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[bookmark: _Toc224843542][bookmark: OLE_LINK246]Executive Summary
[bookmark: OLE_LINK93][bookmark: OLE_LINK214]
This report explores the correct way for the McDonald's fast-food industry to operate in the UK market. Through research, it identified the connection between macro and micro environmental factors. By investigation and analysis, it was found that McDonald's brand faces intense competition with similar fast-food brands in the UK fast-food market in terms of threats and weaknesses. However, McDonald's demonstrates competitive advantages in its experienced business strategies, strong brand image, and long-standing brand history, which bring benefits and opportunities in brand management, supply chain, and digital innovation technologies. These theories analyze the different outcomes of the business environment, the limitations of theories, and the differences in their advantages and disadvantages, among other things.
























[bookmark: _Toc224843543]SECTION 1 - Introduction
This report primarily analyzes the business environment in the United Kingdom. Through business analysis, it aims to help McDonald's clarify its objectives and develop a plan to adjust its next steps in the UK market. The analysis employs the SOSTAC method. This conceptual framework can serve as a reference for McDonald's to formulate an adjusted integrated corporate management strategy in the UK (Aman et al., 2021; Muhammad et al., 2019; Paredes-Atencio et al., 2022; Tardan et al., 2017). The current evaluation mainly integrates scenario studies, case studies, and theoretical analysis. By examining these scenarios and cases, a realistic assessment and analysis of the UK market's business environment are conducted. To this end, theories such as PESTEL, Porter's Five Forces Model, and VRIO are incorporated into the theoretical analysis of the macro-environment, micro-environment, and internal-external environments. These theories also lay the foundation for McDonald's next phase of marketing brand building, enhancing product quality competitiveness, better meeting the taste preferences of local UK consumers, and adjusting and formulating new operational strategies and subsequent plans in the UK market.












[bookmark: _Toc224843544][bookmark: OLE_LINK192][bookmark: OLE_LINK239][bookmark: OLE_LINK8]SECTION 2 – External Environment
[bookmark: OLE_LINK15].
[bookmark: _Toc224843545][bookmark: OLE_LINK210][bookmark: OLE_LINK209][bookmark: OLE_LINK208]1.0Macro Environment
By conducting a PESTEL analysis to evaluate the macroeconomic factors affecting the industry, McDonald's can analyze the UK market environment.

[bookmark: _Toc224843546][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: _Toc224843547][bookmark: OLE_LINK217]1.1.1 political
At the political level, organizations first assess their risk exposure by considering factors such as laws, regulations, and political stability. The UK government has also introduced policies to prioritize consumer health. This focus on health, primarily through measures aimed at reducing weight and increasing physical activity, has had a negative impact on the fast-food industry, including McDonald's, in policy terms. As a result, customers are likely to reduce their purchases of fast food, which in turn affects McDonald's overall revenue in the UK.
[bookmark: OLE_LINK113]1.1.2 Economy
From an economic perspective, the first step is to link and evaluate the economic environment with organizational interests by considering factors such as laws, regulations, and political stability. The UK government has also introduced relevant policies, placing particular emphasis on food health and launching a series of food health policies in this area. For example, in line with the trend of public health development, the UK government proposed policies supporting healthy and green diets to promote overall public health. For the fast-food industry, especially McDonald's, this could lead to a reduction in consumer demand for fast food, thereby having a negative impact on its economic revenue.
1.1.3 Society
The social dimension helps businesses establish connections with customer needs in promotional activities by considering socioeconomic and cultural factors when analyzing consumer behavior. In the UK, McDonald's, along with other fast-food industries that use promotional means to lower prices and mislead consumers, was fined by the government in the relevant fast-food sector. This policy is disadvantageous for McDonald's. It presents a significant challenge to the company.
[bookmark: _Toc224843548][bookmark: OLE_LINK114]1.1.4 Technology
[bookmark: _Toc224831424][bookmark: _Toc224843549]The technical dimension encompasses technological advancements that impact businesses, such as digitalization and research and development. In terms of achieving long-term sustainable development, McDonald's has extensive experience in technological innovation within production technology research and development. This experience has had a positive impact on McDonald's operations in the British market, and McDonald's sees opportunities in technological research and development.

[bookmark: _Toc224843550]1.1.5 legal

Legally, this encompasses legal frameworks and respect for labor, health, and safety regulations (Kyle, 2022). For example, the UK places emphasis on employee rights and has implemented relatively comprehensive legal protections regarding part-time employment, recruitment, and dismissal (Kaur & Singh, 2021). This could pose a potential disadvantage or threat to McDonald's in the global fast-food industry, as McDonald's would need to adjust its labor practices to comply with varying labor laws across different countries. This, in turn, impacts McDonald's management and presents a challenge to its operational efficiency.


[bookmark: _Toc224843551][bookmark: OLE_LINK115][bookmark: OLE_LINK22][bookmark: OLE_LINK54]1.1.6 Environmental
[bookmark: OLE_LINK132]Environmental factors refer to issues related to the market environment, including laws and regulations, corporate social responsibility, and government policy support. These considerations are increasingly becoming core content in research areas such as business planning, sustainable development, and corporate social responsibility. From an economic perspective, consumers in domestic and international markets often associate global brands with reliability, status, and standardized quality (Nguyen, 2019). Strong brand identity not only attracts customers， but also helps businesses retain them during changes in internal and external economic conditions through emotional and psychological connections. Brand trust plays a crucial role at critical moments. For McDonald's, this presents an opportunity to leverage its corporate social responsibility as a competitive advantage in the external environment to enhance customer trust and increase revenue.

[bookmark: OLE_LINK131][bookmark: _Toc224843552][bookmark: OLE_LINK89][bookmark: OLE_LINK130]1.3Summarize through systematic analysis
Through analysis, conclusions were drawn regarding McDonald's operational advantages and opportunities in the UK market, with a focus on environmental and technological aspects. As for operational disadvantages and threats, they primarily manifest in the political-legal, social, and economic domains. Such analysis provides informational support for decision-making, theory building, or scenario planning. Summarizing key risks, opportunities, and trends helps convert analytical findings into actionable knowledge while highlighting interdependencies across dimensions. This offers specific conclusions for McDonald's controlled and sustainable planning and organization in the UK market. The next step is to conduct an integrated marketing analysis in conjunction with six theoretical and practical scenarios. Through analysis and summary, it is evident that these changes also play a significant role in determining the direction of future fast-food enterprise operational and marketing decisions, as well as in adjusting strategic directions.
[bookmark: _Toc224843553][bookmark: OLE_LINK152][bookmark: OLE_LINK270][bookmark: OLE_LINK269]2.0Micro Environment
The microenvironment requires managers to pay more attention to the industry competitive environment (Thomas & Hunger, J., 2015). By understanding the differences in how businesses exist within this competitive environment, analyzing what outcomes result from these differences, and then formulating sound strategic management strategies and goal plans based on those outcomes.

[bookmark: _Toc224843554][bookmark: OLE_LINK218]2.1 Porter’s Five Forces Framework
[bookmark: OLE_LINK169][bookmark: OLE_LINK151][bookmark: OLE_LINK150]This time, the Porter's Five Forces Model is adopted. By applying Porter's Five Forces Model, enterprises can identify risks from competitors and select winning strategies. This 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 within the industry all affect industry competition. Threats brought by new competitors include economies of scale, strong brand awareness, access to inputs, and comparative cost advantages (Ramesh, 2020).
[bookmark: _Toc224843555][bookmark: OLE_LINK165][bookmark: OLE_LINK232]2.1.1Threat of New Entrants
The threat of competition in the UK market for McDonald's is high, as the fast-food industry in the UK has a large number of competing product brands, accounting for 60% of the total fast-food market in the UK. For example, multiple fast-food chains such as KFC compete with each other, which is also where the competitive threat to McDonald's arises. The threat of new entrants refers to the risk brought about by the difficulty or ease of entering an industry. This threat intensifies competition and thus has a negative impact on profits. It can be measured by the ability of new entrants to compete with similar companies (Hintoro & Fritz Wijaya, 2021).
[bookmark: _Toc224843556][bookmark: OLE_LINK153]2.1.2Bargaining Power of Suppliers 
McDonald's has low threat from supplier bargaining power in the British market because McDonald's owns its own raw material factories for supplying ingredients. By building these raw material factories locally in the UK, it can reduce bargaining costs for raw materials. A company with strong supplier bargaining power may sell raw materials to buyers at relatively higher prices or lower quality (Pamungkas, 2016). This poses a threat to the company when it relies on suppliers. Therefore, when selecting suppliers, companies must make appropriate choices regarding price and quality.


[bookmark: OLE_LINK19][bookmark: _Toc224843557][bookmark: OLE_LINK154]2.1.3Bargaining Power of Buyers
An assessment of buyer bargaining power reflects consumer purchasing power. The stronger a buyer's ability to demand lower prices or higher quality products, the lower the profits a company can earn (Santoso, 2021). For example, McDonald's offers relatively high-quality products in both the UK market and globally. This allows McDonald's to set selling prices higher than its UK market competitors. Therefore, from a product quality perspective, McDonald's faces less competition from other fast-food companies in terms of product quality.
[bookmark: _Toc224843558][bookmark: OLE_LINK155]2.1.4Threat of Substitutes
[bookmark: _Toc224843559][bookmark: OLE_LINK20][bookmark: OLE_LINK156]This threat arises when consumers face alternative products that are either cheaper or offer higher quality at lower costs (Widayani, 2018). Therefore, product diversification within an industry can impact a company's revenue. For McDonald's in the UK market, for instance, the prices of its original products have risen because the quality McDonald's offers is better than that of other fast-food competitors. This makes McDonald's operationally more substitutable for consumers.
[bookmark: _Toc224843560]2.1.5Rivalry Among Competitors
This is the most important factor considered in this strategic model. Given the increasingly fierce business competition, many companies strive to capture market share from their peers. According to Limantoro (2018), optimizing one's position requires a multi-faceted consideration. Taking McDonald's operations in the UK market as an example, competitors are highly competitive in aspects such as pricing, promotional methods, and product quality assurance. McDonald's main strengths in the UK market lie in its high-quality raw materials and strong experience in technological innovation. 







2.2Analysis results
From the analysis of these five practical theories, it can be generally seen that McDonald's is in a highly competitive state in terms of price and brand competition as well as against its competitors. Through analyzing these three prominent points, the next research direction identifies three fiercely competitive shortcomings and inadequacies. The company's subsequent recommendations include adjusting prices and developing extended industrial chains, among others.
[bookmark: _Toc224843561][bookmark: OLE_LINK243][bookmark: OLE_LINK265][bookmark: OLE_LINK274][bookmark: OLE_LINK7][bookmark: OLE_LINK240]SECTION 3 – Internal Environment
[bookmark: _Toc224843562]3.0 Internal Environment
[bookmark: _Toc224628794][bookmark: _Toc224831437][bookmark: _Toc224843563]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.

[bookmark: _Toc224843564][bookmark: OLE_LINK233].3.1VRIO Analysis
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. It changes the company's perception and utilization of its internal resources, thereby achieving market differentiation. (Barney, 1991)



[bookmark: _Toc224843565][bookmark: OLE_LINK219][bookmark: OLE_LINK80]3.1.1Value

The primary criterion is brand value. It evaluates whether a strong brand can help a company seize strategic opportunities in a competitive environment and how to appropriately respond to external threats. McDonald's marketing approach in the UK serves as a valuable asset. McDonald's demonstrates its value through its extensive experience in enhancing brand value to meet customer satisfaction and manage customer experiences. This is reflected in McDonald's competitive advantage in the UK market, where it analyzes brand value from an operational perspective and differentiates itself from competitors.
[bookmark: _Toc224843566][bookmark: OLE_LINK82]3.1.2Rarity

Supply chain scarcity measures the degree of rarity of specific resources or capabilities within an industry. Scarce resources are those that only a few companies possess or can easily access. The more scarce a resource is, the more it becomes a primary strategic asset because it can create unique competitive advantages (Nagai, 2017). For example, McDonald's organizational capabilities in supply chain competition are a scarce resource that is difficult for other fast-food industries to easily obtain, and this scarcity is further enhanced. At the supply chain level, McDonald's is able to effectively and flexibly organize and utilize its mature supply chain system, which is a competitive advantage.
[bookmark: _Toc224843567][bookmark: OLE_LINK140][bookmark: OLE_LINK84]3.1.3imitability
The standard is the imitability of the digital system, which evaluates how easy or difficult it is for competitors to imitate or copy specific resources or capabilities. Resources that are difficult to imitate become a powerful lever for maintaining a sustainable competitive advantage. Companies must possess resources and capabilities that are not only scarce but also hard to replicate (Akimoto, 1998). In the UK market, McDonald's has strong innovative experience in digital system innovation, an excellent R&D team, and rich expertise in specific areas, thereby possessing continuous innovation capabilities and technology. These characteristics of digital system innovation are difficult for other fast-food industries to imitate. This digital system innovation helps McDonald's protect its competitive advantage in operations and enhance product profitability.

[bookmark: _Toc224843568][bookmark: OLE_LINK141][bookmark: OLE_LINK86]3.1.4 organizational capability
Franchise System Organizational Capability. Simply possessing valuable, scarce, and hard-to-imitate resources in the UK market is not enough for McDonald's; the franchise system organization must be able to strategically mobilize and implement these resources. This requires effective management systems, established internal processes, adaptive organizational structures, optimal utilization of employee talents, as well as certain capabilities in personnel communication and coordination. McDonald's has limited effectiveness in competitively leveraging these capabilities within its franchise system organization.
[bookmark: OLE_LINK187][bookmark: OLE_LINK173]
. 
[bookmark: _Toc224843569][bookmark: OLE_LINK223]4.0 SWOT Theory and Case Analysis

[bookmark: OLE_LINK27]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. Strategic business decisions require consideration of internal factors (including strengths and weaknesses) and external factors (including opportunities and threats), and it is crucial to focus on these considerations. (Lamadanan, Sofia 2013)


[bookmark: _Toc224843570][bookmark: OLE_LINK224]4.1 Strengths
McDonald's competitive advantages in the UK include enhancing brand value, which is primarily achieved by consistently prioritizing customer satisfaction and loyalty. For instance, ensuring cleanliness and hygiene in every store, providing play areas for children, and offering a delivery app. Additionally, McDonald's has extensive experience in digital development and innovation, with a strong team in specialized technical fields, giving it a unique and hard-to-mimic advantage in standardized digital construction. As shown by the data, the net cash flow from operating activities fluctuated upward between the first quarter of 2021 and 2024, ranging from 9.14 billion yuan to 9.6 billion yuan. The company's operating cash flow increased, reaching a peak of 9.61 billion yuan in 2023, thanks to improved operating performance. It rose from 2.17 billion US dollars in 2021 to 5.11 billion US dollars in 2024. （OECD，2025）
[bookmark: _Toc224843571][bookmark: OLE_LINK236]4.2Weaknesses
The main weakness lies in over-reliance on the overall market environment for business operations. There is a lack of awareness regarding price-supply-demand regulation and demand adjustment. Prices not promoted through promotional activities such as 'packages' are unattractive. Additionally, McDonald's lacks systematic management plans in terms of human resources and organizational management, and has not fully established comprehensive internal processes to adapt to its organizational structure. It also has limited understanding of the UK legal salary protection system.
[bookmark: _Toc224843572][bookmark: OLE_LINK237]4.3Opportunities
[bookmark: OLE_LINK26]McDonald's opportunity lies in seeking policy and financial support from government departments. The organization first assesses its own risk exposure by evaluating factors such as laws, regulations, political and environmental stability. When operating in the UK, McDonald's should also pay attention to UK government policies, utilize policy opportunities well, and seize policy advantages, for example, the UK government has also introduced policies that prioritize consumer health. McDonald's operating in the UK should also learn about local cultural dietary habits and the environment, as well as understand the local labor and employment legal requirements. Data shows that McDonald's global comparable sales grew by 9.0% in 2023. During the same year, comparable sales in the UK increased by 8.7%, driven by a significant rise in average customer spending. Comparable sales for international operations grew by 9.2%, reflecting comparable sales growth across business units, with particularly strong contributions from the UK and Germany. This achievement also leveraged opportunities presented by local national policies in the UK.（OECD，2024）

[bookmark: _Toc224843573][bookmark: OLE_LINK238]4.4Threats
Disadvantages include issues related to public health awareness (Chen and Jiang, 2023). Shifting towards healthier dietary patterns poses a threat to traditional menus, requiring strategic adjustments (Faitindri, 2023). McDonald's faces intense competitive threats in the UK market due to the highly competitive fast-food industry, where numerous product brands (such as KFC and other fast-food chains) compete with each other, posing a competitive threat to McDonald's. Additionally, McDonald's is threatened by substitute products. For example, its original product pricing, along with that of other similar fast-food restaurants in the UK, is relatively high, while McDonald's uses higher quality raw materials than other fast-food companies. McDonald's competitors also engage in intense competition in terms of market operations, pricing, promotional guarantees, and quantification. For instance, although McDonald's annual revenue remained at 2.576 billion yuan from the end of 2021 to the end of 2023, the highest among the other four fast-food companies and ranking at the forefront of the fast-food market, data also indicates that competition remains intense and highly threatening (Koller, T., Goedhart, M., Wessels, D., 2020).



[bookmark: OLE_LINK225][bookmark: _Toc224843574]CONCLUSION 
Through theoretical strategic analysis, it is evident that a complex situation characterized by coexisting opportunities and challenges in both internal and external environments has emerged. McDonald's significant competitive advantage stems from its strong global brand influence, extensive distribution network, and economies of scale. The analysis also highlights McDonald's adaptability in the UK market, further demonstrated in its response to emerging trends. Challenges McDonald's faces in both global and UK markets include shifting consumer preferences towards healthier eating habits, intense competition from traditional fast-food chains, the rise of quick-casual dining options, and changes in operational costs due to external and diverse food marketing influences. The company must also navigate the complexity of adapting to local regulations and cultural norms while maintaining global standards. To address these challenges and seize opportunities, McDonald's should continue optimizing products for different customer segments, invest in technology to enhance customer experience and operational efficiency, and adhere to sustainable development practices. For the UK market specifically, the company should focus on maintaining and expanding its R&D capabilities and competitive advantages, further optimizing organizational strategies for UK operations, and effectively utilizing government policy resources. By comparing these four theories, common shortcomings can be identified, such as an inability to systematically coordinate the relationship between problem identification and resolution, with certain theories exhibiting strong limitations applicable to the case. My recommendation is to combine these four theories for analyzing market environment issues. Additionally, exploring the roles of these theories and their comparative impacts on different environmental, social, and governance approaches can provide deeper insights and recommendations for other businesses to integrate into their long-term business practices.



[bookmark: _Toc224843575][bookmark: OLE_LINK226]References


1. Chen, Y., Cheng, Z., & Wang, Y. (2023). Possible solutions for minorities to break down the block from empire firms: Case study of McDonald’s. BCP Business & Management, 38, 2780-2787.https://doi.org/10.54691/bcpbm.v38i.4191 

2.Competitive Analysis. (2024). Competitive landscape in the QSR segment. Retrieved from https://www.competitiveanalysis.com/ qsr2024

3.Economic Analysis. (2024). Economic environment and its impact on the QSR sector. Retrieved from https://www.economicanalysis.com/ qsr2024 

4.Fatyandri, A. (2023). Pengaruh faktor eksternal terhadap strategi pemasaran pada McDonald’s. Public Service and Governance Journal, 4(1), 44-51. https://doi.org/10.56444/psgj.v4i1.768
5.Grewal, D., Roggeveen, A. L., & Nordfält, J. 2020. The future of retailing: A marketing perspective. New York. Springer Nature. Available at: https://www.dhruvgrewal.com/wp- content/uploads/2017/05/2017-JR-Future.pdf. Accessed 23 March 2025.

6.Ingene, C. A. 2019. Handbook of Research on Distribution Channels. MA: Edward Elgar Publishing Limited. Available at: https://www.e-elgar.com/shop/usd/handbook-of-research-on-distribution- channels-9780857938596.html. Accessed 23 March 2025.

7.Jobber, D., & Ellis-Chadwick, F. 2020. Principles and Practice of Marketing (9th ed.). McGraw-Hill Education. Available at: https://www.amazon.com/Principles-Practice-Marketing-David- Jobber/dp/152684723X. Accessed 23 March 2025.


8.Chaffey, D. 2022. Digital Marketing: Strategy, Implementation, and Practice (8th ed.). Pearson Educa- tion.


9.Kaur, R., & Singh, A. 2021. Customer Behavior and Satisfaction in the Fast-Food Industry: A Case Study Approach. Journal of Business and Consumer Research, 15(2), 45–58.

10.Lou, C., & Yuan, S. 2019. Influencer marketing: How message value and credibility affect consumer trust of branded content on social media. Journal of Interactive Advertising, 19(1), 58–73.

11.Smith, J. 2022. Marketing in the Fast-Food Industry: Strategies for Success. New York: Global Busi- ness Press.

12.Taylor, S. 2021. The role of digital technologies in customer engagement: A framework. Journal of Business Research, 124, 451–460.

[bookmark: OLE_LINK76]13Andersen, M. S. (2025). From PEST to STEEPLE: Variants of External Environment Analysis Frameworks in Strategic and Energy Policy. SSRN. https://doi.org/10.2139/ssrn.5266562 


14.Belsare, H. V. (2025). PESTLE analysis. International Journal of Advanced Research, 13(2), 608–612. https://doi.org/10.21474/IJAR01/20411


[bookmark: OLE_LINK77]15.Kansongue, A., Guemkam, G., & Afane, E. (2023). SWOT and PESTEL analysis of renewable energy deployment in Togo: Challenges and perspectives. Frontiers in Sustainability, 2, 990173. https://doi.org/10.3389/frsus.2022.990173
[bookmark: OLE_LINK204]
16.Talpau, A., Boscor, D.: (2011) Customer-oriented marketing-A strategy that guarantees success: Starbucks and McDonald’s. Bulletin of the Transilvania University of Brasov. Series V: Economic Sciences 4(53)(1), 51-58
[bookmark: OLE_LINK203]17.Shabbir, M.: (2018)Innovation Strategy of McDonald Business from Historical perspectives. Inno vative Journal of Business and Management 7(12), 30-41 

[bookmark: OLE_LINK206][bookmark: OLE_LINK205]18.Rajawat, A., Kee, H., Malik, A., (2020) Factors: responsible for McDonald's performance. Journal of the community development in Asia 3(2), 11-17 


[bookmark: OLE_LINK207]19.Saunders, M., Lewis, P., & Thornhill, A. (2019). Research Methods for Business Students (8th ed.). Pearson Education.

[bookmark: OLE_LINK289]20，Wheelen, Thomas L., & Hunger, J. David (2015). Strategic management and business policy: Concepts, 13th ed. Pearson/Prentice Hall.

 


21. Kelly, C. ( 2022). The Burger Wars: How the Rivalry Between Burger King and McDonald's Resonates in the Advertising World. Marketing Dive. www.marketingdive.com/news/mcdonalds-burger-king-brand-rivalry-burger-wars/621713/
22. Braunerhjelm, P., 2023. Theories of Growth, Innovation, and Entrepreneurship. Journal of innovation, 2(1), pp. 12-24.
23. Chakuzira, W., 2024. Refining the Definition and Typologies of Entrepreneurship: A Systematic Review. Journal of operations management, 14(8), pp. 56-89. 
24.Chaudhary, S., 2024. Connecting entrepreneurial ecosystem and innovation. Grasping at straws or hitting a home run? Journal of technology and innovation, 2(2), pp. 34-89. 
25. Musonera, E. (2021). Strategic marketing case analysis: Starbucks. Journal of Business and Social Science Re view, 2(11), 12-22.
26. Sagar, S. (2024). The Impact Of Digital Transformation On Retail Management And Consumer Behavior. Journal of Business and Management, 26(1), 06-14.

2

image1.png




