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[bookmark: _Toc224556880]Introduction
This report will look into the macro-marketing environment and strategic reaction of McDonald's and Burger King in the fast-food market across the globe. It studies the effects of external influence on the competitive positioning and appraises the organisational strategies based on the generic strategies developed by Porter and the growth matrix developed by Ansoff to comprehend how the two firms maintain growth and competitiveness.


[bookmark: _Toc224556881]Task-01
[bookmark: _Toc224556882]1.1 Macro Marketing Environment in Strategic Marketing Management:
[bookmark: _Toc224556883]1.1.1 What is the Macro Marketing Environment?
The macro marketing environment influences an organization's marketing, strategic choices, and company success. These external characteristics, primarily managed by managers, have a tremendous effect on market potential, customer behaviour, and competitiveness. Companies must watch these external influences to detect market possibilities and risks. A good understanding of the macro environment helps a firm predict changes, reduce risk, and create market-appropriate marketing strategies (Bhasin, 2025; Market Environment, 2025). 
Strategic marketing management studies the macro marketing environment utilising the PESTEL framework, which examines political, economic, social, technical, environmental, and legal influences. This framework allows businesses to rigorously assess how external events may affect their marketing, business, and long-term plans (BA Theories, 2021).
[bookmark: _Toc224556884]1.1.2 Critical Analysis of the Macro Marketing Environment:
Strategic marketing management relies on the macro marketing environment to understand the external environment. These macro-level issues cannot be controlled by enterprises, but they should be monitored since they might affect market performance, customer demand, and competitive positioning. Continuous environmental scanning may help companies find new possibilities and avoid environmental concerns (Market Environment, 2025).
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[bookmark: _Toc224556904]Figure 1: PESTEL Analysis
Businesses commonly utilise the PESTEL framework to comprehend the macro environment and evaluate key external elements that affect strategic marketing planning (BA Theories, 2021). The key segments are as under:
Political factors
Government policies, taxation policies, trade policies, and political stability can have a major impact on organisational operations and marketing strategies. The regulatory reforms can change the pricing policies, advertising, and the choice of entering the international market.
Economic factors
Consumer buying power and market demand are affected by inflation, interest rates, unemployment, and economic growth. Businesses must adjust price, advertising, and production to economic changes.
Social factors
Lifestyle, culture, and demographics affect consumer behaviour and buying. Knowing these patterns helps marketers build goods and campaigns that meet evolving customer expectations.
Technological factors
Technological developments affect product innovation, digital marketing, and communication. Companies that adopt new technology quickly are more likely to gain a competitive edge and improve efficiency.
Environmental factors
Concerns about climate change, sustainability, and environmental legislation are influencing organisational strategy and marketing tactics. Businesses must include environmental responsibility and sustainable marketing.
Legal factors
Consumer protection, advertising, labour, and competition rules affect how companies operate and sell their goods.
Overall, the macro marketing environment analysis helps organisations to undertake a systematic environmental scanning and integrate the external experiences into strategic marketing planning. With these macro-level forces, businesses are able to react appropriately to market changes and take advantage of new opportunities as well as sustain competitive advantages in the dynamic and changing business environments (Bhasin, 2025; Market Environment, 2025). 
[bookmark: _Toc224556885]1.2 Macro-Marketing Environment Analysis of McDonald's (Pioneer) and Burger King (Follower):
[bookmark: _Toc224556886]1.2.1 Overview of the Organisations:
McDonald's – it is an organised pioneer:
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[bookmark: _Toc224556905]Figure 2: McDonald's
Industry: Quick-Service Restaurant (Fast-Food)
McDonald's serves millions of people daily in over 100 countries. The company pioneered modern fast-food strategies including franchising, uniform menus, and efficient service. Its worldwide success is due to brand awareness, large-scale organization, and technology breakthroughs in restaurant service and digital ordering (Essfeed, 2024; Latterly, 2024).
The company's highly franchised business model allows it to develop internationally fast, assure consistent revenue streams, and maintain the same service quality across regions (AInvest, 2025). McDonald has prioritised digital transformation, sustainability, and menu innovation to stay at the top of the quick-service restaurant market (Reuters, 2025).
Key organisational characteristics include:
· It has more than 42,000 restaurants around the world, which makes it one of the biggest restaurant networks across the globe (Latterly, 2024).
· An excellent digital ecosystem and loyalty programme, where over 150 million active users operate worldwide (Latterly, 2024).
· A franchise-based model, in which over 94 per cent of restaurants are franchised, allows it to grow internationally and operate efficiently (AInvest, 2025).
Burger Kin - Follower Organisation:
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[bookmark: _Toc224556906]Figure 3: Burger Kin
Burger King is a division of Restaurant Brands International and the second-largest flame-grilled burger franchise in the world. Burger King is a worldwide fast-food follower since it was created in 1954 and followed several McDonald's operating and franchising tactics (The Strategy Story, 2024; Deep Research worldwide, 2025).
Burger King's distinctive offerings like the Whopper burger and amusing marketing to younger consumers have helped it compete with McDonald's despite entering the business later (The Brand Hopper, 2024). To boost customer satisfaction and remain competitive, the firm is modernising restaurants, online ordering, and delivery (Marketing Scoop, 2024).
Important organisational features include:
· It has a powerful brand name focused on flame-grilled burgers and the Whopper product range (Deep Research Global, 2025).
· The company is increasing its investment in mobile applications, online ordering systems, and delivery strategies (Marketing Scoop, 2024).
· The planned change programmes, such as the Reclaim the Flame programme, focus on renovating restaurants and upgrading technology (The Sun, 2025).
[bookmark: _Toc224556887]1.2.2 External Macro-Marketing Actors Affecting Both Organisations:
Technological and economic factors are two major macro-marketing environmental forces that affect the fast-food industry. Such external forces highly influence the strategic marketing choices and strategies of operation of the two organisations.
	Macro Actor
	Opportunities
	Threats

	Technological
	Digital ordering systems, mobile apps, AI-driven service innovation
	High technological investment costs and intense digital competition

	Economic
	Increased demand for affordable fast-food meals
	Inflation and rising labour and food costs


[bookmark: _Toc224556901]Table 1: Key Macro-Marketing Actors and Their Impacts
[bookmark: _Toc224556888]1.2.3 Technological Factors
The fast-food sector has been changed in a large way by the technological progress, introducing the use of digital ordering platforms, automated service platforms, and AI-based tools to manage restaurants.
Opportunities
The technology gives the two companies a great chance to improve customer service and efficiency. McDonald's has invested substantially in digital ordering systems, mobile apps, customer loyalty programs, and AI-driven drive-thru technology, which speeds up service and increases consumer spending (Latterly, 2024; AInvest, 2025). McDonald's main markets have a large proportion of revenues via digital channels, indicating the growing influence of digital technology in customer buying behaviour (Latterly, 2024).
Burger King has also used digital transformation tactics including mobile ordering, loyalty programs, and online meal delivery. These improvements boost consumer convenience and the company's quick-service restaurant market share (Marketing Scoop, 2024).
Threats
In spite of these advantages, technological change also poses a number of threats. Constant innovation needs a good investment of money in digital systems, marketing technology and data management systems that can make the operation more costly (DCF Modelling, 2024). Moreover, the adoption of innovative technologies like artificial intelligence in restaurant management is likely to provoke the fear that workers are being spied upon and that their data is being monitored, especially when the process of analysing staff performance or customer behaviour is carried out using artificial intelligence-based solutions (The Guardian, 2026).
Thus, as much as technological advancement has strategic benefits, it has financial, ethical, and operational issues that organisations should handle quite well.
[bookmark: _Toc224556889]1.2.4 Economic Factors
Another important macro-environmental factor that would affect the fast-food industry is economic conditions.
Opportunities
The economic condition usually causes a rise in the demand for the cheap eating services among the consumers, and this plays in the favour of the quick-service restaurant chains like McDonald's and Burger King. Fast-food establishments usually have cheaper food than full-service restaurants, and thus they are appealing to price-conscious customers when economic conditions are unpredictable (FinModelsLab, 2024).
Although McDonald's has been able to employ value-based marketing tactics such as promotional meal deals and discounted menu items, the company has managed to keep sales growth even when the economy is slowing down (AP News, 2025). Burger King is no exception, as it employs value menus and advertisement campaigns to appeal to the cost-conscious customers to make the company remain competitive in the fast-food market (Deep Research Global, 2025).
Threats
Nevertheless, there are also economic issues that pose serious dangers to fast-food organisations. Inflation also makes the prices of raw materials, labour, transportation, and restaurant operations more expensive, thereby decreasing profit margins (DCF Modelling, 2024). Also, economic instability could lower the consumer discretionary spending, and organisations must strike a balance between affordability and profitability in their pricing policies (FinModelsLab, 2024).
Therefore, the economic situation offers a growth opportunity to value-driven fast-food businesses at the same time raising operational costs and financial risks.
[bookmark: _Toc224556890]1.2.5 Influence of Macro-Marketing Forces on Competitive Position:
Macro-marketing dynamics determine McDonalds and Burger King's global quick-service restaurant competitiveness. Technological progress and economic circumstances are the two macro-environmental factors that most impact fast-food strategic decision-making, operational performance, and customer demand.
Tech innovation boosts consumer experience and operational efficiency, boosting competitiveness. Mobile ordering, self-service kiosks, and AI-driven drive-throughs have reduced wait times and increased average order value due to the fast-food industry's digital revolution (Gitnux, 2026). Since most of McDonalds' orders are placed via mobile apps and digital platforms, the company has employed data-driven marketing to boost consumer engagement and brand loyalty (Gitnux, 2026). To compete with other businesses, Burger King has launched mobile apps, loyalty programs, and online ordering systems to improve convenience. Technological advancements increase competitiveness as companies must spend in digital infrastructure and innovation to be competitive. Economic conditions also affect fast-food firms' competitiveness. Quick-service restaurant businesses have seen growing expenses because to inflation and rising prices of meat, poultry, and cooking oil (Alibaba Insights, 2025). Therefore, enterprises often have to boost menu pricing, which might reduce visits and price competitiveness (Industry Intel, 2024). In such situations, McDonalds and Burger King rely on value-based pricing structures, meal specials, and low-end menu prices to attract price-sensitive customers and maintain market dominance.
Technological and economic macro-environmental influences are crucial to fast-food business innovation plans, pricing decisions, and customer purchasing behaviour.


[bookmark: _Toc224556891]Task 2
[bookmark: _Toc224556892]2.1 Strategic Responses to Macro-Environmental Factors: A Comparative Evaluation of McDonald's and Burger King
[bookmark: _Toc224556893]2.1.1 Introduction
The environmental macrofactors in the global quick-service restaurant (QSR) industry are very competitive and strongly based on technological innovation, economic condition, and altering consumer preferences. To this effect, the major firms will be forced to implement strategic marketing responses that are effective to ensure they remain in growth and competitive advantage. The following section compares and assesses the strategic response adopted by McDonald's (pioneering organisation) and Burger King (follower organisation) based on Porter's Generic Strategies, as well as the Growth Matrix of Ansoff, as a measure of how both the companies are responding to macro-environmental issues.
[bookmark: _Toc224556894]2.1.2 Marketing Strategy Models:
There are two key strategic marketing frameworks that assist in the consideration of the response of the companies:
Porter’s Generic Strategies
The model by Porter suggests that there are three primary competitive strategies that organisations employ to gain a competitive advantage:
· Cost Leadership – providing products at cheaper costs than the other suppliers.
· Differentiation – providing distinctive products or experiences.
· Focus Strategy – focusing on individual segments of customers.
Ansoff’s Growth Matrix
	Strategy
	Description

	Market Penetration
	Increasing sales of existing products in existing markets

	Market Development
	Entering new geographic markets

	Product Development
	Introducing new products for existing markets

	Diversification
	Introducing new products into new markets


[bookmark: _Toc224556902]Table 2: Ansoff’s Growth Matrix Model
These frameworks offer a practical framework in which the strategic responses of McDonald's and Burger King to the macro-environmental pressures can be analysed.
[bookmark: _Toc224556895]2.1.3 McDonald's (Pioneer Organisation) Strategic Responses:
McDonald's has incorporated a number of strategic programmes in order to sustain the growth and retain its market leadership in the fast-food sector.
1. Strategy of Digital Transformation
The idea of technological change has stimulated a tremendous investment in digital technologies by McDonald's, in the form of mobile ordering platforms, self-service kiosks, and loyalty programmes. The MyMcDonalds Rewards programme has a user base in excess of 150 million across the world, and online sales are making over 40 per cent of the systemwide sales in key markets (Latterly, 2024).
These programmes enhance efficiency within operations, customer convenience and the value of orders due to personalised marketing proposals.
Strategic Evaluation
McDonald's uses a combination of cost leadership and differentiation with the help of Porter's Generic Strategies:
· Cost leadership: through economies of scale and franchising, competitive pricing is possible.
· Differentiation: the digital ordering systems and personalised offers improve the customer experience.
This strategy is depicted by the Ansoff Growth Matrix:
· Market penetration: the digital platform enhances the frequency of purchase by the already existing customer.
· Product development: new items and new personalised offers allow returning purchases.
2. Global Expansion Strategy
McDonald's is also interested in the international growth and development of restaurants in order to maintain growth in the long run. The company is committed to establishing thousands of new restaurants across the world and further expanding its franchising model to reach more markets and revenue expansion (AInvest, 2025).
The franchising system allows quick growth types with less capital outlay, and there is uniformity in operations in the international market.
Strategic Evaluation
Ansoff's perspective would term this to be a market development because McDonald's ventures into new geographical markets as a way of promoting its sales. This is an effective strategy that enhances competitive advantage by:
· Expanding brand awareness on the international level.
· Taking advantage of the economy of scale.
· Expanding customer reach
[bookmark: _Toc224556896]2.1.4 Burger King Strategic Responses (Follower Organisation):
Being a follower brand, whose existence is the direct competition with McDonald's, Burger King has introduced strategic initiatives to empower its presence in the market.
1. Reclaim the Flame Transformation Strategy
Burger King introduced the Reclaim the Flame strategy, which was a multi-year strategy aimed at rejuvenating the brand and enhancing the profitability of the franchises. The programme also involves the investment of up to 700 million in modernisation, marketing, digital platforms, and operations in restaurants (Restaurant Brands International, 2025).
Key components include the following:
· Modernisation and upgrades in the restaurants (Royal Reset).
· Increase in investment in advertising.
· Improved online ordering services.
· Better efficiency in operations.
These enhancements are meant to reinforce customer experience and improvement in sales within the restaurant chain.
Strategic Evaluation
Burger King is trying to position itself mainly on differentiation as it uses Porter's generic strategies to concentrate on its flame-grilled cooking style, brand image, and innovative advertising efforts.
The strategy is as follows using the Growth Matrix of Ansoff:
· Market penetration: enhancing restaurant experience so that customers can visit more often.
· Product development: increased menu products, including high-quality chicken sandwiches.
2. International Market Development
Burger King is also seeking international expansion strategies. This is the case of the company, which has formed joint ventures and investment partnerships to spread its operations in the emerging markets like China, with the prospects of ensuring the number of restaurants increases considerably over the next few years (Wall Street Journal, 2025).
This approach will enable Burger King to compete better with the industry leaders through expanding its geographic presence and reaching high-growth markets.


Strategic Evaluation
As suggested by the Matrix of Ansoff, the strategy is the market development strategy and allows the company to explore new markets and create brand awareness in the global market.
[bookmark: _Toc224556897]2.1.5 Comparative Evaluation of Strategic Responses:
	Strategic Dimension
	McDonald’s
	Burger King

	Porter Strategy
	Cost leadership + differentiation
	Differentiation

	Digital Strategy
	Large digital ecosystem and loyalty programmes
	Mobile ordering and loyalty programmes

	Growth Strategy
	Global franchising expansion
	Restaurant modernisation and international partnerships

	Competitive Position
	Market leader with strong global presence
	Challenger brand focusing on revitalisation


[bookmark: _Toc224556903]Table 3: Strategic Comparison of McDonald's and Burger King
The competitive advantage that McDonald's has acquired over all its competitors is its size, operational efficiency, and technological integration, which allows the company to remain at a high leadership position in the fast-food market. Conversely, Burger King's plan will be brand revitalisation, modernisation of the restaurants and marketing differentiation to win back market share.
[bookmark: _Toc224556898]2.1.6 Critical Evaluation
The two strategic responses of the two companies have shown varying ways of dealing with the macro-environment challenges.

The strengths of McDonald's are:
· Well-developed digital infrastructure.
· Large network of restaurants all over the world.
· Bulletin board franchise model.
Such strengths enable the company to remain cost-effective and efficient.
Nevertheless, the strategy of Burger King has several significant strengths:
· Violent advertising efforts.
· Repositioning of the brand.
· Massive investment in the modernisation of the restaurants.
The strategies are also needed to enhance customer experience and competitive positioning despite the fact that Burger King is a follower in the industry.


[bookmark: _Toc224556899]Conclusion
Macro-environmental factors, such as changes in technology and economic conditions, greatly shape the competitive strategies of McDonald's and Burger King. Although McDonald's is a leader in terms of cost efficiency and digital innovation, Burger King is concentrated on differentiation and brand revitalisation to enhance its competitive advantage and continue its growth in the world of fast food.
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