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1. [bookmark: _Toc140815574]Executive Summary 
This article analyzes McDonald's environment through SWOT, and uses SOSTAC framework and SMART method to make a marketing plan for it. The article focuses on four main areas: healthy food, promotions, dining experience and market share. For the smooth implementation of the plan, the situation of the implementation of the plan is detected through control and adjusted in time. Advice is provided for McDonald's at the end of the article as a supplement to the plan.
2. [bookmark: _Toc140815575]Introduction
With the rapid development of the economy, more and more people are unwilling to spend too much time on choosing food and eating. People's demand for fast food is constantly increasing. (K Lee, J Hyun, Y Lee, 2022) This has led to the rapid development of the fast food industry and has occupied a large market share. McDonald's is one of the largest fast food brands in the world. Its business has grown to more than 100 countries around the world including Malaysia, China and Japan. (Daisy Mui Hung Kee, Siew Ling Ho, 2021) This paper uses SOSTAC to formulate a detailed marketing plan for it from the aspects of situational analysis, objectives, strategy, tactics, action and control. Through this method, the company can better analyze the company's current situation, set specific and measurable goals, formulate clearer strategies, implement more targeted strategies, and control the execution of tests. At the same time, this article will use SMART (Specific, Measurable, Achievable, Relevant and Time-bound) to regulate the goals. SMART can make goals clearer, easier to achieve, and improve work efficiency. This will make the implementation of the plan smoother. By combining SOSTAC and SMART, McDonald's can prioritize various efforts in its marketing plan and track progress effectively, so that the plan can be better completed.
3. [bookmark: _Toc140815576]Situation Analysis
McDonald's is a world-renowned brand in the fast food industry. Its current situation has many advantages for him. At the same time, it also has many crises that need to be paid more attention to. This article uses SWOT to analyze the strength, weakness, opportunities and threat of McDonald's.
3.1 [bookmark: _Toc140815577]SWOT analysis
· [bookmark: _Toc15111]Strength
1. McDonald's brand power is one of its most important advantages. McDonald's has more than 30,000 restaurants around the world, and more than 70 million consumers choose to eat at McDonald's every day.（Chen Shi Min 2022）
2. McDonald's is highly profitable （DANIEL PEREIRA 2023）
3. McDonald's standards are very strict, whether it is the raw materials of the food or the kitchen of the restaurant is very clean. This provides safe food for its users.
4. While ensuring the quality of the products, they maintain a fast delivery speed.
· [bookmark: _Toc15234]Weakness
1. In the United States, the average price of a McDonald's Big Mac meal is $6.(Orley Ashenfelter and Štěpán Jurajda, 2022) In many countries and regions, McDonald's maintains a similar price. So in some places, its price is higher than the local average daily consumption level.
2. The food provided by McDonald's is mainly hamburgers. But in many countries and regions around the world, people's food culture is different. This makes their acceptance of burgers very low.（Tien, Nguyen Hoang 2019.）
3. The food provided by McDonald's is mainly fast food. Fast food has an impact on people's health, leading to related diseases such as diabetes and cardiovascular disease.（Roja L, D., Nagamallesh C, S., & Navyashri, C. (2022)
· [bookmark: _Toc4283]Opportunities
1. Provide consumers with more healthy food.
2. In different regions of the world, customize special menus in line with local food culture
3. Provide home delivery service
· [bookmark: _Toc20287]threat 
1. Competitors in the industry are also developing rapidly, such as KFC, Starbucks, etc. McDonald's isn't the only fast food sandwich option.
2. With the progress of society, people pay more and more attention to healthy diet.（Niven, P., Morley, B., Dixon, H., 2019).
3. Food safety issues
[bookmark: _Toc140815578]3.2 Impact on the Business
The brand power of McDonald's is obvious to all in the fast food industry, and it has a mature business model. This has a positive impact on McDonald's. McDonald's can provide customers with food stably. Customers trust McDonald's and are willing to spend at McDonald's. But what we need to pay attention to is that with the continuous development of health trends, customers are more and more concerned about their food choices. That's not good for McDonald's. The menu offered by McDonald's is mainly fast food, but these foods are usually not very healthy. (Jian, O. Z., Utama, A. G. S., Musa, W. N. A. B. W., Hasly, W. B., Al-Rifae, R. F. B., Hussa, N. S. A. B. M., & Andriawan, N 2021) Because of McDonald's strong brand power, customers may subconsciously think that McDonald's is an unhealthy restaurant. To maintain its market-leading position and respond to changes in consumer demand, McDonald's needs to develop strategies and introduce healthier food options that match local tastes and cultures. Seizing these opportunities can increase customer loyalty to McDonald's brand and open new markets to ensure long-term sustainability of the business. （NH Tien、LP Dana、RJS Jose ，2020）

4. [bookmark: _Toc140815579]Objectives
In response to changing consumer preferences and to better grasp emerging opportunities. Use SMART to develop specific, measurable, achievable, relevant and time-bound objectives for McDonald's. This is a mainstream and efficient way to formulate Objectives. ( Bjerke, M. B., & Renger, R. 2017).
·Launch of new dishes：
Develop a new dish research plan to provide customers with new healthy food or food in line with the food culture of the restaurant. Such as salads, dumplings, pickles, etc. At least three new dishes are launched every quarter to meet the changing needs of users.
·Promotions：
Formulate new dishes launch activities, focusing on publicizing the importance of new dishes to the health of customers. The content of the event is mainly promoted through online media, and the volume of promotional content broadcasts increased by 20% within a quarter. In this way, McDonald's conveys to customers that McDonald's attaches great importance to health.
·Dining experience：
Decorate McDonald's restaurants with health as the theme, providing users with a dining environment full of health information. Collect customer feedback, and reduce the rate of negative comments on the dining environment by 10% within one quarter.
·Market share：
Increase McDonald's market share in the fast food industry by offering a variety of healthy food options. Within this year, the market share of this segment of the fast food industry will increase by 5%.

By setting these goals, McDonald's marketing plan proactively caters to the changing needs of consumers and increases McDonald's emphasis on health. Then improve the brand power of McDonald's and increase the market share in the fast food industry. ( Rani, J. 2023)
5. [bookmark: _Toc140815580]Strategy  
· Differentiated menu
McDonald's will adopt a differentiated menu strategy to facilitate consumers to choose the food they want and meet the needs of different consumers.( Thomadsen, R. C. 2001) Divide the menu into three categories: Classics, Healthy, and Creative. Representative foods of McDonald's, such as hamburgers, French fries, etc., are summarized in the classic food. Healthy foods provide consumers with foods that are good for their health. They usually provide rich vegetables and protein, and less fat and sugar. Finally, in the creative food, provide consumers with food with local food culture characteristics, such as dumplings, kimchi, etc.
· Marketing Communications
With the promotion of healthy food as the core, implement a new marketing communication strategy. McDonald's will strengthen its communication on Internet media, considering traditional advertisements. Innovate in terms of content, fit the current popular content on the Internet, and increase the appeal to consumers.( Petrescu, M., Korgaonkar, P., & Gironda, J. 2015)
· Dining experience
In addition to displaying nutritional information on food packaging, in McDonald's restaurants, text posters related to health knowledge are posted, and green plant pots are placed. Provide training for restaurant staff, strengthen communication between staff and customers, share health knowledge with customers, and recommend healthy food. Create a good dining environment for consumers and convey to consumers that McDonald's attaches importance to health.
· market share
In order to achieve the goal of market share, we will speed up the improvement of the restaurant's dining environment, and give priority to improving restaurants in areas with a large passenger flow and people's emphasis on health. Active marketing strategy to attract more consumers to choose to eat at McDonald's.
Through these strategies, McDonald's, as a leader in the fast food industry, has actively changed its marketing strategy, raised consumers' attention to health, provided consumers with healthier food, and ultimately attracted more users to choose McDonald's and increased market share.( Chong, D., & Ali, H. 2022). 
6. [bookmark: _Toc140815581]Tactics
1. Products:
Launch a new health-focused menu that prioritizes the nutritional value and nutritional balance of food. Work with professional nutritionists to develop food combinations that are low in calories and high in vitamins and proteins. Redesign healthy food packaging to make it attractive and highlight the health benefits of the food.
2. Price:
· Incorporate a healthy menu as part of the original discount package. For example, McDonald's 1+1 combination. Encourage customers to try while allowing customers to save money.
· Introduce a limited-time discount on the newly launched healthy menu to attract more customers to try it.
3. Promotion:
· Guide consumers to share and discuss McDonald's healthy food on Internet media, and give coupons, vouchers and other rewards to users who publish relevant content and have high interaction with related content.
· Layout relevant banners and posters in the restaurant, highlighting the menu of healthy foods and their nutritional value. Provide samples for customers to taste.
4. Placement:
Renovate the restaurant interior to be more in line with the theme of health. Arrange green plants to provide consumers with a fresh and healthy dining atmosphere.
5. Personnel:
· Strengthen employee training, improve employee health awareness, encourage employees to improve communication with customers, and share health knowledge with customers to enhance dining experience.

6. Process:
· Simplify the research and development process of healthy food, so that new healthy menus can appear on the menu quickly
· Optimize the food preparation process to ensure the speed of food delivery without compromising the quality of raw materials
· The nutritional value of all foods is marked on the McDonald's official website and food packaging to facilitate consumers' choices.

7. Physical evidence:
·Redesign the packaging of healthy food to communicate the nutritional value and health benefits of food to customers more clearly
· Redesign the menu so that the menu itself has various healthy elements to guide consumers to choose healthy food

A reasonable marketing mix can effectively accomplish goals and implement strategies. (Azimovna, M. S., Ilkhomovna, U. D., & Shokhrukhovich, U. F. 2022). Through these marketing mix tactics, McDonald's focuses on promoting health awareness, expanding the menu of healthy foods, and attracting consumers to choose healthy foods, thereby increasing McDonald's market share and brand power in the fast food industry. 
7. [bookmark: _Toc140815582]Action
1．Healthy food:

· Network with prominent figures in the nutrition industry to collaborate on menu development of healthy foods
· Reasonably arrange the launch date of healthy food, and the time interval between launching new products should be more than two weeks, so as to avoid frequent visual disturbance of customers
· Increase the training of employees on healthy food knowledge so that every employee can put forward ideas for the research of new products.
2. Promotional:

· Develop creative and attractive promotiona content
· Influential internet celebrities collaborate to promote McDonald's health conscious menu.
· Monitor the effects of various promotional activities in real time and optimize details in time.
3. Dining experience :

· Invite professional designers to provide a restaurant renovation plan with a health theme, and after receiving positive feedback from individual restaurant pilots, promote it on a large scale
· Train employees to improve their health awareness so that they can better serve customers

4. Market Share:
· Follow the strategy changes of competitors in real time and make countermeasures in advance
· Analyze customer feedback and preferences, and adjust the details of the plan in a timely manner according to customer feedback
· Targeted adjustments to strategies and goals for market environments in different regions
8. [bookmark: _Toc140815583]Control
In order to ensure the more efficient completion of the marketing plan, McDonald's will implement a comprehensive control mechanism. This control process will continuously monitor and evaluate the performance of marketing strategies and tactics. By regularly evaluating results, adjustments and improvements are made through feedback from the data to ensure the success of the program. (Shagdoun, A. N. 2023)

1.Key Performance Indicators (KPI):

· Specify corresponding KPIs according to each goal, such as sales growth of healthy food, reduction of negative feedback from customers, etc.
· Regularly track and analyze KPIs to determine progress towards program completion and issues as they arise.

2. Data collection and analysis:

Collect and analyze data related to healthy food. For example, consumer group portraits, preferences, etc.
By analyzing data to determine whether existing goals and strategies are in line with market changes, so that they can be adjusted in time.

3. Feedback:
Improve the feedback mechanism, understand the problems they raised, and study the possibility of improvement. Make sure all strategies are true to the needs of McDonald's customers and employees. ( Wu, S. H., & Gao, Y. 2019). 

4. Consistent with Objectives:
Continuously evaluate whether the marketing strategy deviates from the original goal. When the strategy and the goal are aligned, determine whether the strategy is the best way to achieve the goal.( Fuertes, G., Alfaro, M., Vargas, M., Gutierrez, S., Ternero, R., & Sabattin, J. 2020)
9. [bookmark: _Toc140815584]Recommendations
According to the marketing plan of McDonald's, in order to have a better development of McDonald's, the following suggestions are made:

· Emphasis on user consumption experience: As a fast food industry, McDonald's is the most important user's consumption experience. Timely and proactively understand the changing needs of consumers. A complete feedback mechanism can help McDonald's better understand the needs of consumers and make timely adjustments to meet their expectations.( Morewedge, C. K., Monga, A., Palmatier, R. W., Shu, S. B., & Small, D. A. 2021).

· Improve health awareness: In order to attract and cultivate health-conscious consumers, McDonald's should continue to expand the promotion of health awareness and the diversity of healthy foods in the menu. On the one hand, it meets the needs of customers, and on the other hand, it improves the brand influence of McDonald's.

· Enhanced in-store experience: By providing a comfortable dining environment, efficient service, and high-quality food, customer satisfaction and loyalty can be increased.

· Increase market share: keep abreast of competitors' strategic changes, formulate targeted countermeasures, and avoid being seized market share. Continue to explore areas with potential for fast food consumption, and open restaurants as soon as possible to seize the market.
10. [bookmark: _Toc140815585]Conclusion
McDonald's marketing plan includes promoting the growth of fast food industry, improving customer consumption experience and expanding market share. By developing healthy options, implementing new promotions, enhancing the dining experience, and focusing on market share growth, McDonald's can strengthen its position in the fast food industry. The control mechanism will enable the company to adjust its strategy in a timely manner in order to achieve the overall goal in a constantly changing market environment.
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