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[bookmark: _Toc141897743]Introduction
International Marketing refers to the implementation of marketing principles by a company for the purpose of catering to the various requirements and desires of people dwelling outside territorial boundaries (Katsikeas et al. 2020). It might entail promoting, advertising, and distributing the products of a company in one or more overseas nations. The following study will focus on the international marketing strategy of McDonald's, a global fast-food chain operating in the United States. The company’s international success is attributed to targeting market differentiation and cultural sensitivity. Two countries, notably the United Kingdom and Japan, where McDonald’s is actively working to grow its company, have been considered in order to conduct the research (mcdonalds.com, 2023).
[bookmark: _Toc141897744]Background Information of the company 
Founder 
In 1940, San Bernardino, California, welcomed the first McDonald’s eatery. It was opened by two brothers - Maurice and Richard McDonald (McDomalds.com, 2023). The restaurant was initially a small drive-in business but later on, the brothers restructured their business and launched McDonald's as a restaurant with reasonably priced large-scale production. Businessman Ray Kroc bought McDonald’s franchise in 1955. 
Mission Statement 
McDonald's mission is to provide its customers with beverages and food. McDonald's is dedicated to being their preferred location and choice. Through its global presence, the company's effort to build a positive difference by serving mouth-watering food and creating opportunities for its workers and suppliers (Chia et al. 2023). 
Vision Statement
The vision statement of McDonald's is "to rapidly advance in order to achieve lucrative growth and improve the McDonald's brand for serving delicacies to a larger population across the world every day". Utama et al. (2020), said that this statement illustrates the fast-food chain’s potential for growth. 
[bookmark: _Toc141897745]Macro Environment - PESTLE Analysis 
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Figure 1: PESTLE analysis
(Source: enterslice, 2023)
Political
McDonald's global expansion has been seen to operate within specific country guidelines. In the UK, McDonald’s political climate has been far more favourable than in Japan. According to Royle and Rueckert (2022), McDonald's successfully conducted sustainable practices within environmental laws. Following the Fast-Food Rights Campaign, McDonalds UK has placed more emphasis on employee training. This is a disadvantage McDonalds Japan has not overcome. 
However, Japan has a low FDI due to governmental restrictions. Therefore, Rajawat et al. (2020) have argued that McDonald's structural expansion of affordable foods with strategic marketing has benefited the company more in Japan as there are fewer competitors.
Economic
As per Yontar (2023), a critical success factor for establishments is to restructure supply chains. McDonalds Japan has benefitted from such a change via the introduction of new food suppliers within the country. Production costs are reduced and specialised products are sold. Japan’s conformist food economy would be unfavourable, however, McDonalds has successfully mitigated this. 
In comparison, McDonalds UK has implemented more sustainable practices of production as well as waste management. This has worked favourably for the brand’s economic growth. As per Baker et al. (2020), the UK has sought to mitigate unhealthy diets and McDonalds is one of the fast-food firms making a transition to healthier processed foods.
Social 
McDonald footprint in Japan and UK demonstrate an intricate linkage with cultural pattern. Based on this, in UK the convenience-driven fast food encourage individuality despite posing concern regarding wellness as a whole. In case of Japan, it integrates regional taste alongside the quick cushions that ultimately attacking youth people while also raising concern regarding traditional destructions. Based on the Hofstede observation, it can be stated that both UK and Japan indicate opposite preferences. In addition to this, the UK conveniences individualism driven is against the collectivism in Japan. While on the other hand, Japan’s collaborative culture and masculinity consent for the type of culinary blend that balances both tradition nd evolution as a whole.
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Figure 2: Hofstede’s Cultural Dimension Model between Japan and UK
(Source: hofstede-insights, 2023)

Power distance index: In Japan, the PDI score is 54. The UK has a score of 35. McDonalds Japan operates hierarchically with some open communication, which is beneficial. Although the UK poses the possibility of problems or inequalities for McDonald's consumers, employers, and/or authority (Royle and Rueckert, 2022).
Individualism: The UK's individualism score is 89, which entails a unique society. Japan’s individualism score is 46. McDonalds UK hence can experiment with more unique investments or products and McDonalds Japan attempts the same, though consumers create collectivist norms.
Masculinity: Masculinity in Japan is rated 95. The UK has a masculinity rating of 66. Hence McDonalds Japan's workforce is predominantly male whereas McDonalds UK is more beneficial for female employees as it creates more opportunities (Yontar, 2023).
Uncertainty avoidance: Japan’s UAI score is 92 and alternatively, the UK has a score of 35. McDonalds Japan thus is highly functional and avoidant of external factors and McDonalds UK operates in more ambiguous environments.
Long-term Orientation: The UK has a long-term orientation score of 51. McDonalds, therefore, does not maintain long-term plans which is disadvantageous. Japan alternatively has a score of 88, and McDonalds Japan works with long-term projections, planned production, and consumerism (brightcove, 2023).
Indulgence: The rating in Japan is 42, alternatively the UK has a score of 69. McDonalds Japan still smartly navigates consumer restraint to achieve success while McDonalds UK builds easier revenue by producing for a much more indulgent consumer demographic (Rajawat et al. 2020).
With the help of the Hofstede Model, McDonald's is able to make reflections on personal assumptions and are able to anticipate the expectations of the customers in both markets, and can comprehend their purchasing behaviours. This model can also aid the firm to manage interpersonal relationships within the firm along with mitigating the cultural conflicts that might occur due to diversity (Sent and Kroese, 2022). However, as the Hofstede Cultural Dimension is based on limited aspects, it is regarded as inconclusive research. Moreover, with the rapid revolution of business gestures, behaviour patterns and perspectives of the customers are also changing, which might result in looking over important aspects that can hinder the business processes. 
Technological 
In the UK and broader Europe, McDonald’s global managerial plan is implemented and is beneficial. As per Otto et al. (2022), McDonalds focuses on cultural integration and influential marketing strategies. McDonalds utilises various digital and social media to stay ahead of technological curves. McDonalds has garnered the second-highest media engagement in the UK in 2020 through Instagram digital marketing, as per a survey by Cassidy et. al (2021). On the other hand in Japan, McDonald's has stayed on the tide of technological advancement. McDonalds has developed the company's technological services to develop digital ordering systems. 
Legal 
McDonalds in the UK is required to conform to various European Commission laws and regulations. Tailie et al. (2019), talk about an important piece of legislation for fast-food establishments in the UK, being the Code of Broadcast Advertising to mitigate unhealthy food advertisements to children. McDonalds hence advertises more healthy meals and is promoted through UK television shows. (theguardian.com, 2023)
Under a review of Japan’s food laws by Novoveská et al. (2019), food establishments operate under the Minister of Health, Labour and Welfare which is stricter than the UK. McDonalds as a result has maintained healthy food standards and sought to introduce paper straws and wooden utensils for environmental welfare. This has been disadvantageous for McDonalds, although it has tried to develop sustainability. Ibrahim et al. (2019), has acknowledged that McDonald's benefits its employees well under labour laws but can improve employee education.
Environmental 
McDonald's has sought to pursue various sustainable practices. According to Wu et al. (2020), McDonalds practises the reduction of cooking oil waste by converting it to 3D printing resin in UK branches, as McDonalds has partnered with Weiss Technik UK, which operates with sustainable technology. Although according to Alae-Carew et al. (2022), the UK has slowly seen a growth in more eco-conscious consumption and less fast food. This may be disadvantageous unless McDonalds seeks to invest in plant-based alternatives.
On the other hand, Sasaki et al. (2022), states that McDonalds in Japan focuses on animal welfare and proper meat consumption, with consumer reliance on establishments. McDonald's maintains success in Japan by sustainably sourcing various products as well as meeting Japan's nutritional standards. 
Similarities and Differences 

	Similarities
	Differences

	· Stable political climates 
· Strong and Developed Economies 
· People's social and cultural need
· Advance Technology infrastructure
· Environment sustainability
· Established legal system
	· Navigate specific regulation policy
· Purchasing power and market dynamic
· Cultural Differences 
· Adoption of certain technology development
· Consumer expectations
· Legal statutes and regulations



In addition, both the UK and Japan offer a favourable and stable political climate for McDonald's, creating an environment that will support the company's operations and facilitate its growth. The political stability of both markets provides a stable and predictable business environment, enabling McDonald's to confidently implement long-term strategies and investments. 
The economic conditions in the United Kingdom and Japan are both favourable, however, they differ in terms of specific economic elements, consumer demand, and market dynamics. As per Oe and Weeks, (2022), factors such as GDP growth rate, inflation rate, income distribution, and consumer behaviour can contribute to the differences between the two countries. About the differences, Mcdonald’s has made sure to cater to the social and cultural tastes of the UK and Japan markets making it a popular choice in both markets. Both countries have different cultures like their eating habits and preferences, so it's important for McDonald's to have a local strategy in place.
In the United Kingdom and Japan, the technological infrastructure is highly developed, allowing McDonald's to leverage technology to enhance operations and the overall customer experience (Calvo and Urriolagoitia, 2020). Here the difference is McDonald's acknowledges that the adoption of specific technological innovations may vary between the United Kingdom and Japan, thus requiring tailored strategies to meet the specific market needs of each country. On this note, Du, (2022), mentioned, the UK and Japan both have strong legal systems that give McDonald's a sense of security and give them a good base to work in. The United Kingdom and Japan have different legal regulations and requirements that McDonald's must adhere to. 
[bookmark: _Toc141897746]Porter's Five Forces Model 
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Figure 3: Porter’s Five Forces model
(Source: edrawmind, 2023)

The threat of new entrants
As claimed by Chong et al. (2022), McDonald's contends with a lower threat of new entrants in Japan owing to certain factors such as highly differentiated products and high weightage given by customers on having a distinctive experience. Besides, in Japan, numerous small to medium size enterprises lack the funding necessary to build a solid brand image that can compete with McDonald's. On the other hand, Raj and Singh, (2021), advocated that in the United Kingdom, it is possible for new markets to enter into the fast food industry by innovating with the food they sell and attaining deeper technological incorporation into various businesses. 
Threat of Substitutes
Both Japan and the UK face a strong threat of substitutes for McDonald’s in the fast food industry. As per Farrer et al. (2019), Japanese fast food chains, such as Mos Burger, Freshness Burger, and Lotteria serve hamburgers to customers, other than McDonald’s. In the UK, McDonald’s encounters a number of direct rivals from the USA. Huang et al. (2021), stated that McDonald's is in competition with Burger King, KFC, Pizza Hut, Domino's, Starbucks, and Papa John's Pizza for market share. 
Bargaining power of customers
As previously indicated, McDonald’s alternatives are widely available in both Japan and the UK. Zhang et al. (2022), said that McDonald's business performance may be strongly impacted by how easily consumers can switch between restaurants, catering to a high bargaining power of buyers. Besides, most people in Japan consider the food items provided by McDonald's as appetisers and not enough for lunch or dinner. Therefore, buyers tend to shift to other eateries. However, as claimed by Sadiku et al. (2023), McDonalds in Japan provides some unique staple menus that are quite a driving force to attract customers and lessen their influence over the business performance of the company. 
Bargaining power of suppliers
Sun, (2022), stated that the impact of suppliers on the business performance of McDonald’s is diminished by the sheer number of suppliers and the availability of resources like flour and meat in abundance. Besides, low vertical integration in Porter’s Five Forces Model reduces suppliers’ negotiating strength with both the Japanese and the UK McDonald’s corporations. 
Competitive Rivalry
Owing to a wide range of alternatives to McDonald's in both the Japanese and the United Kingdom market, the rivals have fierce competition among them (Raj and Singh, 2021). However, it may be assumed that the Japanese McDonald's unique food items may set the company apart from its rivals in the fast food industry. 

Similarities and Differences 
From the aforementioned Porter's five forces analysis of McDonald's, it is apparent that the similarities between McDonalds UK and Japan lie in the threats posed by potential substitutes, wherein we can observe that both the Japanese and the UK markets of McDonalds have numerous alternatives (Gharmaoui, 2023). However, on the other hand, it can be observed that the new market entries seem to pose a considerably moderate threat in the Japanese market owing to various reasons while the UK market tends to have a medium to high threat due to the implementation of better technologies and introduction of innovative food items by the other companies. Because of the wide range of alternatives available in both markets, the influence of customers is high in both cases. This can be regarded as a similarity but the fact that the Japanese McDonald's sells unique staple food items attracting customers and lessening their negotiable power, have a high differentiating feature (Machida et al. 2023). 
[bookmark: _Toc141897747]SWOT Analysis 
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Figure 4: SWOT Analysis
(Source: Businessmodelanalyst, 2023)

	Aspects
	UK
	Japan

	Strengths
	McDonald’s UK has been able to introduce several new items to the menu, revamped restaurants, launched community programs, and introduced accredited qualifications and apprenticeships to its employee. Benzaghta et al. (2021), believe that this fetched the highest brand value of $48.6 billion in the UK, an achievement solely owned by McDonald's. McDonald's also emerged as the "leading quick-service restaurant (QSR)" chain with a revenue of $23.18 billion.
	McDonald’s Japan holds a share of 65% of the hamburger market and boasts the highest sales in the entire restaurant industry (Puyt et al. 2020). The astounding success rates are credited to McDonald’s “localised marketing strategies”, “detailed manuals” and “ultra-low prices”. Yusuf et al. (2022), state that with an operational history of 11 years in Japan, McDonald's has climbed to the top of the restaurant industry with annual sales of ¥ 352.3 billion. 

	Weaknesses
	The hurdles in the successful expansion of McDonald’s stems from its complicated “International Franchising Model”. As per Jain et al. (2022), the risk of "financial deterioration", "mismanagement", and "convoluted government policy under Brexit laws" has affected the brand in the UK directly. The recent "financial breakdown" of the UK economy has crippled one of the busiest food chains through a "disrupted supply chain", "limited product availability" and "increased operational expense" (Ge, 2020). 
	McDonald's in Japan currently faced a "shortage of famous fries" caused by "global supply complications" and "food shortages” forced the staff to mitigate demands by tampering with the quantity of food. Rajawat et al. (2020), argues that “Employee Dissatisfaction” in McDonald’s Japan due to its low wages and minimal benefits, as well as varying salary due to the “Franchisee Model” is hampering staff strength as the food retail chain is failing miserably in “staff retention”

	Opportunities
	McDonald’s has launched the “first-ever plant-based burger” called the “McPlant" to British patrons by merging with "Beyond Meat" and the concept was tested in over 200 restaurants (Reddy et al. 2020). In the midst of a "severe recession" in the UK, McDonald's has been able to launch a "$1, $2, $3" menu and a “2 for $5 Mix and match deal” to satisfy its value-conscious consumers. Soegoto, (2021) is confident that a successful addition, to the menu, helped increase sales. 
	McDonald’s partnership with “UberEats" and "Door dash" has helped expand its mobile order and delivery sector in Japan (Hollebeek et al. 2019). The increased attention to curb-side pick-ups, self-order kiosks, and drive-thru options has proved to be pivotal in reversing the 17% decline in earnings caused by in-premise dining. Mursid, (2022) illustrates that with the increasing risk of lifestyle disorders, McDonald's decision of adding salads and the "1% Low Fat Milk Jug" has delighted health-driven Japanese consumers. 

	Threats
	The "Fast Food Chain" of the UK is characterised by magnates like "Burger King", "Wendy's" and "Chick-fil-A", the latter being the biggest competitor for McDonald's (O'Neill, 2020). To remain relevant in the face of stiff competition, McDonald's has to focus on product quality, excellent customer service, and competitive pricing. 
	The liabilities of the world's largest fast-food chains include intense media scrutiny and McDonald's Japan is no exception to this. Raj and Singh, (2021) explain the harsh criticism for high-calorie meals and unhealthy ingredients, besides unjust labour practices has eroded the trust and loyalty of consumers.



Similarities and differences 
	Similarities
	Dissimilarities

	· Employee dissatisfaction and hurdles in staff retention were faced by both countries due to the Franchising Model.
· McDonald's in both countries have reframed their menu by keeping the needs of the health-freak and diet-conscious customers in mind. 
· Both countries encountered supply chain issues and limited availability of foods due to the adverse effects of the governmental policies. 

	· McDonald's in the UK market has attained growth in its business by adding various new items to its menu, revamping restaurants, and offering training and apprenticeship to the employees (Benzaghta et al. 2023). It also emerged as one of the leading 'quick service restaurants' within the UK forum and thus gained the attraction of the customer and obtained a substantial amount of revenue. 
· McDonald's in Japan, on the other hand, has gained market attraction through its hamburger market and also Japan is highly concentrated on localizing market strategies and offers the customer complete details of the products along with maintaining the lowest price possible (Chong et al. 2022). All these aspects helped McDonald’s in Japan to obtain a substantial amount of revenue. 
· The brand in the UK has experienced financial breakdowns due to supply chain adversaries and thus encountered food shortages and limited availability of food products due to the effect of governmental policies and Brexit. 
· Unlike McDonald’s in the UK, the brand in Japan has collaborated with “Uber Eats” and “Door Dash” to take and supply mobile orders. 
· In the UK, to compete with its rivals, the brand needs to develop its product quality, offer enhanced customer service and develop a competitive pricing strategy to stand out in the market (Lim et al. 2022). However, McDonald’s in Japan faces harsh criticism due to its unhealthy ingredients and high-calorie meals. 



[bookmark: _Toc141897748]STP Analysis
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Figure 5: STP analysis
(Source: smartinsights, 2023)
Ma et al. (2021), stated that the Segmentation, Targeting, Positioning (STP) marketing model is a well-known contemporary marketing strategy. A three-step marketing strategy whereby a company divides its markets into segments targets its potential customers, then presents its products or services for each of the segments. McDonald's adapts constant modifications of its segmentation, targeting, and positioning strategies for keeping up with trends. 
Segmentation 
The segmentation of the McDonald's market has been done based on demographic, geographic, and behavioural factors all around the globe, among which demographic segmentation is the most effective in different global markets. In order to draw adults into the businesses, McDonald's even sells draught beer as one of the drinks to go along with their cuisine in countries like Japan, Germany, and Europe, where the strength of the adult population is more (Singireddy, 2020). Whereas in the UK, McDonald's offers children a relaxing place to unwind on the weekends or on vacations with "Happy Meals" and it also provides playgrounds and other entertainment options for them (Roffman, 2023). 
Targeting 
In order to sell things, a company must target particular groups that have been identified through segmentation. As per Raduzzi and Massey, (2019), McDonald's searches out certain segments of its target market before tailoring or positioning the products to each segment. In Japan people aged from 25 to 54 make up the bulk of the population. Families, employees, young adults or any other individual seeking a pleasant meal caters to McDonald's target market. On the other hand, children aged from 4 to 12 form the target market of McDonald's UK. 
Positioning 
[image: ]
Figure 6: Positioning of McDonald’s in Japan
(Source: self-created)
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Figure 7: Positioning of McDonald’s in the United Kingdom
(Source: self-created)
The act of choosing the marketing mix that best appeals to the target market is referred to as “positioning” The above perceptual maps showcase the positioning of McDonald's in Japanese and in the UK markets, respectively. It can be well perceived that McDonald’s has a high quality but low price in the UK market, while the company possesses both high quality and high price in the Japanese market. 
Similarities and Differences 

	Similarities
	Differences

	· Market Experience
· Positioning Strategy
· Loyal Customer Model
· Franchising Model
· Corporate Social Responsibility
· Technology Initiatives
	· Supply Chain Interruptions
· Poor Employee Safety
· Issues with Organic Foods
· Cultural Preferences
· Imitable Attributes of processes and products.



The extensive market knowledge has helped McDonald’s deal with micro and macro environmental challenges. In UK and Japan, McDonald's has strategically positioned itself by leveraging technology initiatives to enhance customer experiences, such as through mobile apps and self-ordering kiosks (Helmond, 2022).  Affordable prices, quick service, and convenience have cultivated a loyal customer base in the UK and in Japan, as stated by Customer Edge in a survey that 64% of visitors are extremely likely to visit the restaurant again. As per Chia et al. (2020), McDonald's has invested in corporate social responsibility (CSR) like joining the United Nations Race to Zero Campaign which has positively impacted its reputation. The franchising model has made McDonald's a top contender in the UK and Japan by "minimising costs" and "partnering with local entrepreneurs", which has granted access to newer markets and customise its menu to suit local tastes and preferences (Khan et al. 2022).   
Kee et al. (2021) maintain that the introduction of the "1% Low Fat Milk Jug" and salads in the Japanese menu was highly appreciated, thus improving profit margins for McDonald's. McDonald's has been criticised for its low wages, which have led to high employee turnover rates and low morale. The circumstances escalated with employees walking off their job in the UK to demand better working conditions, although such incidents occur less in Japanese counterparts (Oe and Weeks, 2022). 
[bookmark: _Toc141897749]7p’s of Marketing  
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Figure 8: 7p marketing mix
(Source: smartinsights, 2023)
Explanation of 7 P’s 
The marketing mix is a strategic framework used by marketers to understand the customer needs and the position of the company in the mind of the customer. It includes the 7Ps "Product, Price, Place, Promotion, People, Progress and Physical Evidence". Based on the current situation of the company this planned approach helps to set clear objectives.
Product
The menu of McDonald’s in the UK mainly focuses on the popular and signature items of the company such as Big Mac or Chicken McNuggets. The offerings of McDonald’s in the UK are quite spicy and the chicken used by the brand is quite juicy. Moreover, the products are made in a way that can go with different types of dip; may it be sweet or spicy. The brand in the UK also serves food in different sizes like small and medium, to make sure about minimal wastage of food. On the other hand, Japan’s menu features and focuses on both international items as well as localised items which are quite popular and demanding in the Japanese market such as Teriyaki McBurger which is an exclusive item offered in seasonal times periods (Tenford et al. 2021). As McDonald's in Japan highly prefers to keep a touch of authentic Japanese flavours in its food offerings, the brand serves Teriyaki McBurger by using the spices that are generally preferred by local customers. 
[image: ]
Figure 9: McDonald’s Chicken McNuggets in the UK
(Source: mensjournal, 2023)
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Figure 10: McDonald’s Teriyaki McBurger in Japan
(Source: uploads-ssl.webflow, 2023)
Price 
McDonald's uses store-level pricing which means every store’s product prices will be slightly different than the others. The starting price of a Hamburger in the UK is $1.77 whereas in Japan sells the same for $1.30 (Ruussell et al. 2021). The price hike is for the increased cost of the ingredients and the running of restaurants in the UK. According to Xu et al. (2021), Prices have risen by 7.5%. It is seen that the UK is selling its product at higher rates than that of Japan. 
Place
Channels of Market Entry
[image: Different Modes of Entering International Business - Case Study]
Figure 11: Market entry modes
(Source: vedantu, 2023)
McDonald's is one of the most recognised brands, with restaurants estimated in more than 100 countries serving approximately billions of customers each year. As per Singireddy, (2020), positioning as a global leader in the food and service industry, the legacy of innovation and hard work drives the brand not only to a global level but also in the UK locally. Working with dedicated Franchises that operate nearly 85% of the restaurants across the UK. McDonald's has been franchising the UK for over 35 years with over 1400 restaurants, serving millions of customers, and creating jobs and opportunities for local people and businesses. In 2022 McDonald won the Franchisee of the Year Award in the "New Direction Category".
Through the joint venture, McDonald opened their first restaurant in Tokyo, where it became hugely popular as the menu stapled local items such as Big Macs or Fillet-O-Fish which made the local Japanese customers feel homely with the brand leading to greater success. In today's market, there are more than 2900 operating outlets in Japan as estimated. Localised Marketing strategies, detailed manuals, and ultra-low prices made the company successful with an estimated ¥ 1 trillion ($8 billion) of sales by 2011. In the Fiscal year of 2022, Japan's net sales were roughly ¥ 352.3 billion (statista.com, 2023).
Factors Influencing Marketing Method 
Cultural compatibility is one of the major factors that influenced McDonald's to open its franchisees in the UK. McDonald's menu and brand appeal align with consumers' fast food preferences that have historically been embraced by international brands. Opening franchisees in the UK market allowed the brand to tap into the economic stability and consumer spending power of the market (Zang et al. 2023). 
McDonald’s decision to enter into a joint venture with Japan was influenced by various factors like market potential, Japan's population, and high disposable income level making it an attractive market for multinational companies. Entering a foreign market without a joint venture with a local partner can be complex for various regulations and legal requirements. Having a partner in the local market who understands the local legal and regulatory environment made the entry process easier for the company. According to Akinboboye and McDonald, (2021), through this joint venture, McDonald's has established a long-term presence in Japan, by leveraging the partner's local knowledge and resources, has expanded its market share, and has strengthened its brand position.
Advantages and Disadvantages of Market Entry Mode
Opening franchisees in different locations in the UK allows McDonald's to penetrate new markets and reach customers who are not conveniently located near company-owned restaurants (Tien et al. 2020). 
Through joint ventures, McDonald's built its brand reputation, and trust among local consumers would have been tough without the local partners who helped overcome negative perceptions and cultural barriers that may have existed for a foreign brand entrance into the Japanese market. Whereas sharing intellectual property and proprietary information in this joint venture poses potential risks in terms of intellectual property protection. Hartung et al.  (2019), suggest adequate measures to be taken by McDonald's to safeguard proprietary assets.
Promotion
Creating a demand for its product among the customers and moving the customers through that funnel is the promotional strategy that is followed by McDonald's. According to Schwenkenbecher et al. (2019), McDonald's uses digital marketing in the UK to attract customers, through its strong presence in SM platforms such as Facebook, Twitter, and Instagram. Sharing information about newly launched products or interacting through contests, user-generated content, and giveaways makes the company invest good amounts for its promotion. But in Japan, such investments are never necessary as Limited-Time Offerings (LTOs) generate excitement and customer interest. 
People
Cham (2019), mentions that McDonald's in the UK targeted such a section of people who are not conveniently located near company-owned restaurants and opened their franchisees in various locations to get highlighted in the target segment of the foreign market. Whereas Azizah et al. (2021), acknowledged in Japan localising and knowing the customer needs and preferences through proper channels of partnership to acquire the trust of the customer, McDonald focused on local customers of the local market.
Process 
The company is observed to maintain a position of transparency in the UK and hence this allows the company to better serve in a locomotive manner. On the other hand, the company in Japan focuses on processing its products and services by engaging the taste and needs and hence preparing for the services in the country.
Physical evidence
In the UK the most popular item that gets the company its maximum profit and demand is Double Quarter Pounder with cheese which gives a handsome appraisal in the net sales of the company every year approximately from £1.5 million - £4.3 million. Helmond, (2022), states the most rated and high-demand items in the Japanese market is the locally inspired and collaborated items and also seasonally inspired items in the menu which enhances customers' trust in the brand leading them to a net sale of ¥ 352.3 billion Japanese. 
[bookmark: _Toc141897750]Directional Development Strategy 
Definition
Directional strategy is used by large predominant organisations in shaping the dynamic working structure of an organisation. Business increases profit and allows new goals to achieve after acquiring stability in the business through utilising both vertical and horizontal integration (Tremblay et al. 2021). Market Penetration, market development, product development, and diversification are the main factors that influence the directional development strategy. 
Ansoff Matrix
[image: ]
Figure 12: McDonald’s Ansoff Matrix
(Source: Edrawmax, 2022)
Product Development
Product development is termed as making the already existing product better rather than innovating a new one to support the existing products. Modestino et al. (2019) stated that in the UK, products of McDonalds such as “Hash Brown McMuffin” launched first followed by other countries as the locals are daily consumers of McDonald’s. However, Smith et al. (2021) mentioned that Japan was the first oriental country for McDonald’s to launch GM potatoes. 
Artificial meat is another range of product development promoted by McDonald’s in the UK but ignored by Japan deliberately. McDonald et al. (2020) explained that the use of certain products in a particular country increases its chances of demand in the other country. However, Faccio and Guiotto Nai Fovino, (2019) mentioned that meeting the needs of Japan public in terms of edible implements is complicated as evidenced by the banning of artificial meat. 
Market Penetration
Market penetration is determined as the selling of existing products in an extra market. For instance, the UK Ansoff Market penetration is based on the ejaculation price baseline of $ £1.19, whereas, the Japan market penetration is based on the $1.49 ejaculation price baseline (theguardian.com, 2022). In the UK, market penetration of McDonald’s is done through the sale of promotion whereas in Japan McDonald’s tries to penetrate the market through a public-salesman relation effort (Tien et al. 2020). 
McMahon, (2021) stated that the market penetration in the UK is done through the standardisation of the product as such the general public of the UK gets satisfied with the consistent maintenance of the brand value. However, (Priti, 2021) states that the difference in the market penetration of the McDonald’s exists in Japan such that the product is adopted to promote environmental friendly. 
Diversification
Franchising and leasing of the private company might lead to product variation that is in turn termed diversification. Herminingrum, (2020) stated that Japan is mainly based on the standardisation of a product such that a company cannot promote more than two products of the same brand. However, Czinkota et al. (2021) the UK is more adaptive to the European Union's methods of product diversification such that a company, as long do not reach its maturity, maintains less diversification. 
McDonald’s might make a tremendous profit in Japan irrespective of maintenance of the specialisation of the product as it creates brand value. Grynberg, (2019) opined that McDonald’s has a range of seafood available in Japan, whereas, Hasbro gaming in the UK decreased McDonald’s share considerably. A food retail industry might make a tremendous loss in such a situation during the diversification of brands rather than products. In contrast, diversification in the distribution strategy such as allocation of the brand position in the city centre or pavement is some of the similarities observed by McDonald’s while operating in both UK and Japan. 
Market Development 
Finding a new market for the propagation of the already vast business is the procedure followed in market development. Market development occurs due to purchasing of MSMEs by large franchises. Logan et al. (2023), opined that the UK Market Development is based on public opinion such that fatty and unhealthy foods are the main source that McDonald’s growth tremendously. In contrast, an, (2020) opined that Market Development in Japan is based on the digital synchronisation of McDonald’s. 
[bookmark: _Toc141897751]Recommendations
TOWS framework 
Japan
	
	Strength 
	Weakness

	Opportunity 
	Strength/Opportunities

· Consumer growing interest in healthy eating. /Improvement in delivery services.
	Weakness/ Opportunities

· Limitation of reliable ingredient supply. /Reduce transportation expenses owing to local production.
· Competition from local fast-food chain. / Menu modification to cater local taste.

	Threat 
	Strength/ Threat

· Emphasise on low-cost promotional method. /Increase in customer expectations.
	Weakness/Threat

· Intensified traditional food cuisine/regulatory and cultural barriers.



UK
	
	Strength 
	Weakness

	Opportunity 
	Strength/Opportunities

· Offer value-conscious menu/ increase in customer base.
· PFAL digitalisation model for self-service/increasing transaction value.
	Weakness/ Opportunities

· Unhealthy food perception /seasonal variation on consumption.

	Threat
	Strength/ Threat

· Enhance supply chain resilient/Brexit issues.

	Weakness/Threat

· Risk related to Brexit and government policies/business obstacles
· Intense competition from burger king and others/changing consumer preferences.



UK McDonald’s is much dependent on the “Franchise Business model” such that forgoing the deliverance of better product quality. It is recommended that UK McDonald’s should follow the "PFAL business model" of Japanese McDonald’s that advocates digitalisation in the company (de Oliveiraa, 2022). Using digitalisation means that McDonald’s promotes self-service, which might make a huge profit as it is deliberately absent and new in the suburbs of the UK. Another factor such as spending more money on the training of the UK McDonald’s staff is a deliberate misspending step due to the increasing turnover rate of the employees. It is recommended that McDonald’s should advocate the Japanese method of employment during such three to four-time shifts of employees are necessary to avoid training costs (Ahamad et al. 2023). 
Japanese McDonald’s market management operation has a weakness of high transportation costs as a result the price elasticity of Macdnald is negligible in Japan. The price of McDonald’s rises in Japan during importing raw materials. It is recommended that the adoption of production within the host country leads to the lowering of the price which is also followed by UK McDonald’s (Bîrlea, 2020). Another weakness of the Japanese McDonald’s industry is the limited startup cost that limits the advertising of foreign brands in the local markets. It is individually recommended that the appliance of insurance plans enacted similarly by the UK McDonald’s market might enhance the productivity of the employees and local organisation. Issuing insurance by a company leads to the gaining of an amount, in case it is damaged through any external causes or source (Zhao et al. 2020). 
Furthermore, if McDonald's hopes to respond to the tastes and requirements of consumers within the UK markets, localization is crucial for the brand. This entails that the personalization of goods is essential to reflect the regional characteristics of the culture. To further ensure that the products of McDonald's are readily accessible across the nation, the firm can make use of the TOWS matrix to form strategic alliances with local businesses and commercials (Hattangadi, 2023). The company must also employ particular advertising techniques that are in line with the norms and practices of the UK market to entice customers. This will help attract more price-conscious customers due to their distinctive pricing strategies and alluring offers.
[bookmark: _Toc141897752]Conclusion 
The report ends on the note of analysing the operational marketing ways and techniques adopted by McDonald's while performing in the international markets of the UK and Japan. To this kote, it has been also found that in UK and Japan, there are severe changes and alternations in terms of power distance and associative components that have been measured with the term of the Hofstede model. Pestle analysis has been conducted to analyse the external influence on the company's performance in the respective countries. Details on the different types of operations of the firm have been also done in terms of the different models that have been utilised, therefore providing a summative notion on the concerned topic. 
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