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Brief overview of McDonald’s 
McDonald’s started their journey in 1954 with a small restaurant and now they are proudly becoming one of the leading food service brands in the world with approximately 36,000 restaurants and an expansion around hundred countries (McDonald’s, 2025). Brand awareness of McDonald’s in the United States was more than 97% in 2024 and approximately 61% restaurant chain customers use McDonald’s and 56% of them preferred to select the brand McDonald’s (Kunst, 2024). The company is well known for its signature items like World Famous Fries, Egg McMuffin, McChicken and Filet-O-Fish sandwich, various types of Burgers with nutritional value (McDonald’s, 2024). McDonald’s primarily operated the quick service restaurant (QSR) segment, the brand has been recognised for its affordability, convenience and iconic golden arch and it also caters to its millions of customers daily.
Purpose of study
The purpose of the study is to explore the potential for the brand McDonald’s to expand its new product line that included organic and gluten free burgers in response to the changing trends and growing demand to health-conscious fast-food options. With the rising awareness for dietary restrictions as well as organic food benefits customers are increasingly searching for menu options that add specific nutritional lifestyles. As reported by the US, the organic food market touched its sales volume to more than $61.7 billion in 2022 and increased by more than 4% in 2021 (Gelski, 2023). This statistic suggested a viable market for such new offerings within the fast-food industry.
The report is going to assess the potential benefit feasibility and challenges of introducing a gluten free organic option into the menu of McDonald’s supported by the changing trends and data of consumers with a marketing mix strategy.
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The proposed brand extension involved an organic and gluten free burger option by McDonald’s for catering to the growing demographic of health conscious and tragedy restricted consumers. The new menu item will use certified organic ingredients like grass fed beef or plant-based patties, organic vegetables, whole grain or gluten free bun, and condiments. This new product line will be branched under a sub-label like ‘McNature’ for distinguishing it from core offering while remaining under the umbrella of McDonald’s. Burger is an integral part of the menu of MacDonald’s and they made commitment to more production of sustainable beef and they 98.8% beep for their restaurant supported deforestation-free supply chain and they use 100% of their palm oil in their restaurant as an ingredient to support more sustainability (McDonald’s, 2025b).
Alignment with brand value and market position of McDonald’s
Core values of McDonald’s ensure maintenance of consistency, accessibility and convenience that ensure customer satisfaction. In recent years, this brand has increasingly responded to the consumer changing trends to healthier options and greater transparency by introducing Apple Slices and salads (McDonald’s, 2019). McDonald’s creates user-friendly applications and websites that ensure their target audience can quickly discover menu offering with promotional deals and nutritional information. As of 2023 McDonald’s are whooping more than 13,514 locations in the US alone with the help of its transition towards healthier and nutritional options through their fast food (Manaker, 2023). They also add a small latte that provides protein and nutrition and makes for a satiating beverage and they ensure that their product is free of added sugar and sodium (McDonald’s, 2022). The addition of gluten free organic product option aligned with ongoing evaluation through describing their commitment to cater the diapers dietary preferences along with health-conscious lifestyle this new approach all also reinforce McDonald’s market position as a globally adaptive brand and they always prefer to listen to consumers and maintain familiarity and trust.
Value addition, market gap and emerging needs
The demand for organic and gluten free product options is no longer a trend, it is a mainstream expectation significantly among health-conscious families, millennials and Gen Z. From figure (1), the organic food market size in 2023 was around USD 204.62 billion and it is expected that by 2034 the market value will be USD 658.38 billion (Precedence Research, 2024). This value represents that consumers become aware about organic food and change their preferences. By offering organic and gluten tape and McDonald’s growing their market segment and differentiate itself from its rivalry. This new option added to the menu of McDonald’s helps to attract health-conscious consumers and enhance their brand equity by broadening its customer engagement. It also increases demand for strategic investment with long term relevance in a health-focused food landscape.
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Figure 1: Organic market value growth 
(Source: Precedence Research, 2024)
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Segmentation
· Demographic: The band primarily targets Gen Z and Millennials who are more health concerns and prefer to pay more for better ingredients. Middle and upper middle-income groups who have the ability to afford premium fast-food options.
· Geographic:  Mostly urban places where higher concentration of health-conscious people has the ability to access premium health concerns products and in case of people in markets like North America gluten free and organic trains are more established.
· Psychographic:  Fitness enthusiasts, health-conscious individuals and people interested in clean eating and sustainability, to consumers who have prioritised environmental responsibility wellness and transference.
· Behavioural: Existing McDonald’s consumers become more healthier providing healthier fast-food alternatives with ethically sourced and allergy-friendly choices.
According to the survey, in 2023 more than 14% of millennials and approximately 13% Gen Z followed a gluten free diet in the US (Statista, 2023). This information reflected the changing trends and positively supported McDonald’s to extend its new products to the market with a long-term consumer engagement.
Targeting
Primary target will be health consensus Millennials and Gen Z in the urban and developed area of the US.  Secondary targets will be health concerns for families who are searching for a healthy fast book option and allergies friendly food menu. In this case, McDonald’s will implement a differentiated marketing strategy for offering their new organic gluten free product line under a distinct identity of McNature while still within the ecosystem of the company. This strategy will allow McDonald’s to maintain its traditional offering for a core customer base while attracting new segments seeking a healthier option. Messaging branding, as well as promotion will be tailored significantly for every group value and presence.
Positioning
Positioning statement: The health-conscious individual and families who want to taste premium and exclusive fast food, McDonald’s that provide an organic gluten free burgers option to its core consumers and ensure that this offers a convenient and trusted alternative made with ethically sourced ingredients with all signature flavour like by the target audience of McDonald’s. 
Perception vs. Competitors: 
This brand extension of McDonald’s will help to position itself as a highly progressive as well as inclusive global fast-food brand that balances both health, taste and convenience. Unlike niche healthy food chains that are more expensive and have limited location (Vittersø et al., 2019). However, McDonald’s enhances their accessibility and locations by extending their network to healthy eating. Compared to its key competitors like Burger King, Starbucks, Subway, KFC may offer few alternative items, whereas McDonald’s provide a diverse range of healthy alternatives and can stand out with the help of developing a clearly banded sab menu dedicated towards organic gluten free menu options (Refer to Figure 2). 
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Figure 2: Positioning Map 
As of 2024, McDonald’s secured the second highest brand value followed by Starbucks of any restaurant across the world at USD 38 billion and placed it a way above its competitors including Burger King, Subway and KFC (Faria, 2024). Apart from that, it can be stated that this innovative and productive move of McDonald’s will help to differentiate from purely plant based and premium brands like Sweetgreen, by offering similar healthy fast-food alternatives without an alternative traditional customer base. Sweetgreen takes a move to reimagine fast food with healthier options and give the taste of real food and benefits at a lower price point (Sweetgreen, 2023). With the help of STP analysis McDonald’s can make a strong brand positioning and lead the healthy fast-food chain.
[bookmark: _Toc196335327]Customer personal profile
	Demographics 

	Name
	Emily

	Age 
	Approximately 28 years old 

	Gender
	Female 

	Income
	Annual income of around $80000

	Occupation
	Work as a digital strategist at mid-size agency

	Education
	Completed her bachelor degree in marketing

	Psychographic 

	Values and attitudes
	She gives values to sustainability and health and is very conscious about the foods she eats daily.

	Lifestyles 
	She leads an active lifestyle by maintaining a healthy organic food diet and following health influencers on her social media platforms.

	Buying behaviour 
	She is mostly tech-savvy and prefers to buy food through online apps from highly responsive brands. She also prefers to pay more for healthy organic and gluten free options in the fast-food menu.

	Aspirations 
	She aspires to manage a balanced and discipline lifestyle without sacrificing flavours of her meal choice 


Table 1: Outline of customer profile 
(Source: Facebook, 2022)
In the case of targeting customers for organic and gluten-free Burger lines, McDonald’s mostly targeted Millennials and Gen Z, who are likely to live an active lifestyle by maintaining a healthy organic food diet and gluten free options. From the above table (1) it has been observed that Emily lives independently and she often eats out and orders food because of her work pressure. As she gets a healthy fast-food option in her diet chain she will be attracted and also inspired her colleague to try this organic and gluten free burger. This strategy will also help McDonald’s to reach a diversified and wide range of new customers.
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1. Product: The organic and gluten free burger line is a tangible product extension that is designed for reflecting preferences of consumer allergen-friendly and healthier fast-food options. The menu will include organic beef burger that is made up with 100% certified organic beef, plant-based organic burger that will be a vegetarian option made with organic plant-based patty and customised burger with no added sugars and gluten free salads. The packaging of the product will be eco-friendly and clearly labelled to indicate an organic certification and status of gluten-free product and sale under sub-brand name McNature.
2. Price: The value-based pricing strategy would be following higher price reflects the higher quality of ingredients however still payment is affordable to the customers of McDonald’s. This value-based pricing strategy supports evidence-based, fair and reasonable prices for all products that maximise customer engagement (Tremblay, Poirier and Monfort, 2024). Pricing will be slightly more expensive than traditional items because of its naturally sourced and gluten free ingredients. McDonald’s apps will also encourage trial and tribute purchase by propagating a combo mail with loyalty reward. Occasional promotional pricing will also help to generate more awareness and early adoption of their new organic potential product.
3. Promotion: Promotional strategy like point-of-purchase (PoP) integration helps to develop brand awareness and attract a more health-conscious market towards new products (Vidal and Castellano-Tejedor, 2022). For instance, its competitor Starbuck develops purpose-driven stores with reward and programming campaigns through social media platforms (Tan, 2023). Thus, McDonald’s also has the opportunity to follow reward based and targeted advertisements on social media platforms like Facebook, Instagram, TikTok by featuring health experts, dietitians and influencers showcasing the taste and benefits of new organic gluten free product line of McDonald’s. Additionally, the company will also add email marketing, traditional media, educational campaigns, PoP and influential campaigns, to develop credibility and explore benefits of organic gluten-free choices. Promotional messaging will focus on themes such as “A Burger for Every Body”, “Feel Good Fast Food”.
4. Place: Organic gluten-free burger range will be available in McDonald's restaurant and the customer can also order their food through mobile app and third-party delivery service like Uber eats. The company will also give takeaway and dine-in-options. Initially McDonald’s will expand their product in the high traffic urban outlet where most healthcare demographics are present.
5. Process: McDonald’s guarantees that the food products are consistently prepared quickly and cleanly by adopting a gluten-free preparation area that reduces cross-contact. Allergen training for employees is also conducted, and customers with allergies are informed about the best way to avoid allergenic products. This is also true with their order options where the company offers a system where one can order a specific meal according to one’s preference. As a way of minimising work compounding and simplification work, McDonald’s incorporates automation in its service delivery system, making work more efficient and accurate and employing a balanced working force and kitchen system.
6. People: The employees will be well-equipped with knowledge of the gluten policy, ingredients declaration and the use of organic products and sources. This training enables the staff to comfortably and competently handle all the customer complaints which in turn help to build trust and satisfaction among the customers. Johnson (2024) stated that for the company to sustain a high level of service delivery, the human resources of the company must be trained and developed continuously. It will also ensure that it hires staff that is knowledgeable about nutrition and improve its online and app-based customer relations, where it will be able to address the concerns raised by customers and the questions they have about their diets in the best way and time possible.
7. Physical Evidence: McDonald’s shall incorporate more transparent labelling on its packaging to display allergens, gluten-free and organic foods, among others, to ease the consumer decision-making process. These labels will be used in all menus, on the packaging of products, and in advertisements to make the information readily available to consumers. Moreover, the company will broaden its product range with more organic and gluten-free products. Customers will also benefit from the McDonald’s app and be provided with digital receipts together with information on the nutritional value of the food they are planning to order.
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The introduction of organic and gluten-free burger lines has been considered a strategic brand extension for McDonald’s and their steps reflect ongoing commitment to changing preferences of consumers of the brand.  As dietary requirements and health awareness continuously grow across different demographics, organic and gluten free burgers help McDonald’s to create unique opportunities for leading fast-food industries by making healthy fast-food options more inclusive, convenient and accessible. The new brand extension aligns seamlessly with the values of quality, customer satisfaction, and affordability of McDonald’s and this product also prioritizes sustainability and wellness. With the help of leveraging a differentiated marketing strategy, McDonald’s reached its existing loyal customers and new health-conscious audiences.
In order to achieve long-term success, the brand should monitor customer feedback continuously, stay responsive to the changing food trends like keto-friendly and dairy-free options, and maintain transparency in the preparation process and sourcing. The investment in staff training, along with a clear brand messaging, can also play a vital role in developing trust around its new menu category. Therefore, it can be stated that these new extensions of McDonald’s bridge the market gap and enhance the relevancy and modern appeal of the brand. The company can position itself as a pioneer in healthy fast-food innovation on a global scale by introducing organic gluten-free burger lines.
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