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[bookmark: _Toc224628765][bookmark: OLE_LINK246]Executive Summary	Comment by 焕 耿: 太长了 按照老师的要求 执行摘要应该是半页到一页长度 它的职能是让读者通过阅读执行摘要就知道整篇报告的主旨和发现。 控制字数
This study explores the integration of how McDonald's fast-food industry operates correctly in the UK market. The research examines the associations between macro and micro-environmental factors, how proper operational technology promotes innovation, how collective operations can be independent of environmental dependencies, how to better address competitive threats from other fast-food industries, and how to better maintain and foster customer loyalty, among other aspects.


The findings reflect a positive and direct correlation: the more effectively fast-food enterprises integrate technology with new innovative concepts, maintain customer loyalty, and analyze internal and external micro and macro environments, the greater their likelihood of performing well, expanding, and achieving success in competition with other fast-food industries. Business strategies serve diverse functions. They are feasible tools for managing work and imagination. They also represent successful experiences, combining technological policies to connect with customers, streamline business processes, and use data analysis to assist in decision-making and adjusting operational strategies.


Benefits are not only reflected in financial statement outcomes. While revenue growth and return on investment are important, non-financial factors such as customer satisfaction, loyalty, and social media engagement are equally crucial in determining success.


Overall, the study concludes that innovation and technology reinforce each other. Innovation opens up new opportunities, technology makes these opportunities possible, and improved performance further drives innovation. For fast-food entrepreneurs, especially chain fast-food businesses, success depends on being customer-centric, using appropriate solutions wisely, learning from the best practices of other fast-food industries, operating independently of market dependencies, and utilizing analysis of internal and external micro and macro environments. Despite challenges, the potential for long-term growth and competitiveness makes this integration essential.
[bookmark: OLE_LINK93][bookmark: OLE_LINK214]



























[bookmark: _Toc224628766]SECTION 1 - Introduction

1.1ective 	Comment by Gwyneth Jones: Good clear objectives for the report. You could start with an introduction to SOSTAC 
Explain that your report will cover the first stage of the marketing plan e.g. situation analysis and give a little bit of detail on this stage, what is involved - e.g. macro, micro and internal analysis. And how this sets the foundation of the marketing plan.
Add a brief introductory sentence before the objectives. E.g. this report will present an analysis of the business environment in which McDonalds operate in the UK. 


[bookmark: OLE_LINK215][bookmark: _Toc224628767][bookmark: OLE_LINK21][bookmark: OLE_LINK41][bookmark: OLE_LINK107][bookmark: OLE_LINK22]1.1 Give a brief introduction to this report.	Comment by 焕 耿: 这看起来不是一个heading，改掉。 写作应该先设定一个背景情景 就是为什么要写这篇报告 发现了什么问题 你要解决什么问题 然后开始设定报告的写作范围。

而且你的introduction写的有点混乱 最好用subheading 区分一下 而且你全篇超了太多字数，可以控制一下各个section的字数。
[bookmark: OLE_LINK18]This report primarily presents a specific analysis of the business environment for McDonald's, a world-famous company, operating in the UK. Through business analysis, it aims to help McDonald's establish clear goals and develop a plan for adjusting its next steps in the UK.
[bookmark: OLE_LINK216][bookmark: _Toc224628768][bookmark: OLE_LINK26][bookmark: OLE_LINK27]1.2 SOSTAC Introduction
[bookmark: OLE_LINK16]Businesses apply the concepts and methods of SOSTAC analysis. This conceptual framework can be used to develop comprehensive and detailed business management strategies for McDonald's in the UK (Aman et al., 2021; Muhammad et al., 2019; Paredes-Atencio et al., 2022; Tardan et al., 2017). Implementing SOSTAC analysis, a strategic planning concept, involves breaking it down into multiple tools, including Situation Analysis, Objectives, Strategy, Tactics, Action, and Control (Muhammad et al., 2019; Tardan et al., 2017). Based on these tools, the analysis phase can be adjusted if aligned with logical elements (Aman et al., 2021; Muhammad et al., 2019; Paredes-Atencio et al., 2022; Tardan et al., 2017). The situation analysis phase makes marketing goals and metrics more measurable and effective (Paredes-Atencio et al., 2022). The strategy development phase will utilize the adjusted rules of SOSTAC analysis to determine established goals and objectives. The tactics phase will use the planning framework to support the formulated strategies (Muhammad et al., 2019; Tardan et al., 2017). Through SOSTAC planning analysis, underdeveloped businesses will gain an overview of the implementation of developed business strategies. These findings can provide guidance for establishing sustainable businesses. Sustainability has become an intriguing topic in recent years. To address business changes, organizations must develop strategic plans that meet market demands (Adel et al., 2021) and focus on the organizational environment (Kotler & Armstrong, 2018; Kotler & Keller, 2016). Organizational focus is not only on pursuing profit but also on considering economic and social environments (Agafonova et al., 2021). Understanding how to create sustainable management will make organizations more competitive (Ahmed et al., 2020), enhance their value (Khwunnak & Chailom, 2021), and strengthen McDonald's brand image in the minds of UK consumers.

[bookmark: OLE_LINK43][bookmark: OLE_LINK17][bookmark: OLE_LINK36]The first phase of the report primarily includes situational and case studies combined with theoretical analysis. By examining these scenarios and cases, an assessment and analysis of the UK market business environment for this phase are conducted, incorporating macro-environmental, micro-environmental, and internal-external environmental theoretical analysis. Additionally, this phase lays the foundation for the marketing plan.
[bookmark: _Toc224628769][bookmark: OLE_LINK95][bookmark: OLE_LINK230]1.3 Introduction to McDonald's in the UK Fast Food Industry
[bookmark: OLE_LINK96][bookmark: OLE_LINK38]The fast-food industry has become a significant and rapidly growing sector of the global economy, with McDonald's being the world's largest and most well-known chain. Founded in San Bernardino, California, in 1940, McDonald's has now expanded to over 100 countries, serving millions of customers every day. McDonald's success is not only attributed to its food offerings but also its innovative and adaptive marketing strategies. The company's ability to analyze internal and external market trends, consumer behavior, and technological advancements in the UK has helped it maintain a leading position in the industry. (McDonald's Corporation 2024)

[bookmark: OLE_LINK42]In today's global market, changes in consumer behavior are reshaping companies' product development and marketing strategies. Growing interest in environmental sustainability and health is also influencing consumer shopping habits and product preferences. Consumers used to focus solely on product functionality and price, but today factors such as environmental impact, sustainability, and health have become crucial (Fehér, 2020). Brand building helps businesses increase market share, gain consumer trust, and ensure sustainability. It also encourages innovation, facilitates adaptation to trends, and helps maintain core values (Jahan, 2024). McDonald's is making significant adjustments to its menu to adapt to evolving consumer demands. The company is developing balanced meal options by offering healthier and plant-based products and reducing preservatives (Britannica, 2024; Park, 2020). This study will examine how McDonald's has responded to internal and external trend developments in the UK, as well as the impact of these strategies on McDonald's product development and marketing in the UK. It will also provide key findings to understand adaptation to changing consumer preferences and the impact of these changes on brand perception.

A marketing strategy is a systematic plan for building profitable customer relationships by delivering value to customers. In this context, scholars such as (Sope .2023) advocate techniques like offering high-quality products at competitive prices, providing warranties, and implementing selective discounts. (Susanti et al. 2023) emphasize the importance of aligning marketing strategies with various internal and external factors to achieve a clear market positioning.



To maintain competitiveness in an ever-changing macroeconomic environment, organizations should continuously evaluate their strategic position to ensure smooth operations in a sustainable manner (Zaurez Afshar & Hussain Shah, 2025). For strategic assessment, it is recommended to adopt validated methods such as the PESTLE and SWOT frameworks. Given that an organization's primary goals are growth and development, a comprehensive evaluation of factors influencing organizational culture becomes crucial to gain relevant insights that can help management and decision-makers achieve growth (Lisdiono, Said, Yusoff, Hermawan et al., 2022).

As a macroeconomic analysis tool, PESTLE analysis has been used by businesses for evaluation. It assesses the external business environment—highly dynamic in nature—in which enterprises operate and interact with these external factors that they cannot control. PESTLE analysis lays the foundation for identifying opportunities and risks, which are instrumental in conducting a SWOT analysis (Alanzi, 2022).

[bookmark: OLE_LINK39]McDonald's can be considered a pioneer in the field of marketing management, as it has applied certain systems and adapted them according to the region where its outlets are located. In the case of McDonald's, its adopted management model has achieved a global level; however, each country where McDonald's operates has policies that are not aligned with its management strategies. Policies are a component of the management art process involved in McDonald's global management. Internationalization, as proposed by Nair et al. (2018), is a process executed by companies aimed at developing products and services that meet the cultural needs and preferences of the target country. McDonald's has been able to shape its products through the application of the art of international management (Asmita et al., 2023).

By analyzing the micro and macro environments as well as internal and external factors, McDonald's has developed a clear and well-defined plan for its operations in the UK, which also serves as a reference model.






[bookmark: _Toc224628770][bookmark: OLE_LINK192][bookmark: OLE_LINK239][bookmark: OLE_LINK8]SECTION 2 – External Environment

[bookmark: _Toc224628771][bookmark: OLE_LINK210][bookmark: OLE_LINK209][bookmark: OLE_LINK208]1.0Macro Environment

[bookmark: OLE_LINK119]Macroeconomic factors primarily involve using PESTEL analysis to evaluate the macroeconomic factors that impact an industry. The Porter's Five Forces model is used to assess the competitive landscape, enabling McDonald's to analyze the external environment in the UK market.

[bookmark: _Toc224628772][bookmark: OLE_LINK213][bookmark: OLE_LINK211]1.1Applying PESTLE Analysis

[bookmark: OLE_LINK2]PESTLE analysis tool is used to assess what is happening within the broader industrial and commercial ecosystem. All plans are part of a larger system—the economy. Conducting a PESTEL analysis helps identify all key factors that may influence the success or failure of a project. PESTEL is an acronym for Political, Economic, Social and Cultural, Technological, Environmental, and Legal. The main areas of assessment include Political, Economic, Social, and Technological. Environmental and Legal factors are added to the core components, allowing PESTEL to examine a wider scope of an organization's operations (Alanzi, 2022). For example, McDonald's, a fast-food chain operating in the UK, can refer to the PESTEL theory to better apply market analysis and functional positioning by considering the local business conditions, economic factors, and consumer taste and dietary needs in the UK.
[bookmark: _Toc224628773][bookmark: OLE_LINK217]1.1.1 political

[bookmark: OLE_LINK9]The political dimension first assesses an organization's risk exposure by considering factors such as laws, regulations, and political stability. 	Comment by Gwyneth Jones: Use sub headings for each of the PESTEL factors. 
[bookmark: _Toc224628774][bookmark: OLE_LINK111]1.1.2 economic	Comment by 焕 耿: 你都没分析啊 你就是把概念放上去 那分析的部分呢？
[bookmark: OLE_LINK10]economic dimension takes into account economic conditions that may have affected, currently affect, or will affect customers' purchasing power and the business environment in the past, present, and future. 
[bookmark: OLE_LINK231][bookmark: _Toc224628775][bookmark: OLE_LINK112][bookmark: OLE_LINK12]1.1.3 social
[bookmark: OLE_LINK11]The social dimension helps businesses connect with customer needs in promotional activities by considering socioeconomic and cultural factors when analyzing consumer behavior. 
[bookmark: _Toc224628776][bookmark: OLE_LINK113]1.1.4 technological
[bookmark: OLE_LINK13][bookmark: OLE_LINK4] technological dimension includes technological advancements that impact the, enterprise such as digitalization and research and development. To achieve long-term viability, 
[bookmark: _Toc224628777][bookmark: OLE_LINK114]1.1.5 legal
[bookmark: OLE_LINK14][bookmark: OLE_LINK3][bookmark: OLE_LINK5]The legal dimension encompasses the legal framework and respect for labor, health, and safety regulations. (Kyle, 2022)
For example, the fast-food industry has evolved into a core pillar of modern consumer culture. With its convenience, affordability, and standardized services, it has become an important part of life in cities and suburbs around the world. For instance, supported by UK government policies, the UK government has introduced a series of policies to support the business environment for the fast-food industry, such as providing some standard subsidy measures to assist it. (Kaur & Singh 2021.)





[bookmark: _Toc224628778][bookmark: OLE_LINK115][bookmark: OLE_LINK54]1.1.6 Environmental
[bookmark: OLE_LINK53][bookmark: OLE_LINK55]Environmental factors refer to issues related to the market environment, including laws and regulations, corporate social responsibility, government policy support, and so on. These considerations have increasingly become core content in research areas such as business planning, sustainable development, and corporate social responsibility.	Comment by 焕 耿: 感觉你在描述问题 而不是在分析问题i。这里就不是环境的内容了 ， 重新检查subheadings  检查全篇的标题和内容对不对的上。

For example, economics is also a powerful tool that influences consumer preferences in the fast-food industry. From an economic perspective, consumers in both internal and external markets typically associate global brands with reliability, status, and standardized quality (Nguyen, 2019). Strong brand identity not only attracts customers but also helps retain them through emotional and psychological associations, regardless of changes in internal and external economic conditions. Brand trust plays a crucial role at critical moments.
[bookmark: OLE_LINK122]
[bookmark: OLE_LINK132]



[bookmark: OLE_LINK89]At the societal level, marketing channels are platforms that businesses use to communicate with their target markets, encompassing both online and offline avenues. By exchanging information and materials, their purpose is to introduce products or services to the target audience and encourage customers to take profitable actions (Coschedule 2020). In terms of social aspects, McDonald's in the UK is overly dependent on the market for its operations, relying on collective environments to generate revenue.


Technologically, since the advent of the tech era, these channels have undergone significant changes. McDonald's UK operations require better utilization of advanced technologies and effective integration of these technologies into operations, as technology provides various ways to interact with consumers. In the era of digital transformation, McDonald's UK operations must fully understand and effectively leverage these channels to achieve success, expansion, and improved operational methods (Kim & Lee 2021).
In the field of labor law, time-related underemployment (i.e., wanting to work more hours) has become an inherent feature of the UK labor market and is on the rise in most mature economies (Bell and Blanchflower 2011, 2013, 2021; Hane-Weijman 2021; Rodríguez Hernández 2021). The high prevalence of underemployment and part-time work has made traditional employment and unemployment rates increasingly inadequate as measures of labor utilization and underutilization (Bell and Blanchflower 2021; Trapeznikova 2017; Fontanari et al. 2022). In the field of food health, the UK has also enacted laws regarding food health and safety. These laws cover all fast-food industries in the UK and so on.
Changes in internal and external environments, such as the COVID-19 pandemic, economic crises, financial crises, and wars, can also affect McDonald's operating profit margins. During periods of safety and health-related concerns, when safety and hygiene become primary considerations (Jribi, Doggui & Debbabi, 2020). Environmental changes also pose a competitive threat from other fast-food industries. In the UK, McDonald's faces primary competitive threats from other fast-food brands such as Burger King and KFC. These competitions mainly involve threats related to customer service and pricing.
The UK government has also introduced some policies to support foreign fast-food snacks. These policies include providing policy support and certain subsidies to these foreign fast-food brands, as well as reducing tariffs and a series of other measures.
 d，The UK government also places special emphasis on food health and has introduced a series of food health policies through its focus on food health.
.	Comment by Gwyneth Jones: Some useful points grounded in theory but ty to give more specific points that directly affect the industry McDonalds operate in. 
You have not included environmental in the PESTEL analysis. 
You need to add a post analysis summary - overall what are the key important factors from the analysis.
[bookmark: _Toc224628779][bookmark: OLE_LINK131]1.3Summarize through systematic analysis
[bookmark: OLE_LINK275][bookmark: OLE_LINK130]By analyzing these systems, the ultimate goal of PESTEL in research is to provide information for decision-making, theory building, or scenario planning. Summarizing key risks, opportunities, and trends helps convert analytical findings into actionable knowledge, while also highlighting the interdependent relationships between dimensions. This provides McDonald's with the next steps for controllable and sustainable plans and organization in the UK market.





[bookmark: _Toc224628780][bookmark: OLE_LINK152][bookmark: OLE_LINK270][bookmark: OLE_LINK269]2.0Micro Environment
The micro-environment primarily requires management to pay greater attention to competitors and suppliers, maintaining product quality and the level of potential customer attrition. To create a competitive advantage, management should enhance focus on customer loyalty and learning capabilities, while sustaining production coordination with suppliers and the ability to maintain customer satisfaction. The main competitive threats in this micro-environment include threats from other competitors in terms of customer loyalty, relationship maintenance, and customer feedback.( Thomas ,., & Hunger, J. 2015). Competitors are mainly concentrated in the same food industry. Intensifying competition, especially among companies in the same category, means that in such a competitive environment, companies not only need to survive but also must be able to adapt to constantly occurring changes. The main competitors include political changes, cultural changes, and economic changes themselves. Having a good strategic management is not just a planning process; it also involves various decisions and actions that guide, organize, and control corporate strategy, with the primary goal of achieving and maintaining a competitive advantage. Competitors also encompass aspects such as food prices, product quality, service methods for retaining customers, and so on.
.	Comment by Gwyneth Jones: You need a heading for the Micro Environment section
You should introduce the micro environment before starting the Porter’s Five Forces Analysis
You could also add some competitor analysis to the micro environment section
[bookmark: _Toc224628781][bookmark: OLE_LINK218]2.1 Porter’s Five Forces Framework	Comment by Gwyneth Jones: Porter has developed several analytical frameworks so you must identify which framework you are applying
[bookmark: OLE_LINK169][bookmark: OLE_LINK151][bookmark: OLE_LINK150]This time, the Porter's Five Forces Model is used. By applying Porter's Five Forces Model, enterprises can identify risks from competitors and select winning strategies. The framework identifies five forces: the threat of new entrants, the bargaining power of suppliers and consumers, competitive rivalry, and the danger of substitutes. Industry expansion, the ease of consumer switching, and the limited number of firms selling goods or services in the industry all affect industry competition. Threats from new competitors include economies of scale, strong brand awareness, access to inputs, and comparative cost advantages (Ramesh, 2020). Porter's Five Forces Model is a business strategy analysis framework designed by Michael Porter to explain the factors that constitute competitive advantage (Chairunisa & Irawan, 2020). Porter (1979) argued that the main focus of strategic experts is to understand and manage the competitive environment through direct observation of competitors and to provide a broader organizational perspective on competition. Michael Porter identified five factors that influence the intensity of competition within an industry, including the threat of new entrants, potential substitute products, the bargaining power of suppliers and buyers, and the intensity of competition among existing competitors (Porter,  2008)	Comment by 焕 耿: 太长了 概念以及定义解释不要太长。
[bookmark: _Toc224628782][bookmark: OLE_LINK165][bookmark: OLE_LINK232]2.1.1Threat of New Entrants	Comment by 焕 耿: 同样的问题 不要描述 要分析 要有跟案例相关的足够的细节 去阅读文献 找到跟案例相关的企业现状 以及战略策略 去充实细节。
The threat of new entrants refers to the risk associated with the difficulty or ease of entering an industry. This threat can intensify competition, thereby negatively impacting profits. It can be measured by the ability of new entrants to compete with similar companies (Hintoro & Fritz Wijaya, 2021).
[bookmark: _Toc224628783][bookmark: OLE_LINK153]2.1.2Bargaining Power of Suppliers 
[bookmark: OLE_LINK19]In this context, if a company has strong supplier bargaining power, suppliers are likely to sell raw materials at relatively higher prices or lower quality raw materials to buyers (Pamungkas, 2016). This poses a threat to the company when it is dependent on suppliers. Therefore, companies must make appropriate choices regarding price and quality when selecting suppliers.
[bookmark: _Toc224628784][bookmark: OLE_LINK154]2.1.3Bargaining Power of Buyers
The bargaining power of buyers assesses the purchasing power of consumers. The stronger the buyers' ability to demand low prices or high-quality products, the lower the profits a company can earn (Santoso, 2021).
[bookmark: _Toc224628785][bookmark: OLE_LINK155]2.1.4Threat of Substitutes
[bookmark: OLE_LINK20]This threat arises when consumers face substitute products that are either cheaper or offer better quality at lower costs (Widayani, 2018). Consequently, product diversification within an industry can impact a company's revenue.
[bookmark: _Toc224628786][bookmark: OLE_LINK156]2.1.5Rivalry Among Competitors
This is the most significant factor considered in this strategic model. Given the increasingly intense business competition, many companies strive to capture market share from their peers. According to Limantoro (2018), optimizing one's position requires various aspects, such as price competition strategies, promotion advertising, and providing consumers with higher quality services or guarantees.
[bookmark: _Toc224628787][bookmark: OLE_LINK159][bookmark: OLE_LINK58][bookmark: OLE_LINK143][bookmark: OLE_LINK278]2.2.1 threat of new entrants	Comment by Gwyneth Jones: Separate the sections as you did above
[bookmark: OLE_LINK57]The first force is the threat of new entrants, which is relatively low in the fast-food industry due to the significant capital investment required to enter and McDonald's strong global brand loyalty. New entrants face numerous barriers, including substantial investments needed in marketing and infrastructure, as well as the challenge of competing against a dominant global brand (Chen, 2023; Xu, 2023).	Comment by Gwyneth Jones: Separate the sections as you did above
[bookmark: _Toc224628788][bookmark: OLE_LINK160][bookmark: OLE_LINK60]2.2.2 bargaining power of suppliers
[bookmark: OLE_LINK59]The second force is the bargaining power of suppliers, which is moderate. While McDonald's sources ingredients from multiple suppliers, the company's scale allows it to negotiate favorable terms. However, fluctuations in commodity prices can impact costs, making supplier relationships crucial (Chen & Jiang, 2023). 
[bookmark: _Toc224628789][bookmark: OLE_LINK161][bookmark: OLE_LINK63][bookmark: OLE_LINK62]2.2.3 bargaining power of buyers
[bookmark: OLE_LINK61]The third force is the bargaining power of buyers, which is high. Consumers in the fast-food market have numerous alternative choices, compelling McDonald's to maintain competitive pricing and high-quality products to retain customer loyalty (An, 2024). 
[bookmark: _Toc224628790][bookmark: OLE_LINK162][bookmark: OLE_LINK69]2.2.4threat of substitutes
[bookmark: OLE_LINK68]Fourth, the threat of substitutes is notable. In the UK, different consumer groups have varying dietary preferences; for example, some consumers prioritize healthy eating, others value the casual dining atmosphere and convenient delivery services, and some focus on kids' meals. The diversity of other fast-food and restaurant options in the UK market poses a challenge to McDonald's traditional fast-food model (Fatyandri, 2023). 
[bookmark: _Toc224628791][bookmark: OLE_LINK158][bookmark: OLE_LINK73]2.2.5competition among existing industry rivals
[bookmark: OLE_LINK70][bookmark: OLE_LINK72][bookmark: OLE_LINK71][bookmark: OLE_LINK266]Finally, the intensity of competition among existing industry rivals is significant. McDonald's competes with major rivals such as Burger King and Subway, requiring continuous innovation in menu products and marketing strategies to achieve differentiation (Zhu, 2023).	Comment by Gwyneth Jones: Some good analytical points but you could add some more detail. Also you need a post analysis evaluation.  
[bookmark: _Toc224628792][bookmark: OLE_LINK243][bookmark: OLE_LINK265][bookmark: OLE_LINK274][bookmark: OLE_LINK7][bookmark: OLE_LINK240]SECTION 3 – Internal Environment
[bookmark: _Toc224628793]3.0 Internal Environment
[bookmark: _Toc224628794]Internal environment analysis is an analytical process used to identify the strengths and weaknesses of a company's internal business resources and operations. This analysis aims to uncover opportunities and challenges that the company may face. This approach helps businesses recognize the advantages and disadvantages of their internal resources.	Comment by 焕 耿: 缺引用


[bookmark: _Toc224628795][bookmark: OLE_LINK233]. 3.1VRIO Analysis	Comment by Gwyneth Jones: You need to include a heading - internal analysis and a brief introduction to this section
VRIO analysis is a fundamental strategic framework used to evaluate a company's resources and capabilities to determine if they can constitute a sustainable competitive advantage. Developed by Jay Barney in 1991, this tool has revolutionized how companies perceive and leverage their internal resources, enabling market differentiation . The VRIO framework is based on four key criteria: Value, Rarity, Imitability, and Organization. These criteria help analyze whether resources or capabilities can provide a sustained competitive advantage and how to exploit and maintain this advantage over the long term. (Barney,1991)
[bookmark: _Toc224628796][bookmark: OLE_LINK219][bookmark: OLE_LINK80]3.1.1Value	Comment by Gwyneth Jones: It is useful to include sub headings for the sections of the VRIO analysis
[bookmark: OLE_LINK79]The first criterion is Value, which assesses whether a resource or capability enables a company to seize strategic opportunities or mitigate threats in a competitive environment. The value of a resource is measured by its ability to enhance company performance, whether by reducing costs or improving product or service differentiation. For example, an innovative technology or supply chain management capability that both lowers production costs and maintains quality, such as McDonald's approach to fast-food marketing in the UK, can be a valuable resource. Value can also be reflected in enhancing customer satisfaction or managing the customer experience, allowing the company to better meet consumer needs and differentiate itself from competitors.	Comment by Gwyneth Jones: It is useful to include sub headings for the sections of the VRIO analysis

[bookmark: _Toc224628797][bookmark: OLE_LINK82]3.1.2Rarity
[bookmark: OLE_LINK81]The second criterion is Rarity, which measures the scarcity of a resource or capability within an industry. A scarce resource is one that very few companies possess or can easily acquire. The rarer a resource, the more it becomes a primary strategic asset, as it creates a unique competitive advantage. (Nagai, 2017) For instance, exclusive technical patents of globally renowned fast-food brands like McDonald's or other fast-food chains are scarce resources that competitors find difficult to obtain easily. Scarcity is also enhanced when companies, such as those engaged in high-tech R&D for McDonald's marketing in the UK, possess highly demanded but limited resources. Managing scarce resources is a key factor in developing potential long-term competitive advantages. If a resource is common or easily accessible to other fast-food industries, such as KFC or Subway, which may also excel in R&D and technological breakthroughs, McDonald's would struggle to achieve sustainable differentiation in the UK market. Therefore, McDonald's operations in the UK market also require research, analysis, and policies to develop and leverage scarce resources.
[bookmark: _Toc224628798][bookmark: OLE_LINK140][bookmark: OLE_LINK84]3.1.3imitability
[bookmark: OLE_LINK83]The third criterion is imitability, which assesses how easy or difficult it is for competitors to imitate or replicate specific resources or capabilities. If a resource is difficult to imitate, it becomes a powerful lever for maintaining a sustainable competitive advantage. Companies must possess resources and capabilities that are not only scarce but also hard to copy. There can be multiple reasons why resources are difficult to imitate, such as technological barriers, unique specialized skills, exclusive relationships with strategic partners, or intangible cultural or organizational resources that are not easily replicable. (Akimoto,1998)For example, McDonald's in the UK market benefits from continuous innovation and has anti-imitation characteristics by having senior managers who need to adjust operational strategies, companies with a strong innovative culture, excellent R&D teams, or rich experience in specific fields. Enterprises that learn from and draw on the successful marketing models and best practices of other fast-food chains to maintain difficult-to-imitate resources can protect their competitive advantages and improve product profitability. 
[bookmark: _Toc224628799][bookmark: OLE_LINK141][bookmark: OLE_LINK86]3.1.4 organizational capability
[bookmark: OLE_LINK85]The fourth criterion is organizational capability. Simply possessing valuable, scarce, and hard-to-imitate resources is insufficient; the organization must be able to strategically mobilize and implement these resources. This requires an effective management system, established internal processes, an adaptive organizational structure, optimal utilization of employee talents, and certain personnel communication and coordination capabilities.
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[bookmark: OLE_LINK174][bookmark: _Toc224628800][bookmark: OLE_LINK220][bookmark: OLE_LINK187]4.0 McDonald's market share situation
[bookmark: OLE_LINK196]This is a specific analysis and example of McDonald's internal financial report. Through analysis and examples, a systematic analysis of internal and external situations can be conducted.
[bookmark: OLE_LINK179][bookmark: _Toc224628801][bookmark: OLE_LINK180][bookmark: OLE_LINK177][bookmark: OLE_LINK173][bookmark: OLE_LINK195]4.1 McDonald's market share
[bookmark: OLE_LINK178]McDonald's is the world's largest fast-food chain. By restaurant type, net sales show that as of the end of 2022, the company had 38,169 franchised restaurants, including 8,220 affiliated restaurants, which together accounted for 60.9% of its business portfolio. Company-owned restaurants made up 37.7%, with 2,106 locations; other business segments accounted for approximately 1.4%. Additionally, 58.6% of net sales came from this category. As of the end of 2023, the company employed 150,000 people.（Koller, T., Goedhart, M., Wessels, D 2020 ）




[bookmark: _Toc224628802][bookmark: OLE_LINK221][bookmark: OLE_LINK183][bookmark: OLE_LINK234][bookmark: OLE_LINK185]4.2 McDonald's annual revenue interest situation

[bookmark: OLE_LINK176][bookmark: OLE_LINK182]When compared with other fast-food companies, McDonald's annual revenue has remained around 24 billion yuan from the end of 2021 to the end of 2023, ranking among the top in the fast-food market. A table lists the annual revenues of four globally renowned fast-food companies, including McDonald's, which ranks first and is on par with KFC. According to the latest data, McDonald's average annual revenue is close to 26 billion yuan, possibly the highest among these four companies.
[image: ]
[bookmark: OLE_LINK222][bookmark: _Toc224628803][bookmark: OLE_LINK235]4.3McDonald's annual revenue interest situation

[bookmark: OLE_LINK184]This table presents McDonald's financial data from 2021 to the first half of 2024. Total assets show a fluctuating trend, reaching a peak of 56.15 billion US dollars in 2023. The company's total liabilities and debt also fluctuated, with both slightly decreasing as of the first half of 2024. In contrast, total equity remained negative throughout the period, approximately -5 billion US dollars, while the debt-to-asset ratio consistently exceeded 90%, reaching a high of 96.65% in the first half of 2024.
[image: ]



[bookmark: _Toc224628804][bookmark: OLE_LINK186]4.4 Net cash flow from operating activities

Net cash flow from operating activities showed a fluctuating trend between the first quarter of 2021 and 2024, ranging from $9.14 billion to $9.6 billion. Cash generated from company operations increased, reaching a peak of $9.61 billion in 2023, driven by improved operating performance. Cash used in investing activities was negative over these four years and rose from $2.17 billion in 2021 to $5.11 billion in 2024. This may be due to increasing capital expenditures, as ongoing investments are typically made for future growth and stronger competitiveness.
Cash used in financing activities also fluctuated during the same period, varying between $6.58 billion in 2022 and $4.37 billion in 2023. The overall trend was an increase from $5.6 billion to $5.52 billion, attributed to a declining trend in bond issuances in recent years.
McDonald's cash and cash equivalents also showed a fluctuating trend, ranging between $4.71 billion in 2021 and $7.92 billion in the second quarter of 2024 over the four-year period.

[image: ]
[bookmark: _Toc224628805][bookmark: OLE_LINK191]4.5Summary of total income over these six years
[bookmark: OLE_LINK190]Over the past six years, McDonald's revenue has fluctuated but remained roughly stable at around 20 billion yuan. Among these, McDonald's annual revenue in 2020 was the lowest in those five years. Based on relevant information and annual reports, this can be inferred to be related to the global COVID-19 pandemic. The pandemic led many countries to impose varying restrictions on restaurant operating hours and dine-in capacity, and in some cases, restaurants were forced to suspend operations. These measures directly affected consumers' dining choices, reduced the frequency of eating out, and consequently led to a decline in revenue.
[bookmark: _Toc224628806][bookmark: OLE_LINK194]4.6 McDonald's Sales Data Analysis
[bookmark: OLE_LINK193]Global comparable sales grew by 9.0% in 2023, primarily driven by the continued implementation of the 'Accelerated Arch' strategy, which propelled strong sales performance across all business segments. In the same year, comparable sales in the UK increased by 8.7%, fueled by a significant rise in average customer spending. This growth in average customer spending was mainly attributed to strategic menu price increases, successful menu and marketing initiatives, as well as sustained growth in digital and delivery services. Comparable sales for international operations rose by 9.2%, reflecting comparable sales growth across business units, with particularly notable contributions from the UK, Germany, and Canada. The international franchise development segment saw a surge in comparable sales of 9.4%, indicating strong comparable sales performance across all regions within that segment.

[bookmark: _Toc224628807]4.7 Data Analysis Summary
From the analysis of these five McDonald's financial reports, it can be seen that the reduction in revenue in 2020 was due to the decline in interest rates caused by the pandemic. Revenue during other periods showed a gradual upward trend. These five reports also conduct systematic data analysis and summarization from different angles and with diverse perspectives. The data also indicate that McDonald's has a leading interest rate distribution in its business investment in the UK market.

. 	Comment by Gwyneth Jones: You should include further analysis of the internal resources of McDonalds. Look at financial performance, market share, growth, customer loyalty etc. 
You also need to summarise the analysis in this section
[bookmark: _Toc224628808][bookmark: OLE_LINK223]5.0 SWOT Theory and Case Analysis
SWOT analysis is a systematic analytical method used in business management or organizations, aimed at helping develop comprehensive plans to achieve short-term and long-term goals, which every company must conduct. SWOT is an acronym for 'Strengths', 'Weaknesses', 'Opportunities', and 'Threats'. Strategic business decisions require consideration of both internal factors (including strengths and weaknesses) and external factors (including opportunities and threats). Therefore, it is crucial to focus on these considerations when conducting a SWOT analysis. (Lamadanan, Sofia 2013)
[bookmark: _Toc224628809][bookmark: OLE_LINK224]5.1 Strengths
McDonald's has always prioritized customer satisfaction and comfort in its service in the UK, ensuring cleanliness in every store. It also provides play areas for children, making it an ideal choice for parents seeking a family dining venue. McDonald's offers a delivery app that allows consumers to order conveniently from home without visiting the store, adding extra value for customers. Additionally, monthly promotions and discounts further attract consumers.

McDonald's boasts a large customer base and global operational management experience, thanks to its strategic location selection, which makes its products easily accessible to consumers. By establishing stores in cities or large shopping malls, the brand has gained widespread recognition and reputation.
[bookmark: _Toc224628810][bookmark: OLE_LINK236]5.2Weaknesses
The main weakness lies in relying on the overall market environment for business operations. There is a lack of ability to establish internal and external connections and communication in marketing and operations. Additionally, there is insufficient capacity for temporary effective response and risk resistance. It also requires constant strategy adjustments and the development of new menu items. The menu is overly and lacks innovation. While McDonald's prices may not be affordable for some people, the prices offered through promotional activities such as "meal sets " remain attractive and can to some extent compensate for this shortcoming.

[bookmark: _Toc224628811][bookmark: OLE_LINK237]5.3Opportunities
McDonald's can leverage its expertise in marketing delivery services to British customers to expand its market share. Given the high level of public attention on such fast delivery services, this will help increase McDonald's revenue.	Comment by Gwyneth Jones: You need to give more specific clear opportunities drawn from your external analysis
McDonald's can leverage its ability to distribute questionnaires to British customers, allowing it to analyze customer needs from their perspective—such as the type of service, menu items, and delivery services they require. The second opportunity is to learn from technology research and development enterprises about product and service experiences related to technological breakthroughs. The third is to seek policy and funding opportunities from government departments. The fourth, given that such rapid delivery services have high public attention, will help increase McDonald's revenue.
[bookmark: _Toc224628812][bookmark: OLE_LINK238]5.4Threats
As a fast-food chain, McDonald's faces pressure from numerous competitors in the UK fast-food industry, such as Burger King, AW, and KFC. The competition among these companies is exceptionally intense. Fast-food chains like McDonald's are renowned for their convenience and delicious taste, putting significant pressure on competitors. McDonald's marketing strategies are also largely similar to those of other fast-food companies.	Comment by Gwyneth Jones: You correctly identify competitors as a threat but have not drawn any threats from your PESTEL analysis. 

[bookmark: OLE_LINK285][bookmark: OLE_LINK6]A SWOT analysis of McDonald's reveals its strengths, including a strong global brand, extensive distribution network, competitive pricing due to economies of scale (Chen et al., 2023; Xu, 2023), and effective marketing strategies (An, 2024). Weaknesses include over-reliance on other global markets and the UK market, as well as public perception issues related to health (Chen and Jiang, 2023). The shift towards healthier eating poses a threat to traditional menu items, necessitating strategic adjustments (Faitindri, 2023). Opportunities exist to diversify the menu by adding healthier options and leveraging technology for customer engagement and operational streamlining (Liu, 2023). Efficiently selecting marketing channels can significantly boost profitability and market reach, providing insights for McDonald's strategies to optimize its distribution and supplier networks (Kadri, 2018). Threats include intense competition from fast food and fast-casual dining, product market substitutes, and potential regulatory changes that could impact operational costs (Fedorova et al., 2022; Zhu, 2023).	Comment by Gwyneth Jones: This is a good point but you didn’t mention it in the weakness section above.	Comment by Gwyneth Jones: This is a threat drawn from the Social section of PESTEL - this should have been included in the PESTEL also	Comment by Gwyneth Jones: This should be included in the PESTEL also under social trends and/or political government interest in healthy eating  

[bookmark: OLE_LINK225][bookmark: _Toc224628813]CONCLUSION 	Comment by Gwyneth Jones: Good conclusion
A strategic analysis of McDonald's global and UK market positions through four theories reveals a complex landscape filled with both opportunities and challenges. McDonald's significant competitive advantages stem from its strong global brand influence, extensive distribution network, and economies of scale. This analysis also demonstrates McDonald's adaptability in operating within the UK market. Such adaptability is further reflected in its response to emerging trends. McDonald's faces challenges in both global and UK markets, including shifting consumer preferences towards healthier eating habits, intense competition from traditional fast-food chains, the rise of quick-casual dining options, and regulatory changes affecting operational costs due to external and diverse food marketing influences. The company must also navigate the complexity of maintaining global standards while adapting to local regulations and cultural norms. To address these challenges and seize opportunities, McDonald's should continue to refine products tailored to different customer segments, invest in technology to enhance customer experience and operational efficiency, and adhere to sustainable development practices. In the UK specifically, the company should focus on expanding R&D capabilities, further optimizing its organizational strategy for UK operations, and meeting the growing demand for diverse choices among different population groups.
[bookmark: _Toc224628814][bookmark: OLE_LINK226]References	Comment by Gwyneth Jones: You are under the required 20 references
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Table 3. Main parameters

Resources / Capability VRIO Core Competitiveness
Competence status.

7-Eleven's Basic Strategy

Dominant Strategy NENENENG Y Competitive
advantage

Franchise management

Efforts to increase sales and profits with v v v Y Competitive

franchisees (reduction of royalties) advantage

Joint product development (R&D)

Independent product development under v v v Y Competitive

the MD (Merchandising) team system advantage

Raw material supply <

Checking the production history of NENENENG Y Competitive

products (recipe master system) advantage

Production

Delivery system NENENENG Y Competitive
advantage

Logistics

Establishment of joint delivery system NENENENG Y Competitive
advantage

Sales and operation

Operation of single item management NENENENG Y Competitive

store system operation advantage
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MCD KFC Domino’s Shake Average
Pizza Shack
2021 2322 2780 4357 0.740 14.03
2022 2318 2596 4537 0.900 13.64
2023 2549 2263 4479 1088 13.42
™ 25.76 25.07 4612 1.169 14.15
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2021 2022 2023 Q22024
Total Assets (Bill) 5385 5044 5615 5380
Total Liabilities (Bill) 58.46 56.44 6085 5863
Total Debt (Bill) 4935 48.70 53.00 52.00
Total Equity (Bill) -4.60 -6.00 471 482
Deb-to-Asset Ratio (%) 91.64% 96.55% 94.55% 96.65%
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items 2021A 20224 2023A  2024H1

Financial Data (Bill)

Net cash flow from operating activities 9.14 7.39 9.61 9.60
Net cash flow from investment activities ~ -2.17 268 38 S0
Net cash flows from financing activities  -5.60 658 437 552

Net increase in cash and cash equivalents 471 458 0.792





