


1. Executive Summary
McDonald's is launching an Eco McMenu campaign to promote sustainable fast food, targeting urban young adults aged 18-30. The campaign uses TikTok as its primary marketing channel, leveraging its global reach and viral content. The campaign is structured into four phases: research and development, pre-launch, launch, and evaluation. By embracing health and environmental awareness, McDonald's strengthens its position as a responsible global leader in the fast-food industry.



2. Introduction and Rationale
a. Industry Trends and Challenges
Consumers are increasingly demanding healthier, more environmentally friendly options, posing new problems for the fast-food business. According to research, millennials and Generation Z are highly interested in sustainability, with 73% prepared to pay more for environmentally friendly items (Nguyen, 2023). This demographic's preferences are impacting the market, opening opportunities for firms that prioritise health and environmental responsibility. McDonald's, as the world's leader in quick-service eating, is uniquely positioned to address these developments and set industry standards.
b. Opportunity Analysis
McDonald's global presence, operational efficiency, and strong brand identity provide as a great platform for introducing the Eco McMenu. The campaign attempts to reach an underserved demographic of health-conscious consumers looking for economical and sustainable dining options. While McDonald's has made progress in delivering plant-based options in a few areas, the Eco McMenu reflects a complete approach to sustainability. McDonald's may recruit environmentally conscious customers while preserving its present base by implementing eco-friendly packaging, sourcing sustainably, and marketing these efforts through digital platforms (Blalock, 2002).
c. Strategic fit.
The Eco McMenu marketing complements McDonald's overarching goals of digital transformation and worldwide market expansion. TikTok, the chosen principal channel, has over one billion active users, many of whom are in McDonald's target demographic (Yanti & Sulhan, 2023). Using TikTok's unique engagement potential, McDonald's can effectively communicate its eco-conscious program and establish meaningful connections with younger audiences.
d. Corporate Responsibility
In addition to meeting consumer demands, the campaign emphasises McDonald's corporate responsibility. McDonald's displays leadership in a competitive and socially conscious market by lowering its environmental footprint and encouraging sustainable practices. This effort not only helps business objectives, but it also strengthens McDonald's reputation as a socially responsible brand dedicated to a sustainable future (Kotler, 2020).

3. Positioning, Segmentation, and Targeting
a. Segmentation
Targeting young adults between the ages of 18 and 30, the Eco McMenu campaign focusses on three important segmentation criteria:
· Demographic: Gen Z and urban millennial customers who work as professionals, freelancers, or are students. This group appreciates convenience and usually has a moderate amount of disposable cash.
· Psychographic: These people prioritise brands that reflect their ideals and are ecologically conscious and health conscious. Their dedication to sustainability is shown in the products they actively seek out.
· Behavioural: Consistent users of social media sites such as Instagram and TikTok. They use food delivery apps for convenience and frequently eat at quick-service restaurants.
b. Target Audience
Young people living in cities who appreciate cost, ease of use, and environmental responsibility make up the main audience. These customers are active online and use social media and peer recommendations to influence larger market trends.
c. Positioning
The Eco McMenu establishes McDonald's as a leader in environmentally friendly fast food. By providing affordable, plant-based, environmentally friendly menu options, McDonald's demonstrates its dedication to environmental stewardship and innovation. This vision is embodied in the campaign's tagline, "Fast Food with a Future," which appeals to the target audience.
d.  Differentiation in Strategy
This marketing sets McDonald's apart from rivals by fusing sustainability and affordability. McDonald's overall approach, which includes eco-friendly packaging, digital integration, and honest communication, sets it distinct from competitors that have introduced plant-based products. By emphasising genuineness and community involvement, McDonald's fortifies its emotional bond with customers and fosters enduring loyalty (Gelgile & Shukla, 2023).

4. Channels Chosen for Marketing Plan
a. Primary Channel: TikTok
TikTok serves as the campaign's foundation because of its unique ability to reach younger viewers. The platform's short-form, interactive videos help brands generate dynamic and relatable content. TikTok's strategy includes:
· Branded Challenges: The #EcoMcMenuChallenge encourages users to upload creative content utilising McDonald's environmentally responsible products. Challenges like these encourage user participation, increase brand visibility, and develop a sense of community.
· Influencer Collaborations: Working with TikTok influencers allows McDonald's to reach a larger audience. Influencers will produce original material promoting the Eco McMenu, boosting credibility and trust (Yanti & Sulhan, 2023).
· User Generated Content (UGC): Encouraging consumers to share their experiences with the Eco McMenu promotes organic growth and creates community connections.
b. Supporting Channels
Instagram uses visual storytelling to highlight the Eco McMenu's sustainable sourcing and health benefits. Influencer testimonies, behind-the-scenes footage, and menu reveals are all featured in the stories and reels.
· Food Delivery Apps: Collaborations with platforms such as Uber Eats promote the Eco McMenu through special prices and advertising. This provides accessibility and convenience for busy consumers.
· In-Store Integration: Posters, QR codes, and digital screens in McDonald's stores guide customers to TikTok content while emphasising the campaign's environmentally beneficial aspects.
c. Omnichannel Strategy
By combining digital, in-store, and delivery channels, McDonald's provides a smooth and engaging consumer experience. This omnichannel approach ensures that the campaign reaches consumers wherever they are and reinforces its message across touchpoints. (Nguyen, 2023).

5. Implementation Plan
a. Quarter 1: Research and Development.
The Eco McMenu campaign begins with extensive research and development to guarantee that it is in line with both consumer preferences and McDonald's operational capabilities.
· Market research
The first step is to analyse TikTok patterns and customer preferences to uncover themes that appeal to the target demographic. TikTok as a platform thrives on innovation and virality. McDonald's can detect campaign development patterns by examining popular hashtags, challenges, and user-generated material. Collaboration with market analysts ensures that insights are data-driven and reflect broader industry trends. Furthermore, bringing in sustainability experts helps to refine the Eco McMenu's positioning, ensuring that all elements—from ingredient sourcing to packaging—are in line with best practices in environmental stewardship (Blalock, 2002).
· Menu development
The creation of the Eco McMenu is a vital component of this phase. To accommodate a wide range of preferences, the menu will include plant-based meals influenced by local flavours. Each item must fulfil stringent sustainability criteria, from sustainably sourcing components to minimising environmental effect during manufacturing. Furthermore, the packaging will be environmentally friendly, including recyclable or biodegradable materials. Taste testing and nutritional evaluations will be conducted during the development process to verify that the items exceed McDonald's quality standards while also appealing to health-conscious customers.
· Choosing an Influencer
To ensure the campaign's success on TikTok, the proper influencers must be identified. Influencers will be chosen based on how well they match with the campaign's values, which include supporting sustainability and healthy lives. These people should have high engagement rates and a true connection to their audience. Their participation in the campaign will help to build credibility and trust with McDonald's target audience.
b. Quarter 2: Pre-launch
During this phase, McDonald's concentrates on building anticipation and fine-tuning the campaign before its formal launch.
· Teaser Campaigns
The pre-launch campaign entails posting teaser videos on TikTok. These brief, captivating videos will pique viewers' interest in the Eco McMenu. Influencers will play an important part in these teasers, offering small yet intriguing content that creates excitement. Influencers, for example, might share videos with the campaign's theme, "Fast Food with a Future," while also highlighting sustainable methods like plant-based components.
· Pilot testing
McDonald's plans to undertake pilot tests in certain metropolitan regions before launching the Eco McMenu nationwide. These markets will be chosen based on their demographic similarities to the target population and openness to environmental activities. The pilot testing will collect input on menu items, price, and promotional techniques, allowing McDonald's to fine-tune its offers based on real-world experiences.
· Content creation.
This phase will be used to finalise the campaign's content plan. Branded challenges, augmented reality (AR) filters, and interactive polls will be created to keep TikTok users engaged. For example, the #EcoMcMenuChallenge might encourage users to express their creativity by selecting environmentally friendly dining choices or creating unique content centred on McDonald's new menu items. These efforts will prepare the groundwork for viral involvement during the official launch.
c. Quarter 3: Campaign launch.
The Eco McMenu campaign will be officially rolled out across all selected platforms in the third quarter.
· TikTok activation
The #EcoMcMenuChallenge will be launched, allowing users to share footage of their interactions with the Eco McMenu. This challenge will be pushed through influencer partnerships, ensuring that it acquires popularity quickly. McDonald's TikTok account will actively connect with users by reposting popular entries, reacting to comments, and promoting additional conversation.
· In-store Promotions
In-store promotions will be essential in addition to internet initiatives. McDonald's stores will have QR codes on menus and packaging that connect customers to TikTok content. Campaign highlights, such as influencer videos and user-generated content, will be displayed on digital screens throughout stores. This integration makes the physical and digital campaign pieces work together seamlessly.
· Real-time monitoring
Throughout the rollout, McDonald's marketing team will track engagement numbers in real time. This includes tracking TikTok views, likes, shares, and hashtags. Sales data for Eco McMenu items will also be analysed to assess the campaign's effectiveness. These insights can be used to make changes that will improve performance. For example, if a specific menu item or promotional campaign underperforms, McDonald's can adjust its strategy to address the issue as soon as possible.
d. Quarter 4: Evaluation and Expansion
The final phase focusses on evaluating the campaign's efficacy and identifying chances for expansion.
· Analysing performance
A thorough review of the campaign's performance will be conducted. This involves analysing TikTok engagement indicators such as the #EcoMcMenuChallenge's views, likes, comments, and shares. Sales data will be compared to pre-launch forecasts to assess the campaign's revenue impact. Furthermore, customer feedback obtained through surveys and social media sentiment analysis will provide qualitative insights into the campaign's success.
· Scaling
Based on the findings, successful advertising aspects will be expanded to new markets. For example, if a certain branded challenge or menu item gets popularity, McDonald's may expand its availability to new locations. Similarly, methods that are popular with specific demographics can be adjusted for a larger audience.
· Post-campaign reporting
To ensure continual progress, a complete report documenting the campaign's results and lessons learnt will be created. This study will serve as a resource for future projects, emphasising best practices and areas for improvement. McDonald's can improve its strategy and strengthen its position as a pioneer in sustainable fast food by examining both successes and problems.

6. Measurement and Evaluation of Success
The success of the Eco McMenu campaign will be measured using a defined framework that includes both quantitative and qualitative measures. McDonald's can assess the campaign's effectiveness and find potential for future expansion by tracking performance in key categories such as engagement, sales, and brand sentiment.
Key Performance Indicators (KPI)
a. TikTok Engagement Metrics
TikTok will be the campaign's principal platform, making engagement metrics an important indicator of success. These measurements include the following:
· Views: The total amount of views on campaign-related videos, which includes branded material, influencer posts, and user-generated content.
· Likes, comments, and shares: These metrics show the audience's engagement with the material. High engagement rates reflect the campaign's ability to connect with viewers.
· Hashtag Participation: The performance of the #EcoMcMenuChallenge hashtag will be tracked to determine its reach and the volume of user-generated material it generates. Tracking how many users participate in the challenge offers information about the campaign's virality and community impact.
Engagement rates will also be compared to industry norms and prior McDonald's campaigns to help provide context for performance.
b. Sales Metrics.
A key goal of the Eco McMenu campaign is to increase sales of the new menu items.
The metrics to be tracked include:
· Sales Growth: comparing Eco McMenu sales to pre-launch forecasts and total menu performance during the campaign.
· Regional Performance: Examining sales trends in pilot and launch regions to find high-performing areas and areas for improvement.
By connecting sales data to TikTok engagement indicators, McDonald's can assess the campaign's direct influence on consumer purchase behaviour.
c. Brand sentiment
Brand sentiment measures how people perceive the campaign and McDonald's environmentally responsible actions. AI technologies will be used to categorise mentions as favourable, neutral, or negative. This research provides a snapshot of public opinion and identifies areas where the marketing effectively connects with consumer values. Surveys will also collect direct input from customers regarding their perceptions of the Eco McMenu and its sustainability claims.

· Feedback Mechanism
In addition to quantitative KPIs, qualitative feedback systems will provide more detailed insights into consumer experiences and preferences. McDonald's will use the following methods:
· Focus Groups: Small, diverse groups of customers will provide detailed feedback on the Eco McMenu. These interactions can reveal important nuances in consumer expectations and satisfaction levels.
· Surveys: Surveys will be distributed via digital platforms to get customer opinion on the menu's flavour, cost, and eco-friendliness. The obtained data will be used to guide future product revisions and marketing tweaks.
· Social Media Sentiment Analysis: Beyond TikTok, mentions of the Eco McMenu on Instagram and Twitter will be analysed. This comprehensive perspective ensures that McDonald's understands its audience's perception across many touchpoints (Kotler, 2020).
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