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Introduction
SME are small, medium sized enterprise that are developing and becoming more important economically and numerically (Jenkins, 2004, p37). SME’S have 250 employees and less than turnover of 1million. SME make up 99.9% per cent of all business in the UK (Day, 2020) therefore it has a significant impact on the economy and growth. When in need of help the government helps these businesses by offering incentives, access to loans to keep them in business (Liberto, 2020). These enterprises also help by employing huge numbers of employees and shape innovation. 
This report will be analysing McDonalds UK and will be elaborating in depth of its strategic management. Environmental tools will be used to conduct its factors such as internal and external which play a role in Mcdonalds UK and to understand it on a bigger scale. Stakeholder analysis will enable to understand issue and barriers of McDonalds UK and how it can hindrance risks. 
Sustainable strategic growth for McDonalds UK will be discussed and why it is right for McDonald long-term. Key strategic points will be recommended for McDonalds UK future and how to implement it, alongside the challenges that may arise ending with an inclusive conclusion.
McDonalds UK
McDonalds UK is a fast food restaurant that is known for its ham burgers the ‘big macs’ (McDonalds, 2019) and the likes of children’s happy meals, mcflurry, filet ‘o’ fish and morning breakfast.  Although McDonalds UK is a franchise the rest are abdicating to one McDonald UK standard. McDonalds UK restaurant was first launched in 1974 October in Woolwich south east London (McDonalds, 2019).
Strategic management helps enterprises to have a systematic process, it allows it to focus and determine the purpose of any organisation. It can also help for future goals, enable continuity success and be a eye opener from unexpected surprises by having an advanced plan for the protection of the enterprise.
Lynch, 2018, p9 summarised strategic well by stating that it is” the identification of the purpose of the organisation and the plans and actions to achieve that purpose” McDonalds UK play this very well as from the beginning it is very persistent with the way it activates and portrays itself as a restaurant.
MISSION
“To be our customer favourite place and way to eat and drink” (McDonalds, 2020)
McDonalds UK is aligned around a strategy to ‘plan to win’ where the focus is on serving exceptional customer experience, people, product place, price and promotion (Kempczinski, 2020) McDonalds UK is constantly committed to improve its operation and enhance it customer service constantly and that is why it is still reigning as top fast food restaurant for 46 years.
VISION
“To move with velocity to drive profitable growth and become an even better McDonalds UK serving more customer delicious food each day around the world” (McDonalds, 2020)

OBJECTIVE
McDonalds UK aims to serve good food for great value in a friendly fun environment, as well as being socially responsible company that provides good returns to our shareholder” (McDonalds, 2020)
McDonalds UK believes in combining the people working for them they make great tasting food from high quality ingredients to service only the customer believes and trust in. McDonalds UK is always the first to initiate in the market for innovations’ first advertisement appeared in 1975 in cinema then after on tv in 1975 (McDonalds, 2019)
To stay on top of its competitors McDonalds UK have always made major moves within short span of time but with consistency (Bailey,2020).In 1982 breakfast was introduced something other fast food restaurant did not incorporate.1984 It was first uk quick service restaurant that introduced nutritional information on its products for the benefit of the customer.1986 McDonalds opened drive thru,1988 McDonalds banned the use of CFS in its foam packaging.1998 McDonalds UK recognised for being investor in people, celebrated 25th anniversary in uk in 1995.
2000 was millennial with its website launch, new addition Mcflurry dessert was also deployed.2005 happy meal was introduced for children. Looking back at these achievements one can firmly say McDonalds UK has always stuck to its vision, mission, and objectives always.
Most of McDonalds UK strategy matches well with Henry Mintzberg 5p’s which are plan, pattern, position, ploy, perspective (mintzberg,1978, p934) as McDonalds UK is robust in taking multifaceted approach as it is not focused on only one factor. The 5p’s help a business to implement an effective strategy these also help to focus better on future long-term and uses different aspect of a business.
McDonalds UK objective-McDonalds UK aims to serve good food for great value in a friendly fun environment as well as being socially responsible company that provides good returns to the shareholders
McDonalds UK strategy plan-McDonalds UK strategy for its goal and vision is it always refers to its motto “plan to win “by improving its current restaurants through development of food items to market penetration as this will gain its legitimacy from the stakeholders (McDonalds Corporation, 2018)
McDonalds UK ploy-By bringing out healthy options, promoting campaign this allows customers to eat healthy and help McDonalds UK gain good reputation by showing that it cares about customer health therefore meets customer needs (Nestle, 2011)  
McDonalds UK pattern-McDonalds UK focus is always on how to expand in every criterion it possibly can meet. The priority is to grow any formation possible.
McDonalds UK position-McDonalds UK image and brand are well portrayed the slogan, “I’m lovin it” McDonalds UK position itself above the rest always and it show in the business management concept of the company. 
McDonalds UK perspective-McDonalds UK has it set value which it follows by and that is sheer productive efficiency as this is the way of the brands ideology 
 

External analysis 
The Pestle analysis helps to understand the external business environment. It helps to evaluate the key functions that are affecting directly and indirectly to the business (Gupta, 2013, p13).This can also help to understand the trends, market position and other aspect that will benefit the business and keep it up to date with new strategy, target and performance plan (Dyer et al 2002). 

Political-McDonalds UK can be affected by the political factor with the UK looming with Brexit deal this can be an opportunities or threat to the business as trade agreements can get difficult and pricey. McDonalds UK CEO Steve Brooks states that although there are hype people will spend less it has not been the case with McDonald as there has been a higher expected growth, (Hobbs, 2017).
Health hygiene regulation can also play a factor as fast food are associated with health risk heart attacks and obesity. Sugar taxes imposed by government can affect the profitability. Breaching regulation and rules made McDonalds pay £200,000 in 2018 as an employee suffered knee injury in drive thru for directing traffic, (Liversedge, 2018).
Economic-This factor plays a heavy role in the success of McDonalds UK in this case UK Covid pandemic is complex as it not only do McDonalds UK have to take into account local economy but it also has to take into account the broader regions as unemployment status has a big impact on McDonalds UK.
McDonalds UK had a significant impact with sales down by 3.4% due to Covid,(Stevens,2020) McDonalds has put stop to restaurant makeovers as Covid has affected the way it runs the restaurant with it being shut and limited hours open for take away and drive thru the menu has also been reduced with the few favourite items being available (McDonald corporation, 2020).
Social-Consumer are now more aware of what they put in their bodies, more customer are being health conscious. People now look for food and beverages that contain low carb and sugar. Continuous change has led to McDonalds UK paying attention to its healthy options and McCafé option otherwise this would lead to loss of sales. The demographic means McDonalds UK must stand up to these changes for the health-conscious millennial (McDonald, 2017)
In order to sustain the demand and increase of sales in Covid McDonalds UK will need to adapt to its new menu which has been produced but also bring new or remove items that are not popular. Health should be a n important factor for any fast food brand (Pratab 2018). McDonalds UK should target the right segment who are not only young and the middle class. McDonalds UK should cater to where it is based location wise, if it is highly Asian Muslim populated area then think of bringing in halal options rather than that certain group only having filet o fish or healthy vegetarian option.
Technology-McDonalds UK has advanced in technology from self-service kiosk to online order, but this also has a negative impact as customer will not interact with other humans. This helps to replace employee with voice-based tech in it in its drive thru and drew negativity towards employee redundancy. One advantage to McDonalds UK is through its app it can create loyal fans which could develop into more customers.
Technology allows restaurants to open innovation of payment like Apple pay, Android pay which will be convenience to customers and boost sales. This can also allow for data to be used in ways for new trends and market behaviour (Duprey, 2019) and to help alter its menu and remove the taboo of junk food associated with McDonalds UK. It can improve its management and productivity; food traffic can be tracked to forecasting daily sales.
Most of all McDonalds UK can use technology to advertise on the Internet at an inexpensive expense, McDonalds UK provides Wi-Fi and tablet to satisfy its customers as one of its values are to have a fun friendly environment. With Covid throwing many fast food businesses out of profit technology has helped McDonalds UK through the apps such as Uber eat Just eat as where there are complete lockdown customers are able to from the convenience of the mobile phone or tablets. 
Legal-Legal regulation is always the biggest concern to any business but McDonalds UK must follow legal requirements from employment to Labour tax requirements McDonalds UK must pay special attention to food and safety and hygiene regulation as it's been in the spotlight in the past for poor hygiene. McDonalds UK pays business rate to local council in the UK other legal requirements that McDonalds UK must adhere to are employment law data protection consumer protection and E Commerce and discrimination law. 
Environmental-More and more customers are caring about the environments air, water pollution and how the aftermath of waste is affecting it .Although McDonalds UK was criticised for polystyrene waste in it package, McDonalds UK was the first to come up with the idea of single use packaging and that created history (Barrett, 2018) This was to reduce its waste and be environmental friendly. McDonald stopped using foam for ho beverages in 2012 after getting pressured from an NGO ‘As you sow’,
McDonalds UK goal is by 2025 to improve on reducing waste and packaging. McDonalds UK use paper-based packaging as this easily breaks down to organic ingredients more effectively. McDonalds UK believes as a big company it must play its part in addressing with strategic partnership to transform package system across the industry (McDonalds, 2020).
McDonalds UK goal is to source 100% of its package from renewable recycled sources by 2025, (McDonalds, 2020). One of the issue McDonalds UK came across is the paper straw as customers struggled to adjust to it therefore with different innovation McDonalds UK redesigned them.
At McDonalds UK restaurant it has installed recycling unit to help the customers separate paper cups to plastic cups. When meals are getting cooked the used oil is not wasted as the UK delivery fleet runs purely on bio diesel. The lighting in the restaurant is 100% led as this method uses 50% energy compared to normal light bulbs. Newer restaurants are managed heating, air conditioning, kitchen equipment and lastly motion sensitive lighting.
All these perks make a huge difference to who is environmentally friendly as customers are inclined towards those actions. Customer demand that it wants companies that embrace sustainability and purpose.65% of customers say they want to buy from purpose driven companies, (White et al, 2019).
Internal analysis
The SWOT analysis helps to understand the internal environment of a business which consist of strength, weakness, opportunities and threats. As any business McDonalds UK has its strength, weakness opportunities to grow and threat to watch out for.
	
Strength

· Loyal customer
· Well known restaurant
· Consistency in food
· Leading quick service
· Technology initiative
· Raw material

	
Weakness

· Low product diversification
· Limited process flexibility
· Operational risk


	
Opportunities

· New product development
· Introduce more healthy option on menu
· Limited time offers/products
· Rebuild brand image
	
Threat

· Health conscious customer
· Increase in tax
· New age trend
· Competitors



Strength
McDonald UK has a loyal customer base this is due to the tasty food, affordable price and quick service. McDonalds UK burgers, mcflurry ice cream are unique and can not be replicated. It has high level of consistency in their food as it is set requirement, they enrol to employees at training to ensure the food and service is the same at any McDonalds UK.
Due to quick customer service, convenient location  and perceived value even the customer that are not into their food will still visit just for the service they receive, (Huffington,2013).McDonalds UK self-service kiosk is also another strength to itself as in this current time customer just do not like waiting. McDonalds UK also purchase their raw material which help economy scale but also benefit customer through low cost product.
Weakness
McDonalds UK consistency with their food also brings forth the big issue of flexibility. McDonald seem reluctant to respond to the market variation. This will slow down McDonalds UK it has low product diversification (McDonalds corporation, p3).This will eventually make the company highly vulnerable as why would customers stick to their standard burger and fries when there is other diverse and multi choice of food in other fast food places. Low price will not cut it in the long run for McDonalds UK.
McDonalds UK had several protest and strike about its workplace relating to right to unionize, increase of wage. This can affect McDonalds UK as the impact of protest, supply chain would hugely hit the company, (Chapman,2019).McDonalds UK have also been frequently talked about their food affect health, (Whithead,2004) this has put a taint to McDonalds UK and therefore has pushed them to develop a health option on their menu.
McDonalds UK are still not capitalizing on new trends regarding healthy options, even though there is a large market demand for organic food this seems to be a notable weakness for McDonalds UK.
Opportunities
McDonalds UK should introduce new products as this will meet the growing needs of new trends in the market as well as the customers. McDonalds UK should seek to more healthy option other than the salad grill chicken or the happy meal. This would attract health conscious customers. McDonalds UK should also get up to date with trends and include alternatives to meat burgers and add vegan friendly fries.
McDonalds UK should offer limited time offers or products as this would gain McDonalds UK sales from low income customers and by binding items it will make customers think they are paying less for what the product is worth. By bringing new products it will enable McDonalds UK to see whether they are able to capitalize on it and if it is worth future investment.
Fast food restaurants are always trying to fight off the image unhealthy attached to them, therefore McDonalds UK can play it cleverly by applying its aggressive initiative towards their healthy and customed offering building brand image it can shake off reputation for sugary, unhealthy processed food (Sutton, 2015).McDonalds UK need to understand that the ‘millennial’ have not been trained to eat junk food. McDonalds UK should dedicate itself to provide more balanced choice. McDonalds UK should be working towards gathering information on these health initiatives through adverts and social media platforms.
McDonalds UK must understand that consumers are changing their taste it is not necessary that everyone is opting for heathy alternatives but sometimes food quality and fine dining instigates this situation Although McDonalds UK have removed preservatives, artificial flavours and they are actually healthier than other fast food restaurant it still seems irrelevant to health conscious customers.
Threats 
McDonalds UK has competitors but some of these are not the fast food restaurants, these are the new trends, innovation and experimental fast food not thought of before. McDonalds UK needs to adapt as this trend is threatening their customers from eating at McDonalds UK. McDonald revenue have deteriorated in the last one year because of this.
McDonalds UK often for the millennial and health conscious can be not a very exciting place to eat. GMO regulation is also another stress as McDonalds UK to do not have policy in place, (McDonalds corporation,2015). This can be off putting as anything can be put in their food that is not legal requirement.
McDonalds UK face constant attack on managing waste pollution to a minimum. There is constant demand for McDonalds UK to set an example for the rest of fast food restaurant. Higher taxation on fast food will affect profit margin, this will be a ripple effect as customer will feel the brunt of this as there will be a increase on products.
Stakeholder analysis 
Stakeholder are groups of people who are important to the survival and success of any business (Freeman,1984, p46) Stakeholders will always have the best interest and the booming of business will always benefit its stakeholders as it will profit maximization. The business is always managed to the satisfaction of the stakeholder, customers, employees, owners, suppliers and communities. Few of McDonalds UK stakeholders include management, employees, customers, suppliers, local communities, government, and special interest group.
Stakeholder analysis is exercise that helps gather and analyse information to focus and determine whose interest should be considered when a new or developing programme or policy is set. The stakeholder mapping can also be viewed as a risk management tool.
                          
                           	Level of interest
 Low	                                         High
	Group (A)

Minimum effort
	Group (B)

Keep informed

	Group (C)

Keep satisfied
	Group (D)

Key player



             Low

Power




            High

High power and high interest.
This stakeholder group is certainly the most difficult to please and if they are not taken care of fairly any movement created by them can go heavily on the company. McDonalds UK regards it main stakeholders to be, customers, suppliers and employees (McDonalds, 2019). McDonalds UK believe these stakeholders have impact on the way the restaurant operates. 
McDonalds UK should pay attention to its management as they are the link to customers, suppliers and running of the restaurant, as how they observe and give authority will affect the rest like a domino effect. In this Covid pandemic management demand is at its utmost high as management attitude with organization will mean smooth running of all associated with McDonalds UK. Employees are the biggest asset to a business (Bedwell, 2018), if they are not respected, treated well then, the impact can be felt by stakeholder to investor. 

High power and low interest
These stakeholders have high powers therefore their interest is low. The main key is to keep them satisfied and avoid losing their interest as they can move group (D). This may include assuring them of the outcome beforehand. In this category there are local council, trade union, government. McDonalds UK would need to make sure they are on top of issue arising with authorities to avoid impact to business and brand. McDonalds UK have already been under spotlight scrutinised in the past to display nutritional information on their items and have had government issue regulations to sell healthy food (Gov.uk, 2011).
Low power and high interest
These stakeholders are interested only in strategy but lack the power to do anything as they are not very influential. McDonalds UK must convince these investors, local communities organisations with interest to strategy so that the plans are justified. Another problem which may arise for McDonalds UK is that these stakeholders may attempt to join with group C and D to gain power.
Low power and low interest
These stakeholders have lack of power and interest therefore this makes them open to influence. These stakeholders are also more likely to accept what they are told and follow instructions. McDonalds UK being a such well known fast food restaurant there is very little effort that need to be done or spent in order to manage them. The government and regulation authorities are whom McDonalds UK must be compliant with in order to avoid dispute and prosecution. 
McDonalds UK have previously been warned prosecution by Watchdog for advertising within 100m of primary school as per rule food that are high in fat, salt or sugar must not appear in context in which 25% audience are under age of 16 (BBC News, 2018).McDonalds UK already have voluntary set rule of not advertising within 200m of school. Others who would match these stakeholders would be media, bloggers, influential individuals because if they show interest then it would be beneficial to McDonalds UK as trend setters are often followed blindly.
Strategic direction
[bookmark: _Hlk56979237][bookmark: _Hlk56977302]A company’s intensive growth strategy and generic strategy change over time as this helps the companies long term business viability, (Gargasas,2012, p47). McDonalds UK is UK biggest fast food restaurant it uses intensive growth strategy to develop the business and expand. This can also be related to how McDonalds UK has handled its operational activities in this pandemic. McDonald UK has adapted well by having new lower price menu, with only limited items on it which are always popular. This generic strategy defines McDonalds UK overall approach to its competitiveness. 
There are four strategic growth choices for SME’s, market penetration product development market expansion and diversification, (Hall et al,2007,p772-78).The Ansoff matrix is a strategic tool that gives a framework to help management, marketers, executives to make strategic plan for future growth,(Ansoff,1957,p113-124) .
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Market penetration
Market penetration is being able to increase business market share through existing products or service, it is not necessary to create new item it can be simple by lowering the price of existing product. McDonald UK strong feature is cost leadership as they are always looking for way to minimize cost and offer its product at low prices. In this Covid pandemic McDonalds UK have cleverly achieved this by creating new limited item menu with customer favourite items and new lower prices. 
This intensive strategy dictates McDonalds UK approach to how it is growing in the UK. One the strategies McDonalds UK could try, and push generate sales by implementing discount and short term promotional as this will target repeat purchaser. This is needed more than ever as due to pandemic McDonalds UK is only offering takeaway and drive through and this would invest in the ones who are not purchasing due to working from home, or quarantine at home.
 Being able to understand the change in external environment and decision making of internal capabilities (Uncles, 2000, p1-9) will enhance McDonalds UK ability to managing customer relationship to marketing personnel. By McDonalds UK understanding and implementing this then it will keep its loyal customers and bring forth value to the company through its actions which can only bring more interest to the stakeholders.
Product development
Product development is developing new product that will still serve the same market. A company can sell the innovation to existing customers and still grow in the market without tapping new market. This will help McDonalds UK marketers to gain knowledge of existing buyers and build on portfolio of networks. McDonalds UK have already done this by adding salad option, small heathy section for those who watch what they eat and having the popular dessert ‘Mcflurry’ ice-cream.
McDonalds UK would gain if it had more option for vegetarian as there is estimated 600,000 vegans in the UK, (City and finance, 2019). This growth strategy will help McDonalds UK to capture more customers by attracting them to new products. This will help with McDonalds UK differentiation generic strategy of making the company distinctive with the new product. McDonalds UK could also introduce a temporary strategy where it brings in product for limited time e.g., halal burger but only on Eid day. This will be giving customer something new to experience but also experiment with product which may lead to it being permanent in future.

Market expansion
Market expansion is bringing in new products to the new market. This can involve going to new town or by targeting a different market segment. McDonalds UK use this strategy to tap potential areas where there is no presence of their restaurant. The only way to keep and support this intensive growth strategy would be to not increase the product prices, McDonalds UK can support this by enhanced flexibility on customer service, strategic thinking analysing the competitive advantage with business level strategy.
To gain an enhanced profitable market niche McDonalds UK creates a successful in the consumers mind which is evident as it serves over 1 million of customers a day. McDonalds UK also boost customer care relation, high hygiene condition, and delivery speed and therefore this is the perfect strength of why it can expand (McDonalds, 2010)
Diversification
Diversification can be tricky if a business is not too confident on their product. This risk involves creating new products and looking for new customers. To achieve these marketers must scan and study the competitors, competition and the needs and want of consumers especially if this is a new market. One strong point to note if the niche market is found at the right time the diversification can make a lot of money.
Diversification can be classified as the most radical growth and risk due to it uncertainness. McDonalds UK should introduce halal option as it would make profit due to the fact there is a want from Muslim customers for this. It can also be said that a lot of the location in where they are situated there is a large Muslim population. It should also be considered that this may not be the case for all as previously McDonalds UK did this but  this was wrong location where the majority are of Sikh ethnic and therefore they withdrew the menu as only small percentage of people were interested, (McDonalds, 2020).
McDonalds UK would highly profit if it was to take in this consideration as it was already previously trialled but only in the wrong location. This would be a sustainable strategy for the benefit of the company as there is a lot of Muslim restaurants and fast food, but nothing compared to McDonalds UK on this scale. Covid shutting down all these local fast foods, restaurant it would only make sense for McDonalds UK to go ahead with this as they are financially stable and where others would struggle to gather publicity, popularity, trust McDonalds would prosper.
Strategic recommendations 
Due to the nature of SME’s being small it is difficult to set up the business without hurdles and challenges. This will require continuous determination effort and patient. In the UK figures show SME count for 99.9% of the 5.7million business in the UK. This contributes to each business having an edge over others and not lagging. SME struggle as according to Statista 79% of UK SME’s can not attract new customers due to the size and big companies often come with past success that is why it is easier for them to gain new followers.
Managing profitability is a challenge therefore SME should look at points that can help them to increase turnover, reduce cost, how to increase productivity and efficiency
McDonalds UK must bring talk with new investors and invest in new vision and bring plan forward to the stakeholders. McDonalds UK understands that the strategy and vision of their current market penetration can only last so long before it collapses. Smart branding is important as increase in business value will generate them new customer at a speed pace. McDonalds UK will still need to maintain high quality service to existing customers and keep this in mind.
McDonalds UK generic strategy helps to determine its approach to developing the business and competitive advantage, (Gregory, 2017). Although the findings are obvious McDonalds UK are still not implementing new change. It is impossible to control the market, but McDonalds UK should change in order to increase revenue as increase in additional product will increase people interest. McDonalds UK solely cannot rely on just pricing strategy as the market they are in is easily imitated. There is nothing to say that McDonalds UK is rare in this time in the market as there is other substitute better than them and meeting requirement of new trends at similar price to McDonalds UK. McDonalds UK is losing customers (Maze,2019) this is a clear sign that what they have been doing all this time is not working now as customers are moving to healthier more new trend products.
 If McDonalds UK are to get the edge before other fast food company, they must act fast. Customers are always looking for the next big trend and if the food is right and time is of the essence then it would be difficult for anyone else to set foot as McDonalds UK has been first to make history. 
The recommendation in this case would be to adjust to trends by fuelling business growth towards market development, market penetration and intensive development strategy.
McDonalds UK must slowly change customer perception of them, this can be easily done by diversification. McDonalds UK should adapt to new image of healthy food restaurant although this seems risky it will benefit all associated with McDonalds UK in the ever-changing time. McDonalds UK has limitless opportunities to grow but it must address this threat slowly in future if they are to remain higher revenue. 
McDonalds UK has impeccable service and is a most admired food service company. McDonalds UK believe that ‘employee will appear more friendly if speed is improved’ (Jargon,2013, p1). This is highly disturbing that staff are machine to get the que down. McDonalds UK do not think that sometimes there are other factors that can affect customer perception of service. It all pinpoints to the fact that they see employee’s as a figure in the company’s HR department.
McDonalds UK need to pay attention to employees as they are the face of McDonalds UK, McDonalds UK staff are not being happy with wage and this is a reason for demotivation. If employee is not appreciated, then employee motivation will be low therefore cordial atmosphere is needed. There is no reason for this as McDonalds UK make a significant amount compared to SME’s, but no special treatment is towards employees.
McDonalds UK apply scientific Taylor motivation theory toward its employee and management ‘rules of thumb’ (Taylor,1911), as employees are watched on like preys and put pressure to work above and beyond at all time on a low wage. This will leave an instrumental mentality, (Nawaz,2011, p5549) where the goals and target of employees are different but yet both works together in same place. 
This is a fine line to tread on as competition is fierce in the fast food market and employees can easily go to another company to work for but finding one that fits the demographic is difficult. McDonalds UK must thrive on being different from competitors even through the way they treat staff as this will help the company from high employee turnover.


Conclusion 
SME in the UK play a significant part in keeping the economy going as they contribute to both the business world and society by giving opportunities to public and other entrepreneurs.
Many have witnessed fast food company come and go and no one quite compares with McDonalds UK. McDonalds UK seems to be part of UK history with minimising cost and Maximising profit like no other. It has been dominant in the market saturation but now must reconsider its vision, mission and objective as in the midst of it all it is lacking new innovation.
McDonalds UK has been assessed through various tools as PESTLE for external analysis, SWOT for internal analysis, Stakeholder analysis to determine stakeholders’ position and finding best solution to satisfy them.
McDonalds UK must have more priority on understanding how they can remain sustainable for meeting customer goals and yet provide ecosystem to which the economy and society attend to.
It is clear there is two strong future development McDonalds UK need to look out for if neither is payed attention to then McDonalds UK is more likely to be a fast food restaurant of the past. McDonalds UK must keep up with market trend and meet customer expectation and focus on employee satisfaction as these can greatly impact the success and longevity of an organization or SME business. 
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