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[bookmark: _Toc121928633]Research on the localization marketing strategy of multinational companies – taking McDonald's as an example
1.McDonald's Company Introduction
[bookmark: _Toc121928634]	1. 1The overall introduction of McDonald's
	McDonald's is one of the world's largest fast food chains and brands, founded in 1955 in Chicago, USA, divided into five major markets in the world, namely the United States, Canada, Latin America, Europe and the Asia-Pacific region (Asia-Pacific including the Middle East and Africa), meal products mainly provide hamburgers, fries, fried chicken, soft drinks-based Western-style fast food chain, McDonald's has become the most valuable brand in the global catering industry. McDonald's has been in the Chinese market since 1990 and offers consistent products with McDonald's restaurants in the global market.  
[bookmark: _Toc121928635]	1.2McDonald's business philosophy
	McDonald's strategic positioning is clear, O, S, C+V is the highest business philosophy of McDonald's, but also the symbol of the internal image of the enterprise. McDonald's has been operating and managing McDonald's restaurants around the world with the  OSCV concept and has achieved good market feedback. Q stands for quality, emphasizes the standardized implementation of products and services, etc., and brings consumers high quality that will not be compromised at any time, place and anyone.S representative service, bringing customers 100% cordial smile service and convenient, fast and correct meal service.C stands for cleanliness, keeping the dining environment tidy to bring consumers a good dining experience and the cleanliness of the interior of the food making environment, and providing customers with safe and hygienic meals. V stands for value, as much as possible to make every customer feel valued, achieve the highest satisfaction, feel that it is worth spending at McDonald's. 
[bookmark: _Toc121928636]	2.Introduction to the concept of localized marketing
[bookmark: _Toc121928637]	2.1Basic concepts
	Localized marketing refers to a marketing strategy implemented by multinational enterprises and companies in order to obtain maximum market benefits in the country or region where they are located, fully meet the market demand of the target market country, adapt to the culture of the region, and use the local management talents and business organizations to produce and sell products and services suitable for a specific region. 
	Localized marketing theory generally has the following views: (1) Marketing is a value exchange relationship, and localized marketing is no exception. (2) Localized marketing plays a pivotal role in the expansion of overseas markets. (3) Benshihua marketing must segment the market and identify the target customers. 
[bookmark: _Toc121928638]2.2 The raison d'être of localized marketing strategies
	There are difficulties and risks in global standardized marketing. In the process of building a global market, it is necessary to take into account the differences of different regions. On the one hand, inconsistent income levels around the world and artificially created economic barriers will prevent companies from implementing global standards. On the other hand, there are still differences in culture, politics, science and technology among countries in the world, which are more difficult than overcoming economic problems.
	Cultural differences between countries require localized marketing. Cultural differences are the main cause of human separation and conflict, and constitute the most realistic and stubborn influence factor in international marketing to intervene in the successful implementation of global standardized marketing.
	The rapid development of network technology and various communication tools has made customization economically possible. From the perspective of possibility, the development of network technology and various communication tools, as well as the increasingly flexible manufacturing process in recent years, have greatly improved the efficiency of customization, and the high cost bottleneck of implementing localization strategy has been loosened, which provides the possibility for enterprises to implement localization strategies.
[bookmark: _Hlk121925861][bookmark: _Toc121928639]	2. 3The raison of localized marketing strategies
    There are difficulties and risks in global standardized marketing. In the process of building a global market, it is necessary to consider the differences of different regions. On the one hand, there are inconsistent income levels around the world and artificial economic barriers that will prevent companies from pursuing global standards. On the other hand, there are still cultural, political, scientific and technological differences among countries in the world, which is more difficult than overcoming economic problems.
	Differences in cultures of various countries require localized marketing. Cultural differences are the main cause of human separation and conflict, and they constitute the most realistic and stubborn influencing factor in international marketing to interfere with the successful implementation of global standardized marketing. 
[bookmark: _Hlk121923503]	The rapid development of network technology and various communication tools has made customization economically possible. From the perspective of possibility, the development of network technology and various communication tools, as well as the increasingly flexible manufacturing process in recent years, have greatly improved the efficiency of customization, and the high-cost bottleneck constraint of implementing localization strategy has been relaxed, which provides the possibility for enterprises to implement localization strategy. 
[bookmark: _Toc121928640]3.Introduction to McDonald's localized marketing
	From 1991 to 2003, McDonald's brand positioning was centered on children and families, with the theme of happiness and warmth, and the advertising slogans during this period reflected the warmth of families and the joy of children. From 2003 onwards, McDonald's brand positioning was redefined as "I'm lovin’it", and the target group was expanded from children and their parents to young people. The target consumers are gradually shifting to young people who pursue individuation, focus on themselves and their reality, and adapt to change and multiculturalism.
	At the end of 2010, McDonald's launched the Post-2010 Era Plan in China, hoping to build deeper emotions with consumers through a series of service innovation shifts to meet Chinese consumers' needs for food and beverage services as they evolve with the times. The Post-2010 Era Plan focuses on expanding business areas, menu planning, service strategy, environmental strategy and developing stores.
In 2013, McDonald's started to sell Chinese food, and launched Egg Sausage Burger, Filet-0-Fish and McCrispy Chicken Filet Burger according to Chinese consumers' eating habits. This strategy of localization of product flavors has attracted the attention of consumers, and has been recognized and approved by them.
In 2014, McDonald's launched a new cherry blossom ice cream and cooperated with Baidu Map to launch a "parkour" cone grabbing activity, which received more than 70 million reads and 500,000 shares, greatly increasing the attention of McDonald's. With the advent of the micro media era with microblog and WeChat as the main media, traditional advertising-based marketing is gradually falling out of fashion, and microblog marketing is less costly and more effective. McDonald's effectively used the Chinese microblogging platform to carry out activities such as charades, comment draws and interesting question sharing to interact with fans, thus achieving the effect of enhancing brand image.
In 2015, McDonald's continued to upgrade and enrich its services with the introduction of self-service ordering machines and WeChat payment. In 2016, McDonald's launched the McDonald's APP, and then in 2017, McDonald's deepened its cooperation with WeChat to realize the mobile ordering and payment of small programs. This series of digital changes bring young consumers a more convenient and easier service experience, and each digital project is popular and humanized as soon as it is launched.
In 2017, the company name of McDonald's in China region was officially changed from McDonald's China Management Co., Ltd. to Golden Arches China Management Co., Ltd. This company name with Chinese characteristics creates a sense of intimacy and draws the distance between Chinese consumers. In addition, the store decoration also began to have Chinese cultural elements, which was well received by consumers.
The year 2020 marks the 30th anniversary of McDonald's entry into the mainland China market, and McDonald's China has released a new brand concept "Because of Love, Doing the Best", which aims to encourage people to continue to create more possibilities with love and bring more beauty with goodwill. McDonald's is committed to contributing to public welfare, actively promoting green restaurants, child nutrition and other sustainable development initiatives, and has long invested in public welfare projects such as the "Ronald McDonald House" and youth employment, which have received strong support from consumers. In the past two years, McDonald's has also made great efforts in product innovation, and new products have been launched continuously, all of which are explosive products, truly advanced, personalized, localized and fashionable.
[bookmark: _Toc121928641]4.McDonald's SWOT analysis
[bookmark: _Toc121928642]4.1 strengths analysis
4.1.1Good brand image
McDonald's has adhered to the QSCV (Quality, S Service, C Cleanliness, V Value) business philosophy since its inception, and based on a standardised management system and multiple initiatives, consumers have a high opinion of its food safety and dining environment. In addition, McDonald's is also actively involved in charity work, donating goods and funds to make more people understand and know McDonald's.
4.1.2 Successful restaurant site selection
McDonald's has a set of principles, a global standardised site selection strategy and scientific measurement methods, and has developed a systematic and scientific standard template, which has enabled McDonald's to have a success rate of over 90 per cent in restaurant site selection.
4.1.3Perfect supply chain management
McDonald's has an extensive and comprehensive supply chain management system worldwide, including a global product supply traceability system and a supplier product scoring mechanism. In addition, McDonald's has actively carried out local supply chain layout in China, for example, introducing advanced potato growing technology from the United States and signing cooperation plans with China's top four suppliers, such as Binbao. 
[bookmark: _Toc121928643]4.2 weaknesses analysis
4.2.1 Unbalanced nutritional structure
The core product of McDonald's is burger + fries + cola, which, from the perspective of modern nutrition, has the characteristics of "three highs", i.e. high calories, high fat and high protein, and "three lows", i.e. low minerals, low vitamins and low dietary fibre. In addition, McDonald's cooking style, which is mainly fried and grilled, is not accustomed to Chinese consumers.
4.2.2Monoculture of products
McDonald's adopts a standardized production model, which has largely led to a homogeneous product range, whereas China is a vast country with a rich variety of cuisines and people's dietary habits in different regions have different preferences. It is difficult for McDonald's to satisfy the diverse tastes of Chinese consumers with its limited product offerings.
4.2.3Slow product development
Compared to its biggest competitor in the industry, KFC, McDonald's is slow to develop new products in the Chinese market. Without new products to stimulate the market, non-loyal customers will lose interest in the brand. New product development is an important part of the industry for F&B companies.
[bookmark: _Toc121928644]4.3Opportunities Analysis
4.3.1Innovation
	McDonald's has strengthened its ability to develop new products and businesses. With the improvement of technology, it can provide customers with a better dining experience. The continuous innovation of equipment can update the production technology of products.
4.3.2Economic development
	Compared with Chinese fast food, western fast food has certain advantages in quality and service level. With the narrowing of the urban-rural gap, the consumption share of the third tier and fourth tier cities that McDonald's faces has gradually expanded, which has also created convenient conditions for McDonald's logistics and industrial chain.
4.3.3Product development
The biggest disadvantage of McDonald's is that the fast food menu is too single, and its main products have been positioned in hamburgers, French fries, fried chicken, etc. Most people in China remain curious and enthusiastic about foreign food. McDonald' can innovate around the categories and tastes of main products to attract young consumers.
4.3.4Accelerating the process of economic globalization
	The degree of economic integration has deepened, and different food cultures also have the trend of integration, which has created a huge development potential for McDonald's across the economy. Fast food can effectively shorten the meal time and meet the catering needs matching the modern society, so people are increasingly dependent on the fast food industry.
[bookmark: _Toc121928645]4.4Threats Analysis
4.4.1Threats in the industry
The biggest threat of McDonald's is the fierce competition in the catering industry. In addition to the fast food industry, fast food products and fast food industry share the same feature: convenience, which also attracts many customers in the fast food industry. It is well known that KFC is the largest existing competitor of McDonald's, and both of them have natural brand advantages, high-quality managers, and efficient logistics allocation processes. Some brands, such as Burger King and Delux, are expanding their market shares.
4.4.2Threat of alternative products
	The ultimate goal of food is to satisfy hunger, which can be achieved by hot pot stores, convenience stores, etc. Therefore, there are many products that customers can choose to replace. The degree of substitution is high, and the competition pressure among peers is high. There are also similar fast food companies, such as Delux and Burger King, which constantly carve up the market share of McDonald's by virtue of their product features, posing a certain threat to the development of McDonald's.
[bookmark: _Hlk121925281]4.4.3 Health concept is deeply rooted
	People's dietary needs are gradually changing from full to healthy diet structure. With the increase of obesity, more and more people believe that vegetable food is obviously healthier than McDonald's main products such as hamburgers and fried food. Therefore, the change of people's consumption concept makes McDonald's have to adjust its own strategy and constantly adapt to the new needs of consumers.
[bookmark: _Toc121928646]5. Conclusion and Recommendations
Through the SWOT analysis of McDonald's China's localized marketing in the previous part, the advantages, disadvantages, opportunities and threats can be clearly determined, and combined with the relevant reports on McDonald's in recent years, its current challenges are very clear. 
The first is the Chinese consumer's brand perception of McDonald's. With the improvement of China's economic level, Chinese consumers have begun to pay more attention to the health problems caused by food, and the brand image of Western-style fast food represented by "McDonald's" in the minds of Chinese consumers has also begun to change. In the past, foods such as burgers, fries, and fried chicken were considered fashionable in China, but today, these foods are increasingly equivalent to "junk food" in the minds of consumers. How to change its brand perception to cope with the changes in consumption concepts brought about by the improvement of consumers' economic level has become a key issue in McDonald's China marketing.
In response to this problem, McDonald's seems to have long been aware and began to solve it. On today's McDonald's official website, you can not only see McDonald's vigorous promotion of the freshness of ingredients, understand the calories of each product, but even have a special "nutrition calculator" to calculate the value of various nutrients that can be consumed after eating each product. The description of the production of ingredients is also printed on the pad paper on the plate, all of which indicates that McDonald's is trying to change its image of "junk food" in the minds of consumers. In the next strategic development process, it is recommended that McDonald's extend this series of product health promotion to the Internet and social media to better change its brand image in people's minds. 
McDonald's China's solution to the challenge of "monolithic product types and threats from alternative products" is to accelerate the speed of new product development and focus on the eating, cultural and consumption habits of local consumers, so as to enhance the attractiveness of local customers and competitiveness in similar alternative products. Good examples are the "Crispy Rolls" released in March this year and the "Coriander Ice Cream" released in June this year. One of the two new products is made with the special dish "sour shoots" from Guizhou, China, while the other is developed for the large number of coriander consumers in the Chinese market. In the process of continuous localization marketing in China, McDonald's will continue to accelerate the launch of this new product with regional characteristics to meet the taste needs of people with different cultural backgrounds in the market, so as to maintain its dominance in the Chinese market.
In summary, in the ever-changing market environment, McDonald's needs to continue to take advantage of its existing advantages and opportunities to solve the challenges posed by its own shortcomings and threats, and the marketing department must continue to adhere to the localization marketing strategy.
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