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EXECUTIVE SUMMARY
This report critically reviews a strategic marketing plan for McDonald’s; the strategic marketing plan aims to improve the connection between the operation of McDonald’s and the current socio-cultural trends of society in general. The report will mainly focus on the general increase in consumers’ interest in healthy lifestyles and diets as the current socio-cultural trend mentioned, and what is included in McDonald’s strategic marketing plan to align itself to this trend. In addition, the strategic marketing plan proposes to develop a healthier, meat-free, and plant-based on the all-time favourite menu items of McDonald’s, so that customers have more healthy and sustainable meal choices. The strategic marketing plan will include several models of strategic marketing such as SOSTAC, SMART, and 7 “P” Marketing Mix, to further elevate the structure and ensure the overall coverage of the plan. In addition, several recommendations are included after the explanation of the strategic marketing plan; which includes suggestions for McDonald’s to innovate further on the operation of their business, as well as balance the best interest of their different customers, ensuring to cater equally to their wants and needs. 
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[bookmark: _Toc135495046]1.0 INTRODUCTION 
As competition within the fast-food industry is rising significantly, fast-food chains are constantly looking for new ways to stay relevant to consumers' wants and needs, as well as to gain market share. One of the most common ways these companies appeal to consumers is by being relevant to the current socio-cultural trends of their consumers’ societies. However, with the huge advancement in technology, and people generally are gaining new knowledge daily, socio-cultural trends are also changing rapidly. Hence, the marketing plan proposed in this report will focus on how McDonald’s can better improve in relating their operations to the current socio-cultural factors. In this report, the structure of the marketing plan includes several models of strategic marketing; however, it will focus significantly on two strategic marketing models.
          The first model that is used in the marketing plan is the SOSTAC model. Designed by PR Smith, the SOSTAC Marketing planning model is a tool that enables effective marketing planning; it is great in the sense that its user can properly set their priorities in their marketing plan, and effectively organise their marketing activities (Broadhurst, 2022). In other words, the SOSTAC model is significant in providing a constructive structure to a business marketing plan. SOSTAC is an acronym of the six key stages that are included in this model: Situation Analysis, Objectives, Strategy, Tactics, Action, and Control. 
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Diagram 1: SOSTAC Model (Broadhurst. 2022)

          Looking more closely at the Objective stage of the marketing plan, the SMART model will be practised. The model is popular and widely adapted in groups and projects, as it is designed to assist people or organisations to better define and set goals relevant to their objectives (Martins, 2022) It includes five key aspects that provide significant insights to the model users, enabling them into have a more effective project management (Martins, 2022). 


[bookmark: _Toc135495047]2.0 SOSTAC MODEL 
[bookmark: _Toc135495048]2.1 Situation Analysis 
Situation Analysis in the first key stage of the SOSTAC model. It is an essential process as it provides the organisation a better understanding of the industry they are venturing into, and where they stand in it; what are their strengths and opportunities that they can exercise fully to their advantage, as well as weaknesses and threats that they should keep in mind and monitor closely (Broadhurst, 2022). In most cases, organisations that are carrying out a situation analysis utilises marketing audits, internal and external analysis such as SWOT analysis, Ansoff Matrix model, Porter’s five forces model, and PESTLE analysis.
          In this report, the situation analysis will focus on the socio-cultural factors that influenced McDonald’s, socio-cultural trends refer to social trends and conditions that influence the operation of an organisation; it refers to the factors that sway the behaviour of consumers, which depending on how it impacts the macro-environment of the organisation, could be supportive or discouraging towards the organisation’s operation (Greenspan, 2022). In McDonald’s context, a current social trend that they are posing a threat is people are more health conscious, especially about the food that they are consuming (Pepeira, 2023). According to Rabadan et al. (2021), the current demand for sustainable and healthy food has grown immensely, which encourages the creation of healthier substitutes for traditional food. Sritharan (2022) also commented on her article on consumer’s increasing interest and obsession with ‘better-for-you’ products, giving priority to their health and wellness needs. Due to this ongoing trend, fast-food chains that have healthier offerings, like Subway, are becoming a favourite of consumers, threatening to replace McDonald’s as a healthier meal substitute (Majumdar, 2018).

[bookmark: _Toc135495049]2.2 Objectives
In the second key stage of SOSTAC, the objectives of the strategic marketing plan are defined in relation to the outcome of the situation analysis (Stanford, 2021). This step explores what the organisation is striving to achieve, as well as how and when they are going to achieve it (Stanford, 2021). Consequently, the general objective of the strategic marketing plan revolves around enabling McDonald’s to retain their consumers that are getting more and more health conscious. To get a clearer picture of how to achieve this goal, the SMART model is applied. 
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Diagram 2: SMART Model (Martins, 2022)
          SMART is an acronym for five key aspects: Specific, Measurable, Achievable, Relevant, and Time-bound (Leonard & Watts, 2022). Firstly, Specific in the model reminds the model user to always set their goals to achieve a certain and specific objective, instead of a broad one (Martins, 2022). For this strategic marketing plan, the goal is for McDonald’s to increase 15% of comparable sales in countries that are practising the proposed marketing strategy. For Measurable, it refers to how the objective should be quantifiable so that the progress can be easily tracked; in this case, measuring the sales of the McDonald’s is more suitable, as it provides a clear indication of many key metrics such as the break-even point, and gross profit. 
          Furthermore, the next two key aspects of the SMART model are closely related. Achievable implies that the goal should be realistic and attainable so that the project members stay motivated in achieving it (Leonard & Watts, 2022). In the last quarter of 2022, McDonald’s had made a 12.6% increase in global comparable sales, indicating strong growth during the holiday seasons (McDonald’s, 2023). Hence, a 15% increase in comparable sales in participating countries in this strategic marketing plan is achievable. To continue, the model includes Realistic, which suggests that the goals should be within reach, pragmatic, relatable, and aligned with the objective of the organisation (Leonard & Watts, 2022). In other words, it questions whether the goal is within the organisation's ability to reach, can be accomplished with the given resources and time. With McDonald’s current status of being one of the more successful fast-food chains globally (Statista, 2023), they are well capable of providing the resources needed for this strategic marketing plan. Lastly, the final key aspect is Time-bound. This key aspect implies that goals should have a set deadline; the deadline gives a sense of urgency to the goal, letting model users know whether they have succeeded or failed to attain the goal in the set period of time (Leonard & Watts, 2022). In the context of this strategic marketing plan, the duration set to accomplish this goal is during the second and third quarters of 2023, which is approximately 6 months. 

[bookmark: _Toc135495050]2.3 Strategy
The Strategy part of SOSTAC, this step explores critically how the organisation will achieve its goals; this step utilises the STP Model, which consists of three parts that the organisation should decide on, Segment, Target, and Position (Stanford, 2021). Below diagram 3 depicts the STP model:
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Diagram 3: STP Model (Pahwa, 2023)
          Segments indicate the groups of customers that are buying from the industry (Mind Tools, 2023). According to Broadhurst (2022), when deciding on the segmentation of customers, organisations should pay attention to the details of the geographic and demographic profiles, as well as wants and needs. In the fast-food industry, consumers can be grouped followed on their diet and eating patterns, which includes, diets with meat consumption, vegans, vegetarians, pescatarian, flexitarian, etcetera (McRae, 2019). Next, there is Targeting; targeting focuses on the evaluation of each segment and determining which segment to appeal the product to; in other words, who is their target market (Pahwa; 2023; Mackeviciute, 2022; Stanford, 2021). For this strategic marketing plan, the target markets are consumers who prefer to practise plant-based diets, like vegetarians and pescatarians, as well as flexitarians. In the last part of the STP model, Positioning refers to the process that organisations undergo to create a differentiated image compared to their competitors, in the minds of consumers, especially to their target market (Pahwa, 2023). With the correct positioning, customers are able to associate brands with a unique perspective of them, usually emotionally, feelings, and sentimentally involved, in which enables brands to differentiate from their competitors (Pahwa, 2023). For this strategic marketing plan, the best ways that McDonald’s can position itself within the targeted market are through symbolic positioning, which they position themselves based on the target market’s image, identity, or lifestyle; in this case, eating healthier and low-calorie meals. 
[bookmark: _Toc135495051]2.4 Tactic
The Tactic stage of the SOSTAC model is an extremely significant part of the strategic marketing plan; it explores steps to reach out to fulfill or achieve the organisation’s goals (Broadhurst, 2022). In simpler terms, it is the stage that involves brainstorming detailed plans aligning with the marketing campaigns (Standford, 2021).  A common marketing strategy model that organisations refer to in this stage is the 7P Marketing Mix. The marketing mix is a framework that is aimed to provide business models and marketing strategies with a more detailed planning that covers several aspects of the business (Brooks, 2022). The 7P marketing mix is an extended version of the 4P marketing mix, which includes seven elements that begin with the letter “P”. 
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Diagram 4: 7P Marketing Mix Model (SlideBazaar, 2023)
          The first “P” of the marketing mix is Product. Product refers to the business’s product or service that is offered to consumers; the product or service requires features, or unique selling points that attract consumers, or fulfills consumers’ needs (Brooks, 2022). The product that is being marketed under this strategic marketing plan is a plant-based version of the all-time favourite menu items of McDonald’s. As a popular fast-food franchise, McDonald’s has several menu items that have been well received by consumers for decades; namely their Big Mac, McChicken burger, McNuggets, and Double Cheeseburger (Jones, 2022). These items already have a certain degree of fame and popularity among fast-food lovers (Jones, 2022); hence, the main focus is to create alternate, healthier versions of these popular menus so that health-conscious consumers can enjoy them as well. 
          The second “P” is Price. For the product to be well received by consumers, pricing is an important factor that businesses must consider; pricing of products should be based on what consumers are comfortable with, or willing to pay for the product (Assemblo, 2021). That being said, prices of the plant-based menu items should not be too far apart from their traditional counterparts, as that is the price that customers had been comfortably paying for. 
          The third “P” to be addressed is “Promotion”. Effective promotional activities are crucial to the success of a strategic marketing plan; the more effective the promotional activities, the more people are aware and interested in the new product (Assemblo, 2021). That being said, good promotions often boost sales and generate profits for the organisations. In the context of the fast-food industry, the most effective promotion is offering their new menu items in a set with snacks and drinks, with a limited-time promotional price (Voicu, 2023). The idea behind this promotion is that customers are willing to try out new items at a discounted, or valuable price point, hence why this tactic is popular among restaurants. 
          To continue, the fourth “P” is Place. In this era, place refers to the location where the target audience can interact with the product physically and online; it is where potential customers can discover and purchase the products (Brooks, 2022). As the products are plant-based and marketed towards consumers that have preferred meat-free diets, the product will be released in five countries with high concentrations of consumers with meat-free diets, that includes; India, the United Kingdom, Germany, China, and the United States (Statista, 2023).
          The fifth “P” is people. People in the marketing mix indicates that the personnel that exist within the organisation that will be interacting with the customers regarding the products, before and after purchase (Assemblo, 2021). For McDonald’s, that means having an excellent team in customer service; to achieve that, quality training is provided, along with healthy work relationships, and fair treatment among employees is prioritised (Rahman, 2023). 
          Moving on, the sixth “P” is Process. Process is the set of actions or activities that are required for the product to deliver to the customers (Rahman, 2023). For instance, consumers are usually concerned with the food preparation of their meals; hence, the food preparation process will be completely visible to the customers i.e., open kitchen concept (Rahman, 2023). 
          Lastly, the last “P” to be mentioned is Physical Evidence. Physical evidence involves the aspects of the environment or packaging that impact not only the way the organisation functions but also the customer's impression of them (Assemblo, 2021; Rahman, 2023). In this case, the main focus of physical evidence that this strategic marketing plan is on the packaging of the products. The packaging of the products will be made with sustainable materials that are pleasing to consumer’s eyes, easy accessibility to the product, and more importantly, recyclable (Dennis, 2023)
[bookmark: _Toc135495052]2.5 Action 
In this stage, the schedule of implementation of the marketing plan is discussed (Pawsey, 2019). To be specific, the timeline of the strategic marketing plan is being outlined so that the implementation would be more effective and structured. The following table 1 depicts the timeline of the proposed strategic marketing plan; the plan will take place from April 2023 till September 2023. 

	Task
	Q2 of 2023
	Q3 of 2023

	
	April
	May
	June
	July
	August
	September

	Planning
	
	
	
	
	
	

	Research
	
	
	
	
	
	

	Development
	
	
	
	
	
	

	Implementation 
	
	
	
	
	
	

	Follow Up 
	
	
	
	
	
	


Table 1: Timeline Of The Proposed Strategic Marketing Plan
[bookmark: _Toc135495053]2.6 Control
In the last stage of SOSTAC, Control refers to the monitoring of the performance of the strategic monitoring (Pawsey, 2019); which includes monitoring key performance indicators (KPIs). KPIs are measurable values that indicate the success or failure of an objective, and there are many types of KPIs that organisations can focus on to determine the performance of their business operation (Broadhurst, 2022). For restaurants, a crucial KPI that should be monitored is sales: sales are indicators of whether the product is successful or failing at attracting consumers, and it impacts certain key metrics like the break-even point and gross profit (Biel,2022). By monitoring the sales volume of the new items, McDonald’s can decide whether to make adjustments and additions to the strategic marketing plan and maximise profit or minimise loss.

[bookmark: _Toc135495054]3.0 RECOMMENDATION 
As the strategic marketing plan is implemented, McDonald's effort in relating to a healthier diet and lifestyle mustn't stop there. This is to ensure McDonald’s survivability and constant growth in this competitive market, maintaining its status as one of the most valuable fast-food brands in the world (Statista, 2023). To stay on top of their game, innovation is certainly significant, especially in the food industry (EasternEye, 2023). Food innovation is a wide concept that opens a variety of possibilities that food companies can improve their product; innovating their product effectively enables them to improve sales, as well as brand reputation, and more importantly, stay up to date with consumers’ wants and needs (EasternEye, 2021). As such, McDonald's must explore other ways to innovate their product to align with the ongoing trends of their customers. Moreover, as McDonald’s is a global fast-food franchise, their innovation should be differentiated according to the different cultural practices; this is to ensure that they are able to innovate according to the local’s preferences, as well as avoid offending their cultural beliefs (Nutraceuticals World, 2020). That being said, following the ever-changing preference of consumers, there is always space for improvements for businesses; for McDonald’s to continue being a favourite of consumers, they will need to innovate with keeping their customer’s best interest at the center of their operations. In addition, McDonald’s also needs to pay attention to retaining the existing relationship with their customers that prefer their traditional offerings, making sure that their interests are also considered in their future strategic marketing plans. Hence, balancing the interest of their different types of customers will be a key issue that McDonald’s needs to pay attention to, so that all parties feel valued by the brand.
[bookmark: _Toc135495055]4.0 CONCLUSION 
In a nutshell, the strategic marketing plan proposed in this report aims to enhance the relationship between McDonald’s and their healthy-eating consumers. To achieve their objective, they will need to make changes to their operations; essentially increasing its brand value by adding different menu items to cater to healthy-eating consumers, while also retaining or improving the quality of their traditional offerings to keep their loyal customers loyal to them. Nevertheless, constant innovation and new development in the product and service of McDonald’s is also important for the organisation’s growth, so that consumers stay interested in the global fast-food chain. Taking into consideration the suggested recommendation, there surely are areas and departments that McDonald’s can strive to improve to further elevate their global business in the fast-food industry. 
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