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Element 6: Critical Reflection

Studying McDonald’s has changed my understanding of entrepreneurship. Before completing this portfolio, I mainly viewed the company as a large fast-food corporation. After examining its development, I recognised that it began with a simple entrepreneurial idea: providing food quickly, consistently and at an affordable price. Richard and Maurice McDonald created an efficient restaurant system, while Ray Kroc recognised that the model could be expanded through franchising. This shows that entrepreneurship is not limited to inventing a new product. It can also involve improving an existing process, recognising an opportunity and developing a business model that can be repeated on a larger scale.

The start-up stage provides an important lesson about focus. The McDonald brothers reduced menu complexity and concentrated on standardised preparation and faster service. This allowed the business to meet a clear customer need and create a predictable experience. Barringer and Ireland (2019) explain that a successful entrepreneurial venture requires a strong value proposition and a repeatable model. McDonald’s speed, value and consistency combined cost leadership with differentiation (Porter, 1985). I would adopt a similar approach because a new business should first perform a limited number of activities effectively rather than offering too many products without adequate quality control.

Ray Kroc’s role demonstrates the value of strategic vision and calculated risk-taking. He saw that the operating system could work in many locations and used franchising to accelerate growth. McDonald’s expansion was supported by restaurant trading, reinvestment and franchisees who invested in local outlets, while the corporation received franchise fees, rent and royalties (McDonald’s Corporation, 2025). Burns (2022) and Scarborough and Cornwall (2019) link growth to repeatable systems, cost control and efficient resource use. McDonald’s standardised its food preparation, branding and service processes, enabling expansion while maintaining a recognisable identity. I admire this ability to convert a single restaurant concept into a scalable international model.

However, my evaluation is not entirely positive. The company’s size and franchise structure can make consistent service quality difficult to maintain. McDonald’s has also faced criticism relating to nutrition, packaging, waste and its wider environmental impact. These issues demonstrate that financial growth does not automatically mean that every aspect of a business is successful. Johnson et al. (2023) state that organisations must consider external pressures and stakeholder expectations when making strategic decisions. Therefore, I believe modern entrepreneurs must evaluate social, environmental and ethical outcomes alongside revenue and profit.

The later development of McDonald’s shows the importance of continuous adaptation. Drive-Thru services, self-service kiosks, mobile ordering, delivery and app-based loyalty rewards have helped the company respond to changing customer behaviour. Digital marketing and an integrated marketing mix can strengthen communication, personalised offers and customer value (Chaffey and Ellis-Chadwick, 2022; Kotler and Armstrong, 2021). McDonald’s reported revenue of $25.920 billion and net income of $8.223 billion in 2024, while operating through 43,477 systemwide restaurants (McDonald’s Corporation, 2025). These figures demonstrate the strength of the model, although future performance still depends on controlling costs and responding to competition, health concerns and sustainability expectations.

If I started my own company, I would follow several McDonald’s practices. I would identify a clear customer problem, segment the market and develop a focused value proposition (Kotler and Keller, 2016). I would establish standard procedures, reinvest early profits, use digital marketing and collect customer feedback before expanding. Growth would be gradual so that quality and cash flow could be monitored. Where appropriate, I would consider franchising or partnerships, but only after proving that the original business model was consistently profitable.

I would also make several changes. Sustainability would be included in the original plan rather than treated mainly as a response to external criticism. I would reduce waste, use responsible suppliers and provide transparent information to customers. I would invest in staff training and establish stronger monitoring systems to maintain quality across different locations. I would also provide healthier options and avoid relying too heavily on low prices, because cost increases can reduce profit margins.
Overall, McDonald’s demonstrates how opportunity recognition, operational innovation, branding and franchising can transform a small venture into a global organisation. The McDonald brothers created an efficient concept, while Ray Kroc provided the ambition and expansion strategy required for large-scale growth (McDonald’s Corporation, 2026). I would copy their focus on customer needs, simplicity, consistency and scalability. However, I would place greater emphasis on sustainability, employee development, transparency and controlled growth. The main lesson I have learned is that successful entrepreneurship is not only about expanding quickly; it is about creating long-term value while managing financial, social and ethical responsibilities.
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