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Executive Summary
The development of society is driving the change of the concept of catering. As a global restaurant chain, McDonald's is facing the change of consumer demand and the adjustment of the concept of healthy eating. In order to maintain its excellent competitiveness, McDonald's needs to improve its marketing strategy to face these challenges.
This paper analyzes the external environment and its own factors of McDonald's through PESTEL analysis model and SWOT analysis method, summarizes the current marketing environment of McDonald's, and concludes that consumer preferences are constantly changing, the concept of healthy diet is gradually deepening, and the competition in the same industry will become more intense. Then, through the analysis of the marketing mix strategy adopted by McDonald's, it is concluded that McDonald's has defects in product innovation and health, so the future marketing strategy of McDonald's is proposed, such as adjusting the nutritional structure of meals and launching health packages; Innovative food forms to increase diversity and local characteristics; Launch different packages with differentiated pricing.

1. [bookmark: _Toc140412162]Introduction
In 1940, two brothers, Richard McDonald and Maurice McDonald, founded the "Dick and Mac McDonald" restaurant, which is the prototype of McDonald's restaurant. In 1955, as the world's largest fast food chain, McDonald's restaurant was born. At present, McDonald's occupies a large market scale in the global catering chain enterprises. After the growth of the past 80 years, McDonald's has successfully crossed national borders and successfully introduced its operation and management concepts into different countries in the world. Its rapid development has been recognized by the industry, and it has become a relatively successful multinational chain enterprise in the international catering industry. Driving the growth and transformation of the global fast food industry (Wikipedia.2023).
With the development of economy and the continuous increase of income, people's pursuit of healthy diet becomes more and more intense (Li Yanyan.2015), and their dietary preferences are constantly changing. In addition, there are differences in eating habits and cultural concepts among countries in the world, which leads to a large level and difference between the preferences and needs of consumers in today's catering industry. As the largest global restaurant chain in the world, McDonald's needs to develop a series of marketing strategies in the face of changing customer preferences, so as to ensure its competitive advantages and face challenges from competitors in the industry (Fahy, J., and Jobber, D.2015).

[bookmark: _Toc140412163]2. Main Findings
[bookmark: _Toc140412164]2.1 Analysis of McDonald's external and internal environment
2.1.1 PESTEL analysis
PEST analysis is an objective and comprehensive analysis of the external environment of an enterprise in the process of development from the four perspectives of politics, law, economy, society, technology, environment and law, so as to have certain guiding significance for the enterprise to adjust its strategic objectives and plan its strategic layout (WSU Libraries.2023).
(1) Political factors
As a multinational enterprise, McDonald's has operations in many countries, each country has its own unique policies and regulations, including food safety laws, labor laws and trade policies, among which trade disputes are most likely to bring challenges to McDonald's, such as the import and export of raw materials and pricing strategies. The political stability of a country directly affects the operation of McDonald's (The strategy story.2020).
(2) Economic factors
With the deepening of global economic integration, various countries, regions and nationalities are open to each other, forming interrelated and interdependent groups. Different food cultures also have a trend of integration, which creates huge development potential for McDonald's transnational economy. This brings business opportunities (Bieling, G., Stock, R.M. and Dorozalla, F.2015). At the same time, McDonald's is also facing competition from global and local fast-food chains, which could affect its pricing strategy, market share and profitability. Economic globalization promotes the progress and development of society. Fast food can effectively shorten the meal time and meet the dietary needs matching with modern society. Therefore, people's dependence on fast food industry is getting higher and higher.
(3) Social factors
Fast paced society, so that fast food gradually become the mainstream. At the same time, people began to pay attention to food health and the consumption environment, safety has become a primary consideration, and the service requirements for the catering service industry have also improved a lot. In addition, consumers also pay more attention to the brand awareness of catering enterprises. For consumers, the popularity of a brand often represents that the brand's food quality, environmental atmosphere and service concept are relatively mature and cost-effective (Aaker, D.2015). McDonald's standardized operation and unified management as early as many years ago have become the guarantee of consumer health and quality. In addition, based on years of experience, McDonald's has been widely praised for advocating balanced diets and healthy food menus at different prices.
(4) Technical factors
The advent of the era of big data makes the catering industry more accurately judge the future of the industry according to data, which is conducive to the development of the industry. Technological progress has improved productivity, saved social efficiency, effectively promoted the speed of product update, and ensured that McDonald's obtained effective information feedback from the market in the first time, so as to continuously adjust and improve the supply chain and product chain (Li Qian, Zhang Wei.2014). The professional skills of McDonald's workers have improved in all aspects. Its ability to develop new products and new businesses is strengthened, the use of technological improvements can provide customers with a better dining experience, and the continuous innovation of equipment can update the production technology of products.
(5) Environmental factors
As a large fast food chain, McDonald's needs to assume social responsibility, and environmental protection is a necessary factor to consider. For example, plastic packaging is a major environmental issue, and McDonald's must reduce its consumption and find sustainable alternatives, such as biodegradable or reusable packaging materials. McDonald's also needs to use energy-efficient equipment and sustainable logistics solutions to minimize its carbon footprint.
(6) Legal factors
McDonald's must comply with the food safety and hygiene standards of the countries in which it operates to ensure that it delivers safe products to its customers. McDonald's must comply with the labor laws and advertising and marketing regulations of each country, otherwise it will lead to legal disputes, fines, and damage the company's brand image (Seok Jin Ko.2019).

2.1.2 SWOT analysis
The basic steps of SWOT analysis can be summarized as follows: on the basis of an objective and comprehensive analysis of the internal strengths and weaknesses of the enterprise and the opportunities and threats it faces in industry competition, the external opportunities and threats it may receive from industry competitors are matched with the internal strengths and weaknesses of the enterprise. To form a meaningful strategy for implementation (Bensoussan, Babette E.; Fleisher, Craig S.2008).
(1) Advantages
Strong brand awareness: McDonald's is a leading enterprise in the fast food industry, with a good brand image and a high positive attitude towards it, and its suppliers have established long-term cooperative relationships with it, laying a good foundation for maximizing profits in the global market of McDonald's (Udell, M.2015).
Efficient, integrated and localized supply chain: McDonald's has a global product supply traceability system, which can ensure food safety, make it rooted to follow, and carry out fundamental control and management of products by tracing the source. It mainly includes supplier HACCP and GMP certification, product test plan certification, recall testing and food safety testing (Liu Chunyan.2014).
Experienced product development teams: One of McDonald's strengths is faster product development. In combination with the localization strategy, different taste preferences should be considered in view of national or regional differences, so as to develop new products that meet the needs of consumer groups according to local conditions (Jobber, D., and Ellis-Chadwick, F.2016).
Perfect distribution system: McDonald's does not participate in the actual procurement of products and raw materials, but trusts its global distribution system to do the procurement. Comprehensively coordinate, manage and optimize supply chain network management, concentrate superior resources according to local conditions, and carry out professional division of labor, McDonald's is only responsible for managing and optimizing its global suppliers and distribution centers.
Product safety is guaranteed: Food quality is the core lifeblood of catering. In order to ensure that the taste of hamburgers and French fries in the world is consistent with the place of origin, McDonald's has set up a special supervision committee, whose main goal is to supervise the selection of ingredients and the production process, ensure that the products fully meet the established standards, and ultimately ensure that the taste of the products is consistent. Therefore, McDonald's has established a product scoring mechanism for suppliers. Effectively strengthen the supplier's product quality specification supervision.
(2) Disadvantages
Product nutrition structure: McDonald's always takes hamburgers as the core, and the production method is mainly fried and baked, which belongs to fast food. From the perspective of long-term consumption, McDonald's products are not healthy. Fried foods and processed meats are among the World Health Organization's top 10 junk foods. If McDonald's maintains its current nutritional structure, it will lose market share.
Follow-up strategy: McDonald's often appears in the same place as KFC when choosing a store address (Dylans Guides.2021). This follow-up strategy can save a lot of time and cost, but due to the close distance between the two stores, the competition between the two enterprises is intensified, and non-loyal customers of McDonald's will be in a state of choice, resulting in a certain loss of customers.
(3) Opportunities
Technological innovation: With the advancement of science and technology, the professional skills of McDonald's employees have improved in all aspects. Its ability to develop new products and new businesses has been strengthened, the use of technological improvements can provide customers with better dining experience, and continuous innovation of equipment can update the production technology of products (Kotler P and Chernev, A.2014).
Economic development: With the rapid development of economy and society, the infrastructure is becoming more and more perfect, and the per capita consumption power is generally improved, which provides conditions for the expansion of McDonald's consumption share, and also creates convenient conditions for McDonald's logistics and industrial chain.
The process of economic globalization is accelerating: economic globalization promotes the progress and development of society, people's pace of life changes, and the short dining time of fast food is just matched with the dietary needs of modern society.
(4) Threats
Industry challenges: The biggest threat to McDonald's is fierce competition in the food industry. In addition to the fast food industry, fast food products have also occupied a place in the catering industry. These products have a common feature with the fast food industry: convenience, which also attracts many customers in the fast food industry. KFC is the biggest existing competitor of McDonald's, and the two have similar advantages, while some brands such as Burger King and Decos are expanding their advantages. These enterprises are constantly adjusting their strategies to expand their market share, and these brands face similar customer groups, which makes the competition between enterprises intensified (Danciu, V.2013).
Alternative product threat: McDonald's fundamentally belongs to the catering industry, so customers can choose to choose a large number of products, a high degree of substitution.
The concept of health is deeply rooted in people's hearts: people's dietary needs are gradually changing from the traditional simple eating to a healthy diet structure. With obesity on the rise, more and more people believe that vegetables are obviously healthier than McDonald's staples such as hamburgers and fried foods. The change of consumption concept makes McDonald's must adjust its own strategy, constantly adapt to the new needs of consumers, and explore its own advantages in the gradually intensifying market competition (Danciu, V.2013).
Through the PESTLE and SWOT analysis of McDonald's, it is found that the current problems McDonald's is facing are mainly divided into three aspects: the changing consumer preference, the deepening of the concept of healthy eating and the fierce competition from many competitors in the same industry. If McDonald's wants to maintain its own advantages, it needs to formulate corresponding marketing strategies in these three aspects.

[bookmark: _Toc140412165]2.2 Marketing strategy analysis
2.1.1 Target audience
McDonald's has a global market and its customers range from children to the elderly. According to the 2020 data, the majority of McDonald's customers are low - and middle-income households in urban and rural areas. They are loyal customers of McDonald's, with an average of 44 purchases per year (Start.io.2022).
2.2.2 Marketing approach
At present, McDonald's main marketing communication channels include network media such as Internet, TV, radio station, social software and paper media, among which network media is the main communication channel. Due to the popularity of smart phones, the user activity of network platforms such as TikTok is very huge, and the use of these platforms can ensure the penetration rate and delivery rate of advertising and marketing activities.
2.2.3 Marketing mix strategy
(1) Product strategy
As a fast food company, McDonald's main products are hamburgers, fries, beverages, desserts, and menus tailored to local customers' preferences and tastes according to regional differences. Constantly improve products and services according to the changing needs and tastes of consumers.
(2) Price strategy
McDonald's has always made "low prices" its pricing strategy, which is one of the reasons for its success over the years. As the cost of living continued to rise, McDonald's began to offer special meal to attract customers through the strategy of small profits and high sales (Lynch, R.(2015)). McDonald's started this strategy in India as early as 2008, and it has worked very well.
(3) Channel strategy
McDonald's uses a different business model, in addition to regular stores, there are drive-thru restaurants, online ordering and delivery services. The new format allows customers to get the food they want whenever and wherever they want, which makes for a better customer experience (Pride, W.M., and Ferrell, O.C.2016).
(4) Promotion strategy
McDonald's uses a large number of promotion methods to build customer attention to the brand, and also sponsors various promotional activities to promote brand influence.
"Para Pap Paa" is McDonald's most famous advertising slogan, and this phrase reflects the happiness consumers feel when eating at McDonald's, as well as the happy atmosphere in the restaurants and the friendliness of the staff (iTzJuzAGame.2019).
McDonald's has released a series of advertisements showing how much has changed since the COVID-19 pandemic, but McDonald's remains committed to providing customers with a healthy and safe dining experience (McDonald's India. 2021).
Take advantage of pop culture and collaborate with the most popular stars to keep your brand image up-to-date. Examples include partnering with rapper Travis Scott on an exclusive shoe collection and Travis Scott meals. Launching such marketing campaigns helps McDonald's attract the affection of celebrity's fan base (CNN Business.2020).

[bookmark: _Toc140412166]2.3 Marketing strategy evaluation
In the first quarter of this year, McDonald's total revenue rose 4% from a year earlier to nearly $5.9 billion. McDonald's sales also rose 12.6 percent in all regions, including Europe, where inflation is high (Hilary Russ & Deborah Mary Sophia.2023). Judging from the increased sales alone, McDonald's marketing strategy is undoubtedly successful. However, as the concept of healthy eating has deepened, the topic of whether McDonald's is healthy has become more discussed, and McDonald's menu is mostly fried foods, which are high in trans fats, and their consumption can increase bad cholesterol levels, lower good cholesterol levels, and ultimately lead to heart disease (Mura Dominko.2021).
While McDonald's will evolve its offerings in response to changing consumer needs and tastes, it will continue to focus on deep-fried, high-calorie items such as burgers, fries, and desserts, with much of its original menu remaining unchanged (LYN KELLY, 2018). The innovation in marketing strategy is more of an innovation in concept, and the main body of the menu has not been greatly changed. This does not match the more diversified types of catering and product innovation.

[bookmark: _Toc140412167]3.	Conclusion
Through the PESTEL and SWOT analysis of McDonald's, it is found that McDonald's is facing challenges in healthy diet, product innovation and fiercer industry competition. Through the analysis of McDonald's marketing strategy, it is found that McDonald's main audience covers a wide range, mainly middle and low class; Its marketing channels are relatively rich, basically covering the current mainstream marketing channels. Judging from its sales, the marketing strategy adopted by McDonald's is successful, but the health and innovation of its products have been questioned, which shows that its concept is not very consistent with the current popular concept of catering. In order to continue to grow in the future, McDonald needs to make changes in these areas.

[bookmark: _Toc140412168]4.	Recommendations
In view of the changing consumer demand and the increasingly fierce industry competition, to meet the healthy catering concept, the following four aspects of recommendations to improve McDonald's marketing strategy.
(1) Product
Product innovation should be carried out. On the basis of maintaining the global uniformity of main food tastes, taking into account social factors such as taste differences and cultural differences, some characteristic products suitable for local tastes should be launched to promote product localization and better occupy market share (Vriens, M. and Brazell, J.D.2013). Develop new products to constantly adapt to the changes in customer preferences, constantly increase product varieties, innovate product forms, change the original image of the monotonous fast food industry products, and provide more choices for customers who come to consume. To meet the changes in consumer tastes and consumption concepts, change the traditional menu based on hamburgers and fried food, launch a health package focusing on people's health as the main consideration, sugar-free drinks, organic milk and other products can be considered, so as to fundamentally change the nutritional structure of food and improve the product image of the company.
(2) Price
Different packages are introduced for different buyers, so as to realize differential pricing and implement common benefit pricing methods, such as adding A small amount of money to the price of the original product to exchange for other products to attract customers (Westjohn S A, Arnold M J, Magnusson P.2016). In terms of price adjustment, we should fully consider factors such as the market environment, competitors' reactions, and customers' reactions, and make prudent and appropriate decisions on the timing and degree of adjustment to prevent blind decisions from bringing severe challenges to the development of enterprises (Kang Shuying. 2019).
(3) Promotion
In terms of advertising design and delivery, factors such as regional differences, ethnic differences and cultural differences should be considered as the main factors, and design elements with local characteristics should be added and put on local popular online social platforms to attract the attention of local consumers, gain recognition and achieve publicity purposes (Linzi Fish.2011).
"Co-branded" promotion. For some important festivals, such as Valentine's Day, different consumption discounts can be formulated for singles and couples, and some small games related to festivals can be held to increase the number of consumers. For some important events, such as the sports meeting and the World Cup, the packaging box of food can be changed to attract more consumers; It is also possible to jointly organize some preferential measures with some other large enterprises, thus forming a win-win situation (Zhao Chen. 2019).
Public relations promotion. McDonald's should continue to establish its image as a "public service ambassador", create convenient conditions for the public, set up some charitable funds, carry out some love tree planting activities, open love umbrella sites, etc., and help some people in need as much as possible. While establishing a good corporate image, McDonald's should also increase its business income. Thus, a true win-win situation was achieved (Xianyang.2016).
(4) Human resources
In terms of talent selection, McDonald's can adhere to localization and talent diversification, encourage talents with different backgrounds, different fields and different industries to join the McDonald's family, form a diversified development family, and fully mobilize the enthusiasm of all people.
Develop welfare programs with the aim of attracting, motivating, rewarding and retaining talents, enabling employees to make outstanding performance and enhancing the leadership position of the enterprise (Yuan Jie.2018). Mai can motivate employees in terms of high salary, health and insurance, compensation and incentives, and future investment. This is a long-term and hidden improvement plan, only more excellent and united employees can provide McDonald's customers with better service, so as to improve consumer recognition.
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