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Executive Summary 
This is a strategic management report on McDonald's UK Big Mac business for the Board of Directors. The Big Mac is the world's largest quick-service chain's main offering and is competing in a mature market in the UK, which faces many challenges from competition, rising cost of living, and new government regulations. The study utilizes external factors by using PESTEL and internal factors by using VRIO and SWOT and into strategic options by using the Balanced Scorecard, Porter's five forces, and the Ansoff Matrix.
Research indicates that the main drivers of the sustained advantage in a food business are the franchise system, brand equity, and scale of operations, and not the product recipe. Digital personalization and loyalty initiatives, as well as sustainability-driven differentiation opportunities, are major opportunities; however, topping the threat list are HFSS advertising restrictions, food-cost inflation, and changing consumer preferences in favour of healthier options. The goals of corporate social responsibility overlap somewhat with commercial goals and are in tension with the calorific, beefy nature of the Big Mac.
The report calls for a hybrid approach to best value, which brings product parity in primary costs and adds differentiators through innovation for both technology and menu and a ‘verifiable sustainability seal of approval’. Market penetration and selective product development are the preferred lower-risk routes for growth. Franchisee alignment, dynamic pricing, and the ability building of the workforce as well as the progression in ESG are the key indicators under monitoring in the Balanced Scorecard; if these key elements are worked on successfully, it fosters implementation success. All of these actions are designed to safeguard brand trust and ensure ongoing performance in a commoditized UK market.
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[bookmark: _Toc237038307]Introduction 
The focus of this strategic management report is to examine McDonald's UK Big Mac business specifically for the Board of Directors. McDonald's is the world's largest fast food chain, which follows a fast, consistent, and low-priced model with a majority franchise business. It was in 1967 that it introduced its best-seller, the Big Mac, which has become a symbol of the brand name. The study has been limited to McDonald's in the UK market, which has approximately 1,470 restaurants and provides very good turnover figures in a well-established and competitive, yet highly regulated, product market.
The analysis is done using established frameworks such as PESTEL, VRIO, SWOT, Balanced Scorecard, Porter's Five Forces, generic strategies, and Ansoff's matrix, examining the external pressures, internal capabilities, CSR alignment, and growth options. The goal is to provide evidence-based recommendations that maintain the Big Mac's strategic anchoring position while working towards the impact of reducing the burden of cost of living, regulatory limitations, and changing consumers' demands.
[bookmark: _sz6vxvxhahk2][bookmark: _Toc237038308]Section 1: Strategic Analysis
[bookmark: _3ljyf28mqfee][bookmark: _Toc237038309]1. Organisational Context and Overview
McDonald's Corporation is the planet's biggest quick-service restaurant (QSR) chain that offers a worldwide system of franchises depending on quick service, uniformity, and value. For instance, it was established in 1940 in San Bernardino, California, and came under a franchised system in 1955 by Ray Kroc and now operates more than 41,800 restaurants in more than 100 countries (Pawar, 2025). To demonstrate this method, the report focuses on only one product-market combination, as is necessary for an organization selling a range of products in different markets: the Big Mac in the United Kingdom market.
[image: ]
Figure 1: Big Mac 
Source: (Mcdonalds.com, 2026)
Launched in 1967, the Big Mac was the most globally recognized McDonald’s product, to the extent that it is the basis of the Big Mac Index, an informal, though academically studied, measure of purchasing power parity (Nobanee et al., 2025; Kunkler, 2025). This concentration on the UK provides the report with a platform to discuss McDonald's positioning within the UK market while avoiding the need to disperse the discussion of McDonald's across the 43,477 restaurants they have systemwide (Corporate.mcdonalds.com, 2024).
McDonald's mission statement is: “feed and foster communities”, while their vision and strategy is to be the customers' favourite place and way to eat through the concept of the “Plan to Win” comprised of People, Products, Place, Price and Promotion (Corporate.mcdonalds.com, 2026). The business model being one of high franchising, in 2023, around 95% of the world's restaurants were owned and operated by franchises, and most of the system-wide revenues were derived from rent and royalties instead of running food business operations (McDonald's Corporation, 2024). In the UK, McDonald's operated 1,436 restaurants in 2023, rising to 1,470 in 2024 (Seo, 2025), and recorded UK turnover exceeding £1.8 billion in 2023 (Statista.com, 2025). This franchise system, which is asset-light, is a key to McDonald's competitive edge, since it offers both local entrepreneurial ownership of the business and centralized control of the brand, supply chain, and menus.
[image: ]
Figure 2: The UK's most popular dining brands
Source: (Armstrong, 2021) 
The fast-food and takeaway market in the UK is estimated at around £23.1 billion; the number of businesses is estimated at almost 50,000, and these businesses are competing for a share of the market (Statista.com, 2025). As stated in Figure 2, McDonald's primary direct competitors in the burger-centric QSR categories are Burger King and KFC, while the rest, such as Greggs and Subway, Costa Coffee, and delivery-focused ones, are the indirect competitors (Hasançebi̇, Keski̇n and Yorganci, 2024).
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Figure 3: MCD FCF Margin vs. QSR Comps
Source: (Burke, Mather and Mahajan, 2025) 
According to Burke, Mather and Mahajan (2025), it is clear that McDonald's is in the marketplace with a strong hold on its customers, as it processes around 25% of the total fast-food sales worldwide and has the strongest presence on the UK high streets, which gives it a strong market position where the Big Mac is the core product that anchors its brand recognition, pricing benchmarks, and menu architecture.
When it comes to the UK market, history shows that McDonald's first came here in 1974; since then, the brand has been integrated into consumer culture in the UK, having continuously reinvested in its restaurant design, drive-thrus, and, now, digital ordering infrastructure (Magazine, 2024). Unlike most menu items, the Big Mac carries a special significance in this history, establishing itself as the product most strongly linked to the McDonald's brand in the world, acting as a sort of anchor to control prices over the entire range and a symbol of value-for-money to the cost-conscious UK diner during the extended period of cost-of-living stress (Bencsik, Lusher and Taylor, 2025). This historical and product-level context is a foundation for the external and internal analysis that is to follow.
[bookmark: _cg69vpo8or0a][bookmark: _Toc237038310]2. External and Internal Analysis
[bookmark: _1e8awecxrf88][bookmark: _Toc237038311]2.1 PESTEL Analysis
PESTEL is a macro-environmental scanning tool that analyzes the environment of an organization from the viewpoint of political, economic, social, technological, environmental, and legal factors that may impact its strategic decisions (Hayden, 2025). If it is adapted in the business of McDonald's UK, PESTEL exposes some of the opportunities that can be utilized by the company and threats it needs to overcome [Refer to Appendix 1]. 
Politically, the impact of post-Brexit trade and labour regulation, alongside the National Living Wage increase and sugar and salt and advertising regulations to prevent childhood obesity, all increase the costs of compliance, but they also offer opportunities for 'nutritional transparency' to differentiate the McDonald's brand in the UK (Thompson, 2025).
[image: ]
Figure 5: Food inflation rate rose from late 2024
Source: (Harari, 2026)
Economically, the steady increment of the cost of living as well as food price inflation since 2024 (Figure 5) has long since placed pressure on the price sensitivity of UK consumers, and, consequently, the value of convenience and affordable prices for the Big Mac delivery service will have a direct impact on consumer choices. Bencsik, Lusher and Taylor (2025) have identified that both an increase in time taken to complete a bout of shopping and the price of each outlet are measurable factors that shift the price sensitivity of the consumers when choosing a store, and, therefore, convenience and value pricing will be important factors affecting the delivery of the Big Mac service in the UK. The Big Mac Index literature already provides an example of the way in which currency and cost-of-living changes could be tracked from country to country using this one product (Nobanee et al., 2025), and this makes McDonald's an unusual product economically (Vo and Vo, 2022).
Socially, consumers in the UK are demanding greater health content, ethical sourcing, and transparency from an increasingly critical perspective; all of these have been addressed by McDonald's, such as calorie labelling, the McPlant range and the responsible sourcing commitments (Yildirim, 2024). Social attitudes towards the workplace also play a role, with McDonald's UK recruitment and reputation based on a largely young part-time workforce and changing attitudes on diversity, fair scheduling, and career progression (Mcdonalds.com, 2026). 
From a technological perspective, McDonald's has shown significant investments to enhance its digital capabilities by implementing self-order kiosks and the McDonald's App and integrating delivery (McDonald's, 2025), and international research has indicated that dynamic digital capabilities directly impact the perceived customer value and influence customer loyalty if they are well positively integrated with service provision (Daradkeh et al., 2023). A bespoke digital-transformation framework also highlights the critical need for an organization-wide operating model to make piecemeal digitalization unsuccessful, making the learning applicable to McDonald's UK’s app and kiosk launch (Govender and Naicker, 2024). 
From an environmental perspective, McDonald's has been under increasing pressure to reduce packaging waste, lower carbon emissions from its beef, and reduce deforestation ties and has pledged to become net zero and introduced recyclable packaging (Naik, 2023). 
McDonald's UK is legally bound to abide by food-safety law; employment law to its largely youthful and part-time workforce; and the rules on advertising codes with the restrictions on its marketing of high-fat, -salt, and -sugar products to children, which is particularly relevant for the Big Mac compared to new food introductions.
In total, this PESTEL analysis suggests that the greatest opportunities for McDonald's UK are related to the social and technological realm, as convenience, personalization, and transparency drive increased order frequency and, in turn, the value of portfolio products like the Big Mac in the eyes of the market, but the greatest threats are related to the political, economic, and legal area, where regulatory consolidation and prolonged cost-of-living pressures have reduced both offset price potential and marketing flexibility for a beef-centric brand. This balance between opportunity and threat domains has critical implications for the board: on one hand, to think and act about resilience in the short term (regulatory and cost management); on the other hand, to think and act about the technological and social factors that are discussed in more detail in the strategic-choice section below.
[bookmark: _3mf4dm8hmew6][bookmark: _Toc237038312]2.2 VRIO Analysis
The VRIO approach is based on the RBV approach, which assesses the characteristics of the resource or capability to determine if it is Valuable, Rare, Expensive to Imitate, and supported by the Organization and thus if it can become an SCA (The Strategy Institute, 2024). Recent conceptual studies have incorporated VRIN and VRIO and assert that VRIN-VRIO is still a relevant approach for dynamic and technology-dense industries, though it needs to be tailored to resource bundles, not the individual asset per se. By analyzing how McDonald's UK applies VRIO, it becomes apparent that there are some key resources that stand out [Refer to Appendix 2].
The brand and the worldwide recognizability of the McDonald's brand, according to Oladele (2024), are valuable and rare and only moderately difficult to imitate at the product level, as the format consisting of a double patty could be replicated by other companies; what cannot be duplicated is 60 years of brand-building and a supply-chain effort that keeps the Big Mac cost-effective. As revealed by research, tacit organizational knowledge is the most potent source of sustained advantage in knowledge- and service-intensive organizations (Amaya et al., 2022); McDonald's franchise system and operational playbooks and property selection expertise provide an example of a valuable, rare, and well-organized set of resources. The strength of digital assets, such as the McDonald's app and loyalty data, in the fast-food market is high, yet the imitability is less so, if only because other players are investing heavily into similar technology, and so this is a resource with a limited duration of value.
Scale along the supply chain is another source of value to extract. Large, long-term relationships with key suppliers, including beef, potato, and dairy farms in the United Kingdom, provide a stability and assurance that smaller, independent fast-food chains can only dream of (Sekar, 2024), and while valuable and reasonably rare, many large chains, including Burger King, use similar procurement arrangements, so the impact some of these agreements might have on advantage will be limited and can end up being a parity advantage. This point also is relevant for the board, who focus on the events surrounding the qualification of the franchise operating system and the organizational routines, rather than a unique resource, and hence show that advantage lies in a resource bundle, central to the resource-based view theory.
[bookmark: _gcdba19c77t9][bookmark: _Toc237038313]2.3 SWOT Analysis
Combining the PESTEL results and the VRIO results into a summary SWOT analysis can begin to give a full internal/external snapshot to inform strategic choice going forward (Song et al., 2022).
	Strengths
	Weaknesses

	· Internationally known brand, with the Big Mac as its flagship.
· A big franchise network (1470 restaurants across the UK)
· Ordering ecosystem and digital delivery partnerships digital (Donets and Sergeeva, 2023).
· The Big Mac experience with decreasing relative prices due to economies of scale
	· Ranked as a high reliance on beef, while under health/sustainability scrutiny (Ruani et al., 2025).
· Menu/pricing not perceived as as ‘premium’ as fast-casual alternatives
· The use of casual labour (either low paid or less than full time) contributes to the employment risk.
· The innovation cycle is slower compared to agile and small QSR newcomers

	Opportunities
	Threats

	· Expansion of high dollar and vegetarian items (such as McPlant)
· More personalization and marketing with AI.
· Growth in the delivery/dark-kitchen business segments.
· Packaging and sourcing differentiation with a focus on sustainability.
	· Driving up competition and price-wars with Burger King, KFC
· Ongoing food cost and wage pressures squeezing profits
· Only allowing advertising of Big Macs at a limited rate under the HFSS rules
· Challenge to shift consumer preference towards health and ethical sourcing


Table 1: SWOT Analysis of McDonald's UK (Big Mac)
(Source: Author)
The internal environment reveals that McDonald's UK has a really rare and well-organized capability in the area of franchising systems and size, but some items, like the product ‘Big Mac’ have only competitive parity, as the other rivals are able to imitate it. This means that the advantage can only be sustained in the surrounding system. Digital and sustainability-based differentiation are top opportunities, while regulatory pressures and continued discretionary spending due to cost of living are represented as the top threats (Bencsik, Lusher and Taylor, 2025).
[bookmark: _wv7j647k8hkk][bookmark: _Toc237038314]3. Comprehensive and Holistic View
[bookmark: _r8berapucths][bookmark: _Toc237038315]3.1 CSR Strategy and Alignment with Business Objectives
According to Ronaldmcdonaldhouse.org (2024), McDonald's UK's CSR aims include food quality and sourcing, environmental sustainability, community investment (including Ronald McDonald House Charities), and employee well-being. According to the company, they are making strides to source responsibly grown beef, toward meeting the expectation of cage-free eggs in all of their UK, French, and German supply chains, and toward using packaging that is recyclable or renewable (McDonald's Corporation, 2025). Lee et al. (2024) explained that McDonald's sustainability strategy is becoming more crucial for positioning within the competitive environment of the fast-food sector, suggesting, among other ideas, that the company implement eco-friendly packaging, innovate its healthier menu, and continue supporting and investing in the digital transformation, whose ideas apply to the Big Mac's UK packaging, marketing, and reformulation.
The CSR approach is broadly consistent with what McDonald's is trying to achieve for its businesses: Community partnerships provide enhanced credibility for the supply chain and brand; responsible sourcing enhances supply chain resilience and brand trust, which can provide premium pricing over the unbranded competition; community investment reinforces the positioning of “favourite place to eat” for the corporate vision. The alignment is not very accurate, though. The Big Mac is still a high-calorie, beef product, thus pointing to a disconnect between McDonald's claimed health and sustainability attitudes and its realities: As Acibadem International (2026) highlights, overall performance in the fast food industry is not as high as other sectors when it comes to environmental factors, despite being quite high when it comes to social and governance factors. The strategic takeaway that this finding has for the Board is that CSR needs to move beyond a communications activity and be brought into foundational decisions around menu and packaging in order to attain a boost to brand credibility rather than undermining it.
This tension is by no means unique to McDonald's but is typical of the overall pattern found in the research on the sustainability of fast-food chains: their size and standardization make rapidness and simplicity of supply chain transformation more difficult when compared with smaller, single-market fast-food competitors. Therefore, CSR efforts of the Big Mac and its packaging should not be seen as a sequence of one-off messages but rather as a multi-year transition plan to external verification to maintain the brand trust of which McDonald's leverage is the foundation to their price premium, as people are unlikely to buy a Big Mac for a higher price, given that the cost of not doing so is nearly zero.
[bookmark: _v3k7enxxoacd][bookmark: _Toc237038316]3.2 Balanced Scorecard Analysis
The Balanced Scorecard (BSC) was created by Kaplan and Norton in 1992, which helps to present a strategy in four mutually connected perspectives: Financial, Customer, Internal Business Processes, and Learning and Growth, offering a more comprehensive performance-measurement scheme than financial measures alone (Kumar et al., 2023). As organizations are operating in a context of greater volatile, uncertain, complex, and ambiguous (VUCA) environments, BSC research has increased and evolved significantly since its inception and has recently been reinforced by the work of bibliometrists (Tawse and Tabesh, 2023). By using the BSC to measure and improve “being the most popular restaurant to eat at” for McDonald's UK in the context of the Big Mac, the priority learning becomes clearly defined, creating measurable objectives across all four perspectives [Refer to Appendix 3].
The financial perspective acknowledges the fact that McDonald's is based on a revenue-taking strategy for the franchising of the business; UK comparable sales and the royalty income are the most straightforward ways of demonstrating how well it is doing through Big Macs. The Customer perspective reflects the emphasis on loyalty and the importance of digital customer value creation found in the PESTEL analysis, as digital value creation is becoming the key to the competitiveness of fast-food companies (Daradkeh et al., 2023). Internal Business Processes is associated with the speed of the operations, and Learning and Growth is connected with the employees' risks identified by the SWOT analysis that was a weakness. The four perspectives serve as a surefire way for the Board to realize that simply assessing Big Mac by its sales is insufficient; a key to successful competitive advantage is to see both.
One of the good points of its application in this context is the explicit recognition that is forced by the use of a trade-off between perspectives. For instance, putting pressure on the design of value menus as part of the financial perspective might lead to lower average transaction value underpinning the loyalty economics of the customer perspective, and pressure on staffing, as part of the learning and growth perspective, might lead to lower retention goals as well as margins, despite making the business meet the target. Now with the Shadowbrokers at the table, it is better if the four perspectives are not treated in isolation during strategy review talks at the board, and thus this recent balanced scorecard scholarship confirms that the four perspectives are best managed as an interdependent system instead of KPI reporting silos so that firms can operate in disruptive and uncertain environments.
[bookmark: _cly89ndjw6cv][bookmark: _Toc237038317]4. Strategic Choices and Implementation
[bookmark: _m7m906gjzoqg][bookmark: _Toc237038318]4.1 Business-Level Strategic Choices
[image: ]
Figure 6: Porter's Generic Strategy Framework
Source: (Jurevicius, 2025) 
Within the realm of business, Porter's Generic Strategy takes on three general dimensions: cost leadership, differentiation, and focus. The McDonald's UK Big Mac strategy has always been a mixture of dominant firm and differentiation strategies, with a large proportion of mechanisms in place to get the economy of scale advantages, customer delight around the brand, and convenience in the digitalization as well as customizing the menu. However, a pure cost-leadership strategy could lead to decreased profits in a year of continued inflation on input costs, and a pure differentiation strategy could result in the loss of McDonald's value proposition (Song et al., 2022).
A pure focus strategy, which serves a small group of potential customers, premium urbanites, on the other hand, also wouldn't be in keeping with McDonald's mass-market franchise concept nor the running McDonald's model of low unit economics based on high numbers of transactions across the 1470 locations in the UK, which keeps the Big Mac a cheap treat. While there are aspects of focus which could be used selectively, for instance, in the form of a localized menu variants or premium late-night formats in certain cities, it is unlikely to substantially affect the strategic emphasis of the overall brand; hence, it fails to meander out as a business-level option for the basic Big Mac business.
[bookmark: _1cnnlom4e0nv][bookmark: _Toc237038319]4.2 Porter's Five Forces and Recommended Strategy
Porter's Five Forces framework includes analyzing threats from new entrants and substitutes, with the bargaining power of buyers and suppliers also being analyzed (Pangarkar and Prabhudesai, 2024). Competitive rivalry is high in the fast food industry in the UK, as it is saturated with some of the most popular outlets, including McDonald's, Burger King, KFC, Greggs, and various independent operators; buyer power is high, as it is quite easy to switch between fast food outlets, and cost of living pressures have made switching more important than ever; supplier power is moderate, but due to the size of McDonald's and long-term contracts, the threat of substitutes is high, with everything from supermarket meal deals to delivery applications and home cooking being available; and the threat of new entrants is moderate to low, as competing on scale requires recognition and capital expenditure (Hasançebi̇, Keskín and Yorganci, 2024; Bencsik, Lusher and Taylor, 2025).
The report suggests that McDonald's UK choose a hybrid 'best value' strategy with cost-efficient pricing of the flagship Big Mac and a personalized,,digital menuu and sustainable branding. This is akin to how brand management/DECXhase become critical differentiator; along with price (Song et al., 2022) for foodservice. While the number of new entrants is moderate to low overall, it cannot be ignored at least in the segment of delivery-only “dark kitchen”restaurants,s where capital requirements are significantly lower than for a full-service restaurant; McDonald's scale advantage will be most pronounced in the range of traditional restaurant formats but should be expanded into other lower-capital delivery formats prior to the share being eroded by other smaller, digitally native entrants.
[bookmark: _2ha3ijrp2cw8][bookmark: _Toc237038320]4.3 Ansoff's Matrix and Growth Direction
Zugay and Zakaria (2023) broadened the definition of growth options in the matrix presented by Ansoff (1957) along two dimensions: existing vs new products and existing vs new markets which results include market penetration, market development, product development and diversification strategies. Market penetration is key for McDonald's UK; by growing deeper into an existing market with the Big Mac, the company can see a boost in share with relatively low risk from deepening app penetration and expanding to delivery channels as well as boosting repeat sales through its brands. Product development involves creating a relatively different version of the original product, such as a limited ed. Big Macs, or a higher or plant-based choice, to give the franchise an added line without the added risk of full diversification. Market development—rare or unserved suburban areas or transport hubs is a moderate-risk growth opportunity that aligns with McDonald's “asset-light” franchise model. But diversification alone — such as going into totally new segments, like coffee — is not advised because of its greater risk and the steepness of McDonald's brand equity in burgers.
	 
	Existing Products
	New Products

	Existing Markets
	Market Penetration: deeper app/loyalty adoption, delivery growth, value bundling
	Product Development: premium/plant-based Big Mac variants, limited editions

	New Markets
	Market Development: dark-kitchen/delivery-only expansion into new UK locations
	Diversification: not recommended — high risk, weak fit with core capability


Table 2: Ansoff's Matrix Applied to McDonald's UK Big Mac Strategy
Source: (Self-Created)
[bookmark: _b8ekxlnivgs6][bookmark: _Toc237038321]4.4 Delivering Optimum Performance and Managing Implementation Challenges
The recommended hybrid approach can provide optimum performance as it directly deals with the forces outlined in the Five Forces analysis: the cost discipline allows for resisting the power of buyers and the threat of substitutes, the differentiation in the digital and sustainability areas allows retaining the imitation barrier from other competitors with lower costs, and the socially driven opportunities detected in the PESTEL can also be met. This fits with the resource-based view theory, which posits that a sustained advantage may result from clusters of resources that are valuable, rare, difficult to imitate, and well-organized, and the VRIO analysis, which revealed that it is the franchise system and scale of McDonald's, and not the recipe itself, that is the cause of its sustainable advantage.
There are several challenges in implementation, however. First, all of McDonald's 1,470 independently operated restaurants in the UK have to buy in to digital and sustainability initiatives to ensure consistent execution; as cited by McDonald's earlier in this blog, digital transformation in QSRs requires an organization-wide operating model rather than a piecemeal approach, which can be achieved by standardized playbooks, incentive alignment, and centrally funded tech rollouts. Second, if McDonald's goes overboard in cutting prices for value meals, then price inflation can pinch margins—McDonald's needs to be able to do dynamic, data-driven pricing through its app to preserve value and margin. Third, stricter restrictions on the promotion of HFSS foods and drinks could limit the ability to promote Big Mac, but the company can adapt by shifting communications, perhaps to the expanded menu, using healthier and plant-based foods, and preserving the brand equity of the product without giving up promotion of the Big Mac. Fourth, the brand promise of consistent service could be lost when the workforce is constantly changing as it is primarily young and works mostly in the part-time sector; workforce training pathways and the development of formal structures, as reflected in the Learning and Growth perspective of the Balanced Scorecard, can partly address this challenge, as well as the employee wellbeing elements in the CSR strategy. Lastly, the risk to reputation for sustainability claims also necessitates an independent assessment of CSR goals and commitments to ensure that they are not greenwashed and thus break the very coordination purpose of introducing such a strategy—brand trust (Grancea, Neacsu and Balasescu, 2025).
Strategic decisions outlined in this section are not stand-alone programs—overall, they are mutually reinforcing: the hybrid best-value approach represents the competitive position; the directions to extend that position are based on the Ansoff Matrix growth priorities; and the implementation safeguards are designed to ensure execution does not inflict damage on McDonald's most valuable and most defendable assets, as identified through the VRIO analyses. These, therefore, should be treated as a program of works by the Board and be reviewed against the Balanced Scorecard quarterly, rather than a collection of standalone works.
[bookmark: _2kwq63lbe3pb][bookmark: _Toc237038322]Section 2: Reflective Account
This reflective account will be based upon the Gibbs Reflective Cycle model, which is commonly used to reflect about learning and is a six-stage model that encompass description, feelings, evaluation, analysis, conclusion and action plan, and it reflects the process of researching, analysing and preparing this report. Gibbs' model stands out as one of the most widely used models in higher education and professional development, with its cyclical process promoting repetitive learning and feedback as students engage in multiple iterations of learning through tasks.
Description: During this reflection I have imagined myself as a strategic management consultant (SMC), who has been asked to analyze the Big Mac business in the United Kingdom at McDonald's. This included picking the best organization and market focus, PESTLE, VRIO, SWOT, Balanced Scorecard, Porter's five forces, Porter's strategies, and Ansoff's matrix gathering to create a set of recommendations for the Board based on evidence.
Feelings: When thinking about selecting one product/market to work on for analysis, I first had some hesitation about how to subdivide a global, multi-market entity like McDonald's into a single, micro-analysable product/market without jeopardizing strategic coherence. After the Big Mac/UK focus was formed, I became more confident as I was able to use each framework consistently with the same unit of analysis instead of flipping back and forth from global to local data. Moreover, there was a certain mental "told you so" satisfaction in noticing that the Big Mac itself is the subject of academic literature, the Big Mac Index, as it added a bit of interest to the economic analysis (Nobanee et al., 2025).
Evaluation: What did work well was the way that frameworks were sequenced, with PESTEL leading sensefully into SWOT, which is then followed in turn by the Balanced Scorecard, followed by the strategic-choice frameworks, thus providing a clear analytical stream from the outside environment through to the means to implement them. The thing that failed me more often was the self-control needed to weave only from a real, traceable textbook or corporate publication after 2022, rather than using copypasta of the model's descriptions in textbooks—it took some time to do for each model, but it still worked.
Analysis: The process revealed why it is desirable to use more than one framework and demonstrated how threats can be identified through PESTEL that are not identified by relying on that model alone (e.g., regulation and inflation) and how the product's VRIO model provides a more revealing suggestion of why the McDonald's franchise system may be more enduring than the product itself. Following the same rationale, the 4 perspectives of the Balanced Scorecard availed for analysis prevented the analysis from over-weighting financial performance, as per the studies on the Balanced Scorecard that show non-financial perspectives are necessary for an operating environment of volatility (Tawse and Tabesh, 2023). This solidified my belief that strategic consulting is not necessarily about one “right” model but about using complementary thinking models to validate conclusions.
Conclusion: In retrospect, I should have started with primary company disclosures, like the documents made more available by McDonald's, which disclose individual support for all UK locations, rather than some aggregate industry insight, which will further improve the quality of financial data supporting the financial perspective in the Balanced Scorecard. I also am aware that my first round of time estimation underestimated the time it would take to actually establish academic-source teachings versus the actual creation of the analysis material.
Action Plan: In the future with the strategic management assignment that I have to do, I will start the research phase by making sure that a source log is verified before even beginning to write the analytical section; this way, if I apply a framework, I can ensure that I have a citation to confirm that it comes from a reliable source from the beginning rather than doing so after writing the analysis. In addition, I will be making an explicit decision on how the frameworks work together (for instance, making sure that the VRIO conclusions are consistently expressed in the SWOT and Balanced Scorecard parts) and not looking at each framework in isolation, as this approach led to the most credible and internally consistent recommendations to be set forth in this report. 
[bookmark: _Toc237038323]Conclusion 
This analysis shows that McDonald's UK's competitive advantage is mainly around creating a franchise system, brand, and scale of operations and is not just based on the product itself. To tackle high rivalry, buyer power, and regulatory threats, a hybrid best-value strategy of disciplined cost efficiency and digital personalization, menu innovation, and tangible sustainability claims is recommended. These combined measurements will safeguard the integrity of the brand and ensure long-term success in a challenging UK market and are reviewed quarterly in relation to the Balanced Scorecard.
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[bookmark: _Toc237038326]Appendix 1: PESTEL Analysis of McDonald's UK (Big Mac)
	Factor
	Key Issues
	O / T

	Political
	HFSS advertising restrictions, post-Brexit labour rules, and national living wage rises (CIPD, 2026).
	Threat

	Economic
	Cost-of-living crisis; food-price inflation; discretionary spend pressure
	Threat

	Social
	[image: ]
Figure 4: Consumer attitudes for health
Source: (Adamson, 2025)
Health-consciousness as seen in Figure 4; demand for transparency and plant-based options
	Opportunity

	Technological
	App-based ordering, kiosks, delivery integration, and AI-driven personalization (Shorbaji, Alalwan and Algharabat, 2025).
	Opportunity

	Environmental
	Packaging waste, beef-linked emissions, net-zero commitments
	Threat/Opportunity

	Legal
	Food safety, employment, and children's advertising regulation (Knowledge for Policy, 2021).
	Threat



(Source: Author)
[bookmark: _Toc237038327]Appendix 2: VRIO Analysis of McDonald's UK Key Resources
	Resource/Capability
	Valuable
	Rare
	Costly to Imitate
	Organised
	Implication

	Brand equity & Big Mac recognition
	Yes
	Yes
	Moderate
	Yes
	Temporary advantage

	Franchise system & site network
	Yes
	Yes
	Yes
	Yes
	Sustained advantage

	Supply-chain scale
	Yes
	Moderate
	Moderate
	Yes
	Temporary/parity

	Digital ordering & loyalty data
	Yes
	Moderate
	Moderate
	Yes
	Temporary advantage

	Individual menu item (recipe)
	Yes
	No
	No
	Yes
	Competitive parity



(Source: Author)
[bookmark: _Toc237038328]Appendix 3: Balanced Scorecard for McDonald's UK (Big Mac Business)
	Perspective
	Objective
	KPI
	Target
	Initiative

	Financial
	Grow like-for-like UK sales profitably
	Comparable sales growth; royalty income
	4–6% annual growth
	Value-menu bundling; disciplined price architecture

	Customer
	Strengthen loyalty and perceived value
	App active users; NPS; repeat-visit rate
	+15% app orders p.a.
	Loyalty rewards; personalised offers

	Internal Processes
	Improve speed, consistency & sustainability
	Service time; % recyclable packaging
	Sub-90s service; 100% recyclable packaging
	Kitchen tech upgrades; packaging redesign

	Learning & Growth
	Build workforce capability & digital skills
	Training hours; digital adoption; retention
	-10% staff turnover
	Hamburger University training; career pathways



(Source: Author)
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