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This report aims to critically analyze the market situation of McDonald's in the current and future external and internal environment to meet the challenges of the global economy. The market environment, competitive advantages and challenges faced by McDonald's Corporation are evaluated through tools such as PESTEL and SWOT analysis, as well as Porter's Five Forces Model and Value Chain Analysis.
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As the world's leading fast food chain brand, McDonald's has successfully expanded its business in more than 100 countries around the world with its franchise model, standardized operations and strong brand influence. Its efficient supply chain management and product innovation have enabled it to maintain its leading position in the industry for a long time. However, as global economic challenges intensify, the company faces multiple market pressures and needs to re-evaluate its market strategy to ensure competitiveness and sustainable development. As a member of McDonald's UK Strategic Marketing Department, the report will critically analyze McDonald's external and internal environment in the current and future. External factors include rising costs caused by inflation, logistics uncertainty caused by global supply chain problems, and the impact of consumers' increased health awareness on high-calorie foods. At the same time, technological innovation is driving industry changes, such as artificial intelligence optimized supply chain, self-service ordering system and big data-driven personalized marketing, which all affect McDonald's strategic direction.
This report will use PESTEL analysis and SWOT analysis to evaluate McDonald's market status. In addition, it will also combine theoretical frameworks such as Porter's Five Forces Model (competitive landscape) and value chain analysis (internal operational efficiency) to more comprehensively examine its market competitiveness. Through this market audit, this report will explore McDonald's opportunities and challenges around the world and provide strategic recommendations to ensure its continued growth in the future market environment.
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Political factors affect business decisions, including government regulation of food safety, labor policies, and environmental regulations (Sikora, 2021). In recent years, many countries have strengthened the supervision of food hygiene and nutrition standards. At the same time, rising minimum wages and labor shortages have forced companies to reassess their human resource strategies (Jeet, Aspal and Nazneen, 2020).
Economic factors include inflation, recession, exchange rate fluctuations, and changes in consumer purchasing power (Böhm et al., 2022). Global economic instability has led to rising raw material costs, forcing companies to optimize supply chains and adjust pricing strategies (Yuan et al., 2020). In addition, the fast food industry has expanded rapidly in developing countries, providing new growth opportunities (Alon et al., 2020).
Social factors involve the improvement of consumer health awareness, the popularity of vegetarian and environmental protection concepts, and have prompted companies to provide healthier and more diverse menu options (Sumari et al., 2020). In recent years, consumers have become more and more concerned about their own health and have higher requirements for the nutritional content, processing methods, and sustainability of food. This trend has prompted the food industry to innovate and launch low-calorie, low-fat, high-protein and additive-free products to cater to consumers' growing health needs. In addition, the rise of vegetarianism is also affecting the development of the catering market. More and more consumers choose vegetarian or flexible vegetarian diets to reduce the impact on the environment while promoting personal health. This has forced companies to adjust their menus and add plant-based food options, such as plant protein burgers, vegetarian pizza, and alternatives such as oat milk, to meet market demand.
At the same time, the popularity of environmental protection concepts has made consumers pay more attention to the sustainability of the food supply chain, prompting companies to reduce food waste, use environmentally friendly packaging, and adopt sustainable sources of raw materials. For example, some catering brands have begun to promote recyclable or degradable packaging materials and cooperate with local organic farms to ensure the freshness and sustainability of ingredients.
The influence of technological factors in the fast food industry is increasing, such as automated equipment, self-service ordering systems, mobile payments, and data analysis to optimize supply chain management (Erickson and Norlander, 2022). In recent years, McDonald's has actively invested in digitalization, launching mobile ordering systems, AI-driven personalized recommendation systems, and automated kitchen equipment to improve operational efficiency (Zhu and Jesiek, 2020).
In terms of environmental factors, the fast food industry faces sustainable development challenges such as plastic pollution and carbon emissions. Companies need to take measures such as environmentally friendly packaging and reducing food waste to meet the requirements of consumers and governments (Eang, Clarke and Ordonez-Ponce, 2023).
Legal factors include labor laws, food safety laws, and consumer rights protection laws, which require companies to establish strict compliance systems to avoid legal risks (Weiss, 2021). Companies need to ensure that their employment policies comply with labor laws, including minimum wage standards, working hours restrictions, and employee welfare protection to reduce legal disputes arising from violations of labor laws. In addition, the strict implementation of food safety laws requires companies to maintain high standards in food production, processing, storage, and sales to ensure food quality and safety to prevent food safety accidents. Consumer protection laws give consumers the right to know, the right to fair trade, and the right to safety. Companies must ensure that product information is transparent, such as clearly labeling ingredients, production dates, and nutritional information, and establish a comprehensive customer complaint and feedback mechanism to enhance consumer trust. In addition, as global compliance standards become increasingly stringent, companies also need to pay attention to changes in international laws and regulations, such as cross-border e-commerce regulations and data protection laws (such as GDPR), in order to reduce legal compliance risks and ensure the sustainable development of companies in the global market (Weiss, 2021).
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McDonald's has extensive brand recognition and a large global supply chain in the industry, which provides it with a competitive advantage (Shaw, 2023). The brand has more than 40,000 stores in more than 100 countries around the world, and its standardized operating model and efficient supply chain management capabilities ensure consistency in food quality and service (Liu, Tan and Zhang, 2021). In addition, McDonald's strong brand loyalty, global market penetration capabilities, and extensive advertising and marketing networks enable it to maintain a leading position in the highly competitive fast food industry. Its brand assets are reflected not only in consumer awareness, but also in its close partnership with suppliers and franchisees.
However, its main weakness is that it is highly dependent on the supply chain, making it vulnerable to global logistics disruptions (Mrabure and Abhulimhen-Iyoha, 2020). For example, logistics problems during the epidemic led to food shortages and rising costs, which directly affected the normal operation of stores. In addition, the brand's standardized menu may not be fully adapted to the taste needs of local consumers in different markets (Ali Mohamed Nada, 2023). Although McDonald's has tried to promote localized products in certain regions, such as Sichuan spicy burgers in China and vegetarian menus in India, it is still difficult to meet the diversified needs of all markets.
In terms of opportunities, the trend of healthy eating provides companies with new product innovation space, such as plant-based foods and low-sugar drinks (Fathallah et al., 2020). As consumers' demand for healthy food increases, McDonald's can expand the market by launching more organic, low-fat, gluten-free and high-protein products. In addition, digital transformation and technological innovation have also created new growth points for McDonald's, such as the application of new technologies such as unmanned restaurants, smart ordering systems and robot chefs, which have improved service efficiency and reduced labor costs.
In terms of threats, intensified market competition, higher consumer requirements for food health and sustainability, and tightened government regulatory policies all pose challenges to the long-term development of enterprises (Steger and Roy, 2021). Competitors such as KFC, Burger King, and Subway have launched healthy foods and invested heavily in marketing. In addition, the strengthening of environmental regulations requires McDonald's to make more adjustments in packaging materials, carbon emissions and food safety standards, increasing operating costs.
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Competitor threats mainly come from other fast food chains and emerging healthy catering brands (Santoro et al., 2020). McDonald's faces market pressure from traditional competitors such as KFC, Burger King, and Subway, which continue to compete for market share through new product development, marketing, and technological innovation. In addition, with the rise of healthy eating trends, Chipotle, Sweetgreen, and other catering brands that focus on health and environmental protection concepts are gradually attracting young consumers, increasing the intensity of industry competition.
Suppliers have relatively strong bargaining power, especially in the context of volatile raw material prices. Companies need to establish long-term partnerships with suppliers to stabilize costs (Nolan, 2022). McDonald's relies on global supply chains to provide key ingredients such as beef, chicken, and potatoes, so it needs to maintain close cooperation with large suppliers. At the same time, climate change and tightening environmental regulations may lead to uncertainty in the supply of raw materials, thereby increasing procurement costs.
As consumers’ bargaining power increases, customers are more sensitive to food quality and price, so companies need to provide cost-effective products to maintain market share (Štreimikienė and Ahmed, 2021). Today, consumers have higher requirements for the health, sustainability and cost-effectiveness of food, which has prompted McDonald’s to launch more healthy food options, such as low-fat, low-sugar, and gluten-free foods, as well as to increase transparency in the food supply chain to enhance consumer trust.
The threat of potential entrants is low, but the rise of online catering brands has a certain impact on the market structure (Koleva, 2021). Although there are high barriers to entry in the fast food industry, such as brand awareness, supply chain management, and store networks, the development of food delivery platforms has made it easier for independent restaurants and emerging brands to enter the market and compete directly with McDonald’s. The rise of the cloud kitchen (Ghost Kitchens) model has also lowered the initial investment threshold for new entrants.
The threat of substitutes comes from the expansion of the convenience store food, home-made meals, and healthy food markets (Hampden-Turner et al., 2020). With the development of the healthy food and ready-to-eat food market, more and more consumers choose to cook at home or buy ready-to-eat meals in supermarkets, which poses a threat to the fast food industry. In addition, some convenience stores and supermarkets are also expanding the selection of ready-made foods to provide consumers with more convenient alternatives.
Enterprise value chain analysis
The enterprise value chain covers supply chain management, production process, logistics distribution, marketing and customer service (Sikora, 2021). McDonald's ensures the stability of raw material supply through a supply chain model that combines globalization and localization, while reducing costs and improving operational efficiency (Ivanov and Dolgui, 2020). In terms of production processes, the company continues to optimize kitchen management and introduce automated equipment such as automatic potato fryers and intelligent cooking systems to improve food production efficiency, reduce human errors, and maintain consistency in food quality (Brandenburg et al., 2019).
In terms of logistics and distribution, McDonald's relies on a highly integrated distribution system and adopts a regionalized supply chain strategy to reduce transportation costs and carbon emissions (Raut et al., 2021). For example, the company cooperates with local farms to reduce dependence on imported ingredients, while ensuring the freshness of food through cold chain logistics technology. In terms of marketing, McDonald's uses social media, big data analysis and brand loyalty programs to optimize marketing strategies and increase consumer brand stickiness. In addition, the company continues to launch innovative marketing activities, such as limited-time promotions, new product launches, and online interactive activities to maintain brand popularity.
In terms of customer service, McDonald's continues to invest in digital transformation, including self-service ordering machines, mobile payments, and smart order management systems to improve ordering efficiency and shorten customer waiting time. In addition, the company is committed to improving consumer experience, such as by improving restaurant environment, optimizing employee training, and strengthening food safety management, to further consolidate brand reputation and market leadership.
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First, in terms of product innovation, McDonald's needs to continue to develop healthy food and sustainable packaging. As consumers' demand for healthy diets increases, the company can further develop low-calorie, high-protein, and gluten-free foods, while strengthening the promotion of plant-based foods. In addition, McDonald's should increase its research and development of sustainable packaging, such as using degradable packaging materials and reusable packaging to reduce environmental pollution. Second, in terms of digital transformation, the company should expand the application of self-service ordering, mobile payment, and intelligent supply chain management to improve operational efficiency. McDonald's can invest in artificial intelligence technology to optimize inventory management, predict consumer demand, and enhance personalized recommendation systems through data analysis. In addition, the further application of automated kitchen equipment, such as robot woks and intelligent ordering systems, will help improve service speed and reduce operating costs. In terms of supply chain optimization, McDonald's can adopt a local procurement model to reduce its reliance on the global supply chain, improve the freshness of ingredients, and reduce transportation costs. In addition, the company can use blockchain technology to enhance the transparency of the supply chain, ensure food safety, and enhance consumer trust. In terms of sustainable development, the company needs to further reduce carbon emissions, optimize energy use, and increase the construction of green stores. Promoting energy-saving equipment, reducing food waste, and strengthening waste recycling will all help McDonald's achieve long-term sustainable development. Finally, in terms of brand marketing, McDonald's can deepen its interaction with consumers and use social media, loyalty programs, and immersive brand experiences to increase customer stickiness. At the same time, the company can strengthen its cooperation with food delivery platforms, increase online market penetration, and enhance brand influence through personalized promotional activities.
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This report deeply analyzes McDonald's competitive environment, market opportunities and challenges through market audits, and puts forward corresponding strategic recommendations. Through research on market trends, consumer demand and industry competition landscape, the report reveals McDonald's potential opportunities and challenges in digital transformation, supply chain optimization, healthy product line expansion, brand sustainability and customer experience improvement. In addition, based on data analysis and market forecasts, the report also explores how to use technological innovation and precision marketing to enhance brand competitiveness and strengthen McDonald's positioning in the global market. In response to these market changes, the report puts forward five major future strategic recommendations. These recommendations cover product diversification, intelligent operations, digital marketing, sustainable supply chains and enhanced customer interaction, aiming to help McDonald's adapt to changing market demands, improve operational efficiency and create higher consumer value.
In short, McDonald's needs to actively adjust its strategy in the ever-changing market environment to maintain its leading position in the global fast food industry and ensure long-term sustainable development. Through continuous innovation, optimized supply chain management and enhanced brand influence, McDonald's can consolidate its market share and occupy a dominant position in the future competitive landscape. At the same time, enhancing sensitivity and adaptability to market trends will enable McDonald's to better respond to industry changes and meet the needs of global consumers.
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