lower costs because it includes improving the existing food products. Therefore, it is necessary for McDonalds to satisfy consumers’ needs by ensuring to perform products improvement and product innovation. 

5.0 Recommendations 

5.1 To improve customers' satisfaction 

According to Silvestri, Piccarozzi and Aquilani (2019), there are specific aspects of fast food quality that play significant roles in influencing customer satisfaction among customers. As such, many customers take into consideration whether the fast food purchased from fast food restaurants are tasty, served warm, are fresh and also have enticing smells.  This is because no customer would want to spend money on fast food dishes that taste bad, are served cold, stale and lack enticing smells (Mattern, 2011). With regards to McDonalds, it can be noted that 65% of the customers visit the restaurant every week while 20% visit the restaurant often. This means that the number of customers that visit the restaurant often is low compared to the fact that fast food are on high demand among consumers these days. Also, 50% of the customers felt that the McDonalds food taste okay while 20% felt that it tastes good. This reflects that the company’s foods are considered to be average and do not have any unique taste that would make customers consider them very tasty or have excellent taste. So, if McDonalds customers perceived that the food have excellent tastes, this would have caused the customers to frequently visit the restaurant and thus help the company to have a high percentage of customers visiting the restaurant often and a significant percentage of customers every week. Also, to Senker (2016) some customers show dissatisfaction towards the foods offered at McDonalds mainly because the company does not have a plethora of food choices to choose from. 
For this reason, first and foremost, this report recommends McDonald to ensure that it adds a few food products to its menu list (Maari, 2018). For example, the company can add rice, pizza or roasted potatoes.  This will enthral the customers at McDonalds because some of them have suggested that adding these food options will help to enhance their experience and customer satisfaction towards the restaurants. In addition, McDonald will need to understand how the customers want the new food products to be so that it can help in fulfilling their needs and expectations. The advantage of McDonald adding these dishes to its menu list is that it will help the company to add value to its customers (Hanaysha and Pech, 2018).

5.2 To satisfy consumers' needs and demands for healthier dishes

The indisputable trend notable in the fast food consumer market is the switch of consumers towards fast food that are fresher and healthier because they are now more knowledgeable about the benefits associated with healthy eating (Rauf and Butt, 2012). As such, this has led to many challenges in the fast food industry as many restaurants experienced their sale dip as they struggled to shift their attention towards complying with consumers needs and demands in the market. In this vein, Kanyan, Ngana and Voon, (2016) mention that the adaptability capacity of restaurants towards this trend highly determines whether the fast food organisation will experience success or not in the markets they operate in. As much as fast food restaurants such McDonalds have tried to introduce low-fat food options for its customers, the company has continued to experience backlash from the public. For example, according to the New York Times (2020), it introduced the burger with meat patty that is free from fats but the customers still continued to criticise the firm’s move to offer healthy had doubts about the authenticity of the product (New York Times, 2020). This was mainly because the customers still felt that the company was not fully capable of providing healthy food considering that it deals with “junk” food. 
In this vein, this report suggests that McDonalds should lean towards offering healthy food. Firstly, the company needs to ensure that some of the food deep-fried in oil is baked instead so as to reduce the high fat content build up inside the food. Also, instead of using genetically modified broilers chicken, McDonalds should use healthy broilers chicken (Smil, 2013). This is because there are many health concerns projected by customers towards the kind of broiler chicken used by the fast food restaurant. According to Burton, (2016), genetically modified broilers chicken can cause cancer in humans and that is why many customers are sensitive towards companies that offer fried chicken. In addition, McDonald can try to serve salads alongside its other dishes in order to reflect its intention to promote healthy eating. As such, these measures will enable McDonalds as a fast food restaurant to attract demand from health conscious customer because they will perceive that the company is taking into consideration there needs and demands in fast food dishes. Moreover, employing this suggestion will allow the company to gain competitive edge in the industry resulting in increased sales and profitability (Puckett, 2013).

5.3 Products improvement and product innovation needed by McDonald's  

Notably, McDonald’s fast food restaurant has lost some customers over the years since its first debut in 1940. This is because the customers seem to be bored with the same old food products that are being offered by McDonalds. In this vein, this report suggests that McDonalds needs to include more products in its menu list. For example, it is essential for the company to add dishes such as pizza, roasted potatoes or rice to be served with the Big mac food option which is a popular combo in McDonalds.  Moreover, McDonalds should also consider contemporary traditional food options depending on the region the company is operating in in order to appeal to the local consumers. For instance, if the fast food restaurant is operating in China, the company can enthral the Chinese consumers through the introduction of product innovation such as mushrooms, noodles, spring rolls or  Szechwan Chilli Chicken. As such, the consumer can be served these traditional dishes with McDonald’s basis dishes to offer them unique experiences (Pratap, 2020). Also, this will allow McDonalds to understand the needs of its customers including new characteristics as the company continues to develop new patterns of the product. If McDonalds decided to undertake this recommendation, the company will be in a better state to attract new customers as well as recover the lost customers. Consequently, McDonald’s fast food restaurant will also have the capacity to enhance its competitive edge in the market that will allow it to take advantage of untapped market opportunities in other countries (Brook, 2019).

6.0 Project Plan

The following shows the most cost effective and time efficient plan for McDonald’s fast food restaurant to undertake the implementation of the above-mentioned recommendations. 

	Duration in months
	Action

	May-June
	Add new products such as such as vegetables and range of whole meal foods

	May
	Use healthy broilers chicken in all McDonald’s restaurants globally.

	June-July
	Add contemporary traditional dishes such as kidney pie and steak  


7.0 Conclusion 

The previous research used both primary and secondary sources to obtain information concerning McDonald’s food products in the market. As such, the information obtained from the customers through questionnaires revealed that the customers need the company to introduce a variety of different dishes to satisfy their customers’ needs. Moreover, the customers’ feedback reflected that they wanted McDonalds to introduce food such as such as moon cakes, mushrooms, vegetables and whole meal foods. Also, the feedback from the company managers through the interviews reflects that McDonalds needs to develop new products in order to attract more customers. Also, the secondary research findings show that McDonalds needs to employ quality control, add more dishes in the menu and try different styles of preparing these dishes. Also, based on the project findings customers showcase some satisfaction towards McDonalds dishes with few complains about lack of variety and health concerns.

Also, the findings communicate that McDonalds slightly lags behind in terms of assessing the needs and demands of its customers in the market. Beside, findings also show that the fast food restaurant needs to engage in product improvement and innovation in order to retain its customers in the market. As such, it is recommended that McDonalds should add new products such as such as mushrooms, vegetables and range of whole meal foods and contemporary traditional dishes.
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Appendix 1: SWOT

	Strengths

1. High brand value

2. Strong market share/position

3. Strong financial muscle 

4. Moderate market diversification strategy

	Weaknesses

1. High in fat food

2. Weakening brand image

3. Low product diversity

	Opportunities

1. Entry into new markets in Asia

2. Adding healthy food to streamline customers’ perception towards the brand.
	Threats

1. Increased competition in the industry.

2. Increased health conscious consumers

3. Changing consumers’ needs 


Appendix 2: Questionnaire for customers 

1. How often do you check in at McDonalds?

Once a week 

Once every fortnight

Once a month 

Very often

Never 

2. How do you rate the dishes at McDonald’s?

OK

Good

Very good

Excellent 

3. Your favourite dish in McDonald’s is

French Fries 

Big Mac 

Snack Wrap 

Happy Meal

Egg McMuffin

Chicken McNuggets

Others (specify)

4. What kind of dishes do you want McDonald’s to introduce

(Please name them) 

5. How are the workers at McDonald’s?

 Cool

Friendly 

Very friendly  

Indifferent 

6. Do you get value for money at McDonald’s?

Yes

No

7. Would you recommend your friends to check in at McDonald’s?

 Strongly recommend

Recommend 

Not recommend 

Appendix 3: Interview for the managers 

1. What are the main dishes do you offer in the restaurant?

2. What kind of dishes does your customers like most?

3. Is there any kind of dishes demanded by customers but it is not offered in your restaurant?

4. What is the restaurant doing in order to offer new dishes demanded by customers?

5. What suggestions can you give for McDonald's to improve its products and increase the number of customers and the company's sales revenue? 


